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BISHOP’S JEWELED CROSS AND RING 


HESE unusual pieces demonstrate the very 
highest order of craftsmanship, both in 
originality of design and in quality of execution. They were 


aS recently produced on special order in our custom shop. 

ZY Craftsmanship such as this is indeed rare today, and is 

O? to be found only in establishments thoroughly grounded in the 

ae finer traditions of the jeweler’s art. ; 

(his Ours is such an establishment. We take pride in special 

SS assignments that put our creative ability to the test. We will 

65K welcome your inquiries. © 

SS 

Ee A. SAUER 6 COMPANY 

LY Manufacturing Jewelers 
ny) 439 RACE STREET, CINCINNATI 2, OHIO 


FOR Marcu, 1946 


1 | 























THE JEWELERS' 





Volume CXVI Number 6 


P. M. FAHRENDORF, President 
and General Manager 


FRED V. COLE, Editor 
and Vice President 


R. H. GOODRIDGE, Associate Editor 
THOMAS V. DUGGAN, Associate Editor 
RENEE FORBES, News Editor 

MADELINE LOVE, Gifts Editor 

JOHN E. McGINN, Art Editor 


L. W. MOFFETT. Washington Editor 
EUGENE J. HARDY, Assistant 
Natl. Press Bidg., Washington, D. C. 





JOHN J. BOWMAN, Technical Consultant 
SYDNEY H. BALL, Diamond Consultant 
DR. FREDERICK H. POUGH, 

Gem Consultant 

VIRGINIA DIXON, Display Consultant 





BUSINESS STAFF 
A. V. ANSEL, Circulation Manager 
ROBERT WATSON, Production Manager 


New York 

H. H. HETHERINGTON 
MADELINE LOVE 
ARTHUR J. TUVERI 


New Englond 

E. P. LINGHAM 

420 Ind. Tr. Bidg., Providence 3, R. |. 
10 High St., Boston 10, Mass. 


Chicago 
CLAUD WHEELER 
29 E. Madison St., Chicago 2, Ill. 


ISRAEL DOBSEVAGE, Harrison, Ohio 


West Coast 
SIMPSON-REILLY, LTD 
Russ Bldg., San Francisco 4, Calif. 


Los Angeles County 
HARRY R. TERHUNE 
201 Oceano Dr., Los Angeles 24, Calif. 


©. 


iy 


The Cover—Jewelry shown from 
Van Cleef & Arpels, Inc., N. Y. 





CIRCULAR-KEYSTONE 





MN 





In 


nL 





I 


| 
ll 


IN 


MNO 


UL 


I 


In 





MARCH 





1946 


Modern and Functional, 192 

Guest Editorial, 195 

A Window for the Coming Month, 196 

Open Stock Builds Glassware Sales, 198 
Weddings Near 1942 Peak, 200 

Gift Grouping Accents Selling, 202 

Radio Gives Solid Send-Off to New Store, 204 
Conferences Mark Jewelry Promotion Campaign, 206 
Displays Foster Easter Giving, 208 

Jewelry Should Be Suited to the Personality, 212 
From Mantel to Lapel, 216 

Urges Revision in Gold Alloy Stamping, 218 

No Shortage of Platinum in °44, 220 

Crowds , . ., 222 

Sentiment Is the Byword, 224 

Stressing Value Makes the Difference, 228 
Gem of the Month, 230 

Jeweler “Hep” to ’Teen-Agers, 232 

Little Known Gem Stones, 234 

Don’t Give Away Your Shirt, 236 

Brazilian Andalusite, 238 

Single Item Emphasis Builds Reputation, 240 
You Can’t Say That!, 242 

Disabled Vets Need Service Officers, 248 

Stage Setting Highlights Store, 250 

For an Amended Regulation W, 252 

Movie Tie-ins Need Taste and Diplomacy, 254 
Pattern Emphasis Ups Sterling Volume, 292 
Modern Monograms, 294 

Did You Make These Mistakes?, 296 
Window Shoppers Made Customers, 304 

Women in the Jewelry Trade, 310 

Keep Your Mailing Lists Up-to-Date, 312 

Sales Personnel Key to Customer Good-Will, 314 

Extension of Fair Trade Will End Price Wars, 316 

PX Training Can Be Used by Jewelers, 318 

Registration Runs High at Chicago, 338 

California Gift Show Breaks All Its Records, 350 


DEPARTMENTS 


Speaking of the Jewelry Trade, 189 
Creative Jewels, 210 

My Display Problem, 284 

They’re New, 302 

Gift Chats, 342 

News, 369 - 

How to Case a Watch, 398 
Workshop Queries and Answers, 402 
Editorials, 422 


OWNED, PUBLISHED, AND COPYRIGHTED (1946) BY THE CHILTON CO., INC. 
Executive Office Editorial and Advertising Offices 


Chestnut and Séth Sts., ® 100 £. 42nd St 
Philadelphia 39, Pa.. U. S. A. New York 17, U. S.A 
OFFICERS AND DIRECTORS 


JOSEPH 5S. HILDRETH, President; GEORGE H. GRIFFITHS, EVERIT B. TERHUNE, J. H. VAN 

DEVENTER, CHARLES S. BAUR, P. M. FAHRENDORF, JULIAN CHASE, Vice-Presidents; WILLIAM 

A. BARBER, Treasurer; JOHN BLAIR MOFFETT, Secretary; THOMAS L. KANE, G. C. BUZBY, 
HARRY V. DUFFY, CHARLES J. HEALE 


WILLIAM H. VALLAR, Asst. Treasurer 
PAUL WOOTON, Washington Member of the Editorial Board 
Published monthly by Chilton Company (Inc.). Entered as second class matter at the Post Uffice in Philadelphia. 
Pennsylvania, U.S.A., under the Act of Congress of March 3, 1879. Subscription price—United States or its posse 
sions: one year $3.00; Mexico, Central America, South America, Spain and its colonies: one year $3.00; in Canada: 
one year $4.00; other foreign countries: one year $6.00; single copies 35¢ each. All subscriptions are payable in advanc 


































SPEAKING OF 


HE MAN who “varnished him- 

self into a corner” has nothing 
on Paul Ertl, proprietor of Cleve- 
land’s Time Switch Clock Service 
Shop. Ertl literally “varnished him- 
self into a $1000 burglary.” 





Normally, Ertl removes the jew- 
elry from his window display before 
closing up the shop for the night, 
but when he varnished his floor he 
forgot all about it until the job was 
done. Rather than track up the 
floor he decided to take a chance and 
leave the window filled. 

Sure enough! Early in the morn- 
ing he heard the crash of glass and 
saw two men fleeing with his stock. 

And as though that wasn’t bad 
enough, one of the city detectives 
investigating the incident left one of 
his overshoes stuck on the newly- 
varnished floor! 


o 


NEGRO soldier took his watch 

into the shop of A. R. Via & 
Bros., South Boston, Va., seeking to 
have it repaired. Investigation dis- 
closed that a tooth-pick had been 
wedged into the balance-wheel. 

The soldier was asked if he knew 
anything about the presence of the 
tooth-pick, and his reply was im- 
mediate. “Yes suh!” he said, “We 
had a death in the family and, since 
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we didn’t have any clock to stop, we 
stopped the watch instead. Couldn’t 
find any way of stopping it ‘cept 
shoving a tooth-pick into that lit- 
tle wheel.” 

The clerk had some bad news for 
the soldier. “Brother,” said he, 
“You've had two deaths in your 
family.” 

® ¢ 


F the Agha Kahn doesn’t watch 

his diet these days he'll cause 
the British diamond syndicate many 
a headache. 

It seems that the Kahn’s diamond 
jubilee, this month, will be cele- 
brated by matching his weight with 
diamonds. The Kahn will sit on a 
specially constructed throne in one 
pan of a huge scale, and the dia- 
monds will be piled up in another 
pan to balance him. It’s easy to 
see that a few extra cream-puffs 
could cost somebody plenty. 

Currently, the Kahn tips the beam 
at 238 pounds which, if matched 
with diamonds, isn’t exactly petite. 
Followers in India have collected 
more than $1,800,000 for gems to 
balance their spiritual ruler and 
about $900,000 worth of the stones 
will be bought as souvenirs by fol- 
lowers. 
required will be uncut industrial 
gems which the British syndicate is 
lending, and that’s where any fluc- 
tuation in weight can mess things up. 

Taking a tip from American com- 
mercial broadcasters who usually 
put on a special show for the west 
coast, the Kahn’s weighing-in will 
be staged twice: first, on March 10 
in Bombay and, afterwards, in Dar- 


The rest of the diamonds. . 
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Keystone 
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Es-Salaam, East Africa. The Ismaili 
Moslem sect, of which the Kahn is 
spiritual chief, numbers about 20,- 
000,000 followers in Asia, Africa 
and Europe. 


© © 


S a result of personal experience 
we've always been under the 
impression that the only truly suc- 
cessful alarm-clock would be one 
which would resist all efforts to turn 
it off by gaily running around the 
house, eluding pursuit. The prin- 
ciple, that of getting the sleeper out 
of the bed, seemed the basis of the 
whole thing, and we were toying 
with the notion of patenting it. 





Dan Belich of 


however, 


Now, 


West Allis, Wis., has spoiled our 


entire future. He’s invented an 
alarm clock which accomplishes the 
same purpose without involving the 
confusion of a Mack Sennet-chase. 
He calls it the ‘““Wake-o-Matie.” 
The Belich clock is simple enough, 
really. The alarm won’t stop ring- 
ing until you get out of bed simply 
because of a hook which, attached 
to the bedsprings, activates a “de- 
tector.” The clock is set when one 
retires at night and the sag of the 
springs activates the alarm. Assum- 
ing that one keeps reasonably con- 
sistent hours, the affair doesn’t have 
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“| KNOW, MR. PHILBOTTOM, THAT YOU WON'T 
SHAVE TILL WE GET YOU A “5I” BUT PARKER 
WON'T RUSH PRODUCTION” 


THE PARKER PEN COMPANY 


JANESVILLE, WISCONSIN 
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to be touched after the initial set- 
ting. 
Belich, a foreman at the tractor 
division of Allis-Chalmers, hopes to 
market the ‘Wake-o-Matic” for 
about $14.95. 

© > 


N AILING watch-dog cost Miss 

Helen Meidenbauer, Buffalo, 

N.Y., $1800—but not in veterinary’s 
fees. 

Proprietor of a jewelry and nov- 
elty store, Miss Meidenbauer noticed 
that her English bulldog usually 
left in the store overnight, was “off 
his feed,” so she took him home for 
rehabilitation. 

Sure enough! With the watch-dog 
away, thieves broke into the shop 
and made off with six diamond 
wedding-rings, and a quantity of 
watches, lockets, cigarette lighters 


and bill-folds. 
© > 


FTEN regarded as_ mischief- 

makers instead of timekeepers, 
the many sidewalk pedestal clocks 
of Seattle are on the way out, ac- 
cording to the terms of a proposed 
city ordinance. Over the years these 
landmarks has each lived in its own 
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world, as it were, each often keeping 
its own time and advertising the in- 
dividual wares and location of the 
jewelry shop. 

With the advent of parking meters 
which have pre-empted sidewalk 
space, Seattle, now in the middle of 
its post-war plans and action there- 
on, is deciding the fate of these old 
landmarks. The overhanging clocks 
will be permitted to remain, provid- 
ing they conform to certain provi- 
sions of the new ordinance, but it 
seems the pedestal-type timekeepers 
must give way to the advance of 
modernism. 


© © 


HE old song about the Bowery 

(“We never go there any more”’) 
had better be revised a bit when 
talking about the Alma Service Com- 
pany. The way business is booming, 
more and more jewelers are going 
there or, at least, sending beat-up 
jewelry in the hope that the firm 
can restore it. 

In March, 1944, Al Greenberg, 
formerly manager of a jewelry chain 
in the south, set up in a 20 ft. x 40 
ft. loft on New York’s Bowery—a 
sort of ‘jewelers’ service station.” 
He had three employees (two watch- 








"—But he doesn't cuckoo, he just goes ‘Hubba, Hubba.'" 


makers and a brother-in-law) and 
the notion that anything could be 
repaired. Evidence of the sound- 
ness of that notion is the present 
set-up, three times as large and 
boasting 14 employees (not includ- 
ing the brother-in-law). 

If you ask Greenberg exactly 
what the firm does he becomes a 
bit embarrassed. “It isn’t easy to 
explain,” he’ll murmur. However, 
jobs range from 50c repairs on an 
old, worthless ring with great senti- 
mental value to exacting re-setting 
on a $13,000 platinum bracelet. In 
between there are such problems as 
finding the right sort of a screw to 
repair the ivory handle of a primi- 
tive percolator, re-setting stones in 
hundreds of different types of rings, 
and replating every sort of article, 
from ash trays to loving cups. 

Since the Alma firm boasts that 
nothing is impossible (and that takes 
in a lot of territory!) it was only 
natural that we’d ask.if they’ve ever 
been stumped. And Greenberg is 
not at all reluctant to admit that 
they have come a cropper on more 
than one occasion. “But,” he ex- 
plains, “it’s always a case either of 
scarcity of materials or, possibly, the 
customer’s decision that the job 
would be too expensive.” 

Frequently, doing a job costs more 
than Alma can legitimately charge 
a customer. This happened on one 
occasion when a Swiss watch turned 
out to be such a recent model that 
parts just weren't in stock. It was 
necessary to dispatch runners to all 
watch importers and, after three 
days, the part was found. Natur- 
ally, a situation like that tends to 
sadden Greenberg; on one hand he 
couldn’t charge three days’ wages 
for a tiny watch part and, on the 
other hand he wasn’t running a 
charitable organization. A little re- 
flection convinced him, however, that 
in the long run such an expenditure, 
properly explained, would convince 
the customer that Alma would, in- 
deed, do anything. 

At present the firm’s staff con- 
sists of six watchmakers, a diamond 
setter, a jeweler and an engraver, 
all fully equipped. In the office are 
two secretaries (also fully equip- 
ped), a shipping-clerk and the three 
runners who tear around New York 
seeking hard-to-get materials. And, 
of course, there’s Mr. G. at the 
helm. 
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Left—The "Diamond Center" is the 
first section which meets the eye. 


Below—Opposite, all manner of 
timekeeping devices are featured. 





Modern? Yes! 


But Functional, 
Not Surrealist 





OR Jack Landau, life actually did “begin at forty.” 

Ever since he was eight—and that was 32 years 
by THOMAS V. DUGGAN ago—he has been connected with the jewelry business 
in some way: first with his parents’ store in Wilkes- 
Barre, Pa., and subsequently with a number of other 
retail establishments in the east. However, he always 
wanted a place of his own. 

Last August, when he was 40, his dream came true. 
And, not only did he have a shop of his own—the Rose 
Jewelers in Baltimore—it also turned out to be one of 
the most modern in the country. And every detail had 
been designed by his own hand. 

By his own admission it was a horrible time to think 
of starting out with a new retail enterprise—particularly 
a jewelry store. Planning was started long before either 
V-E or V-J Day was dreamed of and both building 
materials and merchandise were virtually impossible to 
get. But he went ahead, designed his store, pulled wires, 
browbeat manufacturers and wholesalers, and rounded 
up the necessary materials. The result? Forty thousand 
Baltimoreans clamored for admission on the opening day 
in August, and they’ve been visiting the place ever since. 

An amateur draftsman in his own right, and intensely 
interested in modern (i.e. “functional”) design, Mr. 
Landau set out, in designing his new enterprise, to it 
clude dozens of, little quirks and notions which had 
occurred to him while he was working in other stores. 

The store front, for example, is a radical departure 
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Above—A general view of the Rose store showing how the va- 
rious departments are arranged. Below—Men's jewelry is dis- 
played in the "Esquire Shop" while the ladies can seek their 


costume jewelry, handbags, and so on in “Accessory Aisle.” 


but extremely effective in attracting the attention of the 
passer-by, then holding it. Physically, the layout was 
the result of Landau’s starting with an oblique pathway 
pattern which ran from right to left at an angle of about 
60 degrees. Finished in glass with a minimum of metal, 
the unusual pitch of the windows is a certain eye-catcher. 

Beneath a large area of glass, covered with a neon 
legend, the store windows are finished in specially- 
treated carrara glass. Since this type of glass is used 
rather extensively, a novel but practical treatment was 
applied: it was sand-blasted into producing a “strip” 
effect, similar to “airbrush” technique. In vertical strips 
above the glass display windows the sand-blasted surface 
gives the effect of increased height. Below the windows, 
in horizontal strips, it heightens an illusion of broadness. 
Also, the conflicting directions of the strips, below and 
above the windows, tend to reduce monotony of ap- 
pearance. 

The show windows themselves are of improbable 
shapes: one on the left of the entry juts out past the base 
and slants inward toward the doors while on the op- 
posite side the window is narrowed at the street and 
widens inward toward the door. Thus, the entry tends 
to approach the door obliquely, following the general 
60 degree lines of the two-tone sidewalk. 

Inside, the store is decorated almost entirely with 
silver-gray wallpaper with a leaf design, and blonde 

(Please turn to page 256) 
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Help yourself to a housetop! 


We believe the BEAUTY and QUALITY 
of 1847 Rogers Bros. deserve to be shouted 
from the housetops! Perhaps you think 
so, too. So we’re providing something 
special in housetops. For us. For you... 


Every Sunday, ona nationwide network, 
we’re sponsoring the only silver air show... 
“The Adventures of Ozzie and Harriet.” 
A gay, inviting show, packed with sell on 
‘‘America’s finest silverplate.”’ 











In Life and Ladies’ Home Journal, we’re 
running beautiful, full-color pages...reg- 
ularly reaching 32,850,000 readers... 
picturing the expert silver artistry that 
goes into every 1847 Rogers Bros. design. 


We’ re backing this biggest-in-the-field ad- 
vertising with merchandising helps. New 
window displays and counter cards, to 
make your store headquarters for the one 
and only 1847 Rogers Bros.! And if you’ll 
join in the shouting, we believe it will pay 
you plenty. Now, and for years to come! 
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Question of wholesale vs. direct distribution, 


brought to fore by recent trade ,developments, 
is discussed by Silas B. Reagan, president of 
the NWJA, who tells of benefits retailers and 


st Elavil 








SILAS B. REAGAN 


manufacturers derive from wholesaler method 


HE late January announcement of a change in sales 

policy by an important industry manufacturer 
causes us wholesalers to increasingly appreciate the 
clear vision of our loyal friends. These friends continue 
steadfast in their policy because long experience has 
proven the sound judgment of their appraisal of us. 

The representative wholesale distributor has more to 
offer the manufacturer and retailer today than he has 
ever offered before. His finances are at top strength 
and constitute an important reserve that will be needed 
to help finance future operations within the trade. His 
ability to maintain large inventories of merchandise at 
key distribution centers has never been equalled. These 
inventories will be a factor of primary value in the 
markets ahead. His sales staffs are strong and are 
prepared to serve the best interests of the trade. His 
contribution to merchandising and sales promotion 
is becoming increasingly important. This potential 
strength is an industry resource that will be used by 
the retailer and by the manufacturer to their increasing 
profit. 

We ask the trade to give greater recognition to the 
fact that there is a vast difference between the whole- 
sale margin and the wholesaler’s profit. The wholesale 
margin is established to cover the necessary costs of 
moving goods from the factory to the store. It covers 
the cost of stocking and warehousing; it covers the cost 
of selling, of filling orders large and small, of billing, 
of shipping, of carrying accounts, and of servicing 
dealers. These costs of distribution remain, regardless 
of who performs the function! 

We ask the retailer to consider a growing trend in 
merchandising to concentrate increased buying power 
in the hands of large organizations, and to recognize 
that the wholesale distributor is among his strongest 
allies in this phase of competitive business. The retail 
grocery field is dominated by the A & Ps and Krogers. 
The Sears, Wards, Penneys and Grants continue to 
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expand and grow. Goodyear and Firestone are now 
engaged in retailing with hundreds of stores directly 
owned and thousands of controlled associated stores. 
In contrast with these, the purchasing power of the 
average retailer is not important. But the total pur- 
chasing power of the many average stores is highly 
important. It is the wholesaler who ties these individual 
store purchases together, and unites this purchasing 
power so that it may exert itself in the market as a 
force for sound merchandising. A strong wholesale 
structure in the jewelry industry is a safeguard to the 
entire trade. 

The representative wholesaler is keenly aware of his 
obligation to the industry. He wants to do his job, and 
do it well. From the splendid relationship he enjoys 
with many manufacturers, he knows that he can do his 
job best when the manufacturer considers him as a 
co-worker in distribution and sales. Where this relation- 
ship exists, there is a common understanding and 
common goals. The manufacturer gives the benefit of 
his market research, and in turn seeks information on 
particular market problems. The manufacturer furnishes 
accurate production and delivery information and a care- 
fully planned sales program. He operates on an estab- 
lished policy that is uniform in application. Where this 
type of manufacturer-distributor relationship exists, the 
wholesaler can and does produce. 

The value of the wholesaler’s service should be 
measured in the memory of normal markets and the 
experience of the years. His ability to do a sound job 
on an economical basis is time tested. His interests 
are identical with the best interests of the retailer. He 
is steadfast and streng in his purpose to do a good job. 

If you want a tip on the market, we say “BUY 
WHOLESALER”! He will continue to grow with the 
trade, and there is solid value and long experience to 
back the issue. 
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Here is the completed window display showing arrangement of the units. 





A Window For the Coming Month 


Theme: 


COQUETTISH Easter egg “head” with saucy 
Easter bonnet gives a fashion note to this display 
of Easter gift jewelry. The head is made from a pink 
tissue paper Easter egg while the hat is simply a flat 
disc of beaver board, fabric covered, edged with a lace 
' ruffle and tied on with loops of pale green satin ribbon. 
Other tissue paper eggs are tied with ribbon and sup- 
port jeweled pins. (Only one is shown in the pho- 
tograph, but any number may be used, depending oa 
the window size). Individual pieces of jewelry are 
shown on an irregularly shaped frame which is covered 
in burgundy colored fabric. The same fabric is used 
to make the hat. A jeweled pin may be used on the 
hat as shown. 
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The window background consists of a smart cerise 
striped wallpaper, softened with a flounce of pale 
blue net which is also puffed over the light blue fabric 
floor pad. Hand lettered copy card is placed in open 
ing of frame. 


TO MAKE HEAD AND HAT 

Attach 18-in. or 20-in. wooden dowel, 14-inch in 
diameter, to wooden block to serve as support for the 
head. Fasten opened Easter egg to this stand. Make 
eyes and mouth by cutting from colored paper—black 
and white for eye, cerise for mouth—and paste on head. 

For hat, cut a circle of heavy cardboard or beavet 
board, four inches in diameter, and cover with the 
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burgundy lustercrash. Attach lace ruffle—use heavy 
starched lace or lace paper doilies—in pleats—to under 
side. Make loops of ribbon and fasten to under side 
of disc near the edge. Use longer length of ribbon, 
fastened to the under side of disc in the center, to tie 


the “hat” on. 


TO MAKE FRAME 

Pattern is shown herewith for cutting frame from 
beaver board or celotex with jig-saw or cut-all. Unit 
shown in photograph measures approximately 21 in. 
by 15 in. at widest points. Pattern shown is one-sixth 
actual size. Stretch material over unit and glue or 
staple to under side. (Use same method for covering 
disc for hat). Cut fabric an inch or so from inside 
edge and glue or staple again. If you have no way 
of cutting pattern from heavy board, it may be cut from 
cardboard, covered and glued to a heavier frame. 

Lustercrash is suggested for covering, as the curved 
shape of the frame requires a fabric that will stretch 
readily. 

If it is not practical to construct such a frame as 
this, an ordinary wide wooden picture frame, painted 
burgundy, could be used in its place. Jewelry could 
be held in place with small brads driven into place. 


With this issue, Virginia Dixon, display 


COPY CARD 


Pattern is shown one-third size, for copy card shape 
and lettering. A positive photostat enlargement of this 
(Please turn to page 263) 





MATERIALS NEEDED TO ASSEMBLE DISPLAY 


If not available locally, 
may be ordered from: 
Pin Rose Studio, 

57 West 28th Street, 
New York I, N. Y. 


Dennison's tissue balls may 
be cut down to egg shape. 


Materials: 


Folding Tissue Paper 
Easter Egqs—8" Size 


Colors—Pink, Cerise, 
White, Green. 


Lustercrash Fabric—50" wide 
Color—Burgundy 


Striped Wallpaper 


Color—Cerise and White 
Size—53" wide with 3" stripe, or 
107" wide with 4" stripe. 


Veloursheen (For floor covering) 
Color—Jewel Blue. 
Size—40" wide. 


Satin Ribbon 
Color—Pale Green 
Size—I'/>" wide—2 yards for 
trimming hat; 2 yards for 
tying each egg. 


Net—Pale Blue—72" wide. 


Texkraft Sales Co., 
10 East 33rd Street, 
New York 16, N. Y. 


Stiff Lace or Lace Paper 
! Yard 


Doilies 





At left is shown the display frame which 
is cut from beaver board or Celotex. The 
pattern shown here is one-sixth the actual 
size and a six-time photostatic enlarge- 
ment will give actual size of the unit. 


by VIRGINIA DIXON 


consultant for Jewelers’ Circular-Keystone, 
inaugurates a new service for JC-K readers 
with a monthly window idea, based on an 

appropriate theme, and giving full working 


Pattern of copy card shown here is 
one-third actual size of the unit. 


instructions for assembling the display. 
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In addition to their several basic pat- 
terns in glassware, Slavick's carry a big 
selection of extra, “occasional” pieces. 


by ROBERT A. LATIMER 


Modern front of Slavick's, Los Angeles. 


Customers are attracted to basement location of the 
china and glassware department by effective direct mail 
promotion and display of table setting at the upstairs 
entrance to shop where the customers can't miss it. 





Open Stock Lines 
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Bring Profitable 


HE only real reason why fine china and glassware 

is often regarded as “secondary merchandise” in 
top-flight jewelry stores is simply that jewelers haven't 
applied the same precise selling practices as with fine 
jewelry—according to Slavick Jewelry Company, Los 
Angeles, California. 

Though china and glass are relatively new in this 
well known California store (actually only on sale in 
quantity for the past two years) Slavick’s has discovered 
that there are far more elements in merchandising the 
two lines than is usually considered. In two years the 
management has developed several minor considerations 
in china and glassware handling methods into major 
selling tools, and having explored each possibility of 
the field, have adopted good china and glass as a perma: 
nent part of the store’s inventory. 

Like many other jewelers, Slavick’s felt that china 
and glass, even in the top price lines, was “department 
store merchandise” before the war. The Los Angeles 
store is surrounded by some of California’s largest and 
most aggressive department stores, all of which main- 
tain large china shops, and this fact of course influenced 
the matter sharply. However, when the war came along, 
bringing with it serious merchandise shortages through- 
out the inventory, the Slavick management went into 
every detail of china and glass topics and emerged con- 
vinced that it would not only form a worthwhile new 
line, but a lasting asset to the store. 

“We were able to set up the department quickly in- 
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asmuch as we had once correlated Haviland china with 
Community silver lines,” explained Mrs. H. Jackson, 
head of the china department. “We were already on 
the books, and thus were able to get a reasonable quota 
of stock at the dutset. Our biggest problem was proper 
space for display, and close behind it that of ‘controlled 
patterns, whereby manufacturers restrict specific pat- 
terns to individual retailers. We solved the first prob- 
lem by setting up a complete separate china and glass 
showroom downstairs, and the second by buying on an 
entirely different basis than other stores—and in the 
top price brackets which show far less competition than 
others.” 

Although a basement location wasn’t ideal, Slavick’s 
has achieved the unusually high average of 25 customers 
a day attracted into it, largely by means of effective 
direct-mail promotion, plus a display of table settings 
and basic china pieces which is always on view atop 
the entrance to the basement. As pictured, the shop 
is small, but eye-appealing. Stock is shown on flat buff 
(Please turn to page 260) 


China and Glass Business 


Experience of Slavick’s, Los Angeles, Calif., in working 


out some original merchandising ideas in their china and 





glassware, have proven these lines a profitable addition. 
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so ge Kae gs 
Small direct mail fold- J SL) AE ace 
ers such as one shown 
are effective in bring- 
ing customers to store. 


When conditions permit, the china 
department will be moved up- 
stairs opposite this display of 
sterling flatware and hollow ware. 
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| 
OHNNY came marching home, all right—and he 
marched right to the altar! 

In fact, he marched to the altar in such numbers in 
1945 that marriage totals in the U. S. fell only a trifle 
short of the all-time 1942 record when the war and 
Selective Service conspired to produce 1,784,724 altar- 
bound couples. In 1945 an estimated 1,706,139 couples 
tripped up the aisle and those figures are only pre 
liminary ! 

In the past, Tue Jeweters’ Circutar-KeysTone has 
investigated Cupid’s wholesale archery by quizzing 
marriage license clerks in fifty leading cities through- 
out the country. In 1945, however, the Census Bureau 
of the Department of Commerce took over the job, com- 
piled statistics from 91 areas having a population of 
100,000 or more and, although producing results in ex- 
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Cupid. Too, Was Redeployed 
As Marriages Near °42 Peak 


Up and up goes the nation’s 
marriage index, and various 
factors indicate that 1946 
may be established as the 
mew record year for the 


jewelers’ favorite archer 


by T. V. DUGGAN 


.Grooms in "civvies" were far more numerous 
in 1945, and in ‘46 they'll be commonplace. 





actly the same manner as JC-K gave the facts an un- 
questioned official meaning. 

The 91 areas chosen by the Census Bureau represent, 
roughly, one-third of the U. S. population according to 
the 1939 census. Consequently, tripling of the statistics 
shows the picture for the nation as a whole. On this 
basis, the 568,713 marriages reported represent a total 
of 1,706,139 throughout the U.S.A. And that isn’t even 
considering the hundreds of GIs who chose to marry 
overseas ! 

The post-war marriage boom is no surprise, naturally. 
It happened after World War I when returning dough- 
boys caused 1920 matrimonial figures to soar. And iu 
JC-K’s survey last year it was pointed out that victories 
in Europe and the Pacific would result in skyrocketing 

(Please turn to page 263) 
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1945 MARRIAGE LICENSES, MONTH BY MONTH, BY CITIES 


Census Bureau marriage license statistics for cities of 100,000 inhabitants or more 


(or the county in which they are located) 





































City or 
City pe County Jan. March | April 
Total (91 areas)........ 41,907 41,308 | 39,725 
* PU a Soe cee tivins x 282 298 278 
—, | Raclpmennene 81 93 104 
*Atianta, Ga............... 532 473 407 
rr 1,365 1,346 | 1,219 
Freeh Te case 520 607 | 520 
Boston, Mass............. 731 749 635 
Bridgeport, Conn.......... 125 100 120 
EEE Wisi ck cccteesios 313 297 369 
idge, Mass. 123 121 132 
— N ines 95 99 86 
*Canton, Ohio 145 148 151 
*Charlotte, N. C..... : 40 47 28 
c ~ | ee 19 21 19 
. | Sa 3,174 2,784 | 2,992 
*Cincinnati, Ohio2.......... 272 311 307 
*Cleveland, Ohio........... 842 758 821 
*Columbus, Ohio........... 336 340 294 
— aaa: 556 580 491 
*Dayton, Ohio............. 322 285 286 
aoe. eae iaaieGnan = = = 
es BN Pe ceca: 
° Mid avieee dons 1,517 1,375 | 1,443 
*Duluth, Minn....... ~- 11 105 
Elizabeth, N. J...... dae ces 89 55 81 
. | eta 107 119 173 
Fall River, Mass.!......... 103 84 95 
1 ae 131 145 149 
*Fort Wayne, Ind........... 142 127 126 
*Fort Worth, Texas......... 355 366 340 
| SEER rere 224 209 226 
*Grand Rapids, Mich.2..... 120 126 152 
Hartford, Conn,........... 131 128 153 
“Houston, Texas........... 800 749 744 
*Indianapolis, Ind........... 499 417 511 
*Jacksonville, Fla........... 506 514 
Jersey City, N.J........... 261 231 251 
“Kansas City, Kans......... 609 511 
“Kansas City, Mo........... 214 215 208 
*Knoxville, Tenn........... 118 121 100 
*{Long Beach, Calif. |\...... 2,892 3,049 | 2,569 
Los Angeles, Calif. ; 
| eee 399 432 404 
86 73 81 
139 122 
643 563 
432 542 
426 491 
209 162 
324 332 
59 70 
128 155 
495 483 
5,730 | 4,993 
387 369 
801 739 
360 339 
173 183 
86 109 
114 105 
1,005 | 1,020 
679 757 
297 278 
210 244 
144 141 
283 203 
Pon 196 185 
cramento, Calif.......... 127 148 113 
St. Louis, Mo............. 854 799 861 
St. Paul, Minn............ 226 173 204 
$Salt Lake City, Utah....... 215 261 240 
sSan Antonio, Texas........ 564 612 576 
San Diego, Calif........... 719 756 679 
,San Francisco, Calif........ 1,110 1,055 954 
sScranton, Pa.............. 151 134} 183 
Seattle, Wash............. 1,043 929 879 
Somerville, Mass... . |. 61 99 91 
— Sone, Ly _ Seekers 130 173 144 
ane, Wash,........... 174 182 139 
Springfield, Mass.......... 111 100 108 
Syracuse, N.Y............ 109 106 135 
*Tacoma, Wash............ 266 261 226 
WME OUR... 5 céccrccese. 335 348 359 
"Tenens ON... ..005005. 353 338 3 
Trenton, N.J............. 101 80 112 
THOM IU. 5's o'exes soe ec 235 235 195 
ee 72 64 65 
Washington, D.C.......... 954 922 883 
*Wichita, Kans... . 202 183 196 
“Wilmington, Del... . 448 447 391 
Worcester, Mass.1.... |... 132 145 127 
Yonkers, N. Y............. 101 75 77 
*Youngstown, Ohio......... 145 131 146 


June 


230 


104 
216 








85,287 


Increase (+-) or 











400 
111 
527 
1,582 
651 
917 
163 
603 
186 
117 
249 
75 

33 
4,402 
22 


4 
1,205 
450 


475 





























Decrease (—), 
1944 to 1 
July Aug. Oct. Per Cent 
49,308 | 49,997 51,871 +10.8 
388 412 417 +22.8 
143 139 124 +17.3 
546 541 620 +11.0 
1,475 | 1,507 1,438 + 2. 
668 639 662 +10.1 
835 863 893 + 6.1 
157 154 175 +10.1 
491 539 533 +14,8 
153 162 137 565 + 3.2 
124 113 111 094 +18.8 
199 226 235 840 +26.4 
66 73 97 572 +42.0 
37 39 52 326 +30.4 
3,865 | 3,911 4,158 38,869 +12.1 
377 486 427 3,925 +12.1 
1,092 | 1,066 1,080 0,112 +15.7 
406 427 449 4,068 +14.5 
655 689 803 7,030 +14.6 
353 332 316 3,477 +12.0 
532 532 573 4,759 +23.4 
204 209 221 2,344 1,931 +21.4 
1,975 | 1,933 1,917 20,969 18,733 +11.9 
159 178 164 1,713 1,513 +13.2 
92 106 116 1,078 1,033 + 4.4 
186 207 219 2,095 1,760 +19.0 
118 131 128 1,341 1,183 +13.4 
205 207 195 2,223 1,928 +15.3 
203 195 181 2,112 1,774 +19.1 
401 379 456 4,796 4,540 + 5.6 
299 338 364 3,541 2,898 +22.2 
219 179 227 2,244 1,730 +29.7 
161 165 182 1,908 1,774 + 7.6 
832 863 966 10,424 9,664 + 7.9 
648 559 848 6,917 5,846 +18.3 
381 355 240 4,652 5,680 —18.1 
311 295 309 3,345 2,995 +11.7 
713 789 8,220 7,44 +10.4 
241 274 289 3,166 2,635 +20.2 
142 133 140 1,682 1,328 +28.7 
3,104 | 3,249 3,183 37,090 33,536 +10.6 
562 545 522 6,012 5,514 + 9.0 
109 106 117 1,147 905 +26.7 
174 167 170 1,901 1,469 +29.4 
513 500 379 6,269 6,065 + 3.4 
663 651 662 7,193 5,982 +20.2 
577 588 638 6,785 5,526 +22.8 
212 224 237 2,663 2,680 — 0.6 
379 440 467 4,801 4,510 + 6.5 
83 138 107 1,071 1,017 + 5.3 
171 187 199 1,871 1,919 — 2.5 
496 508 527 6,255 6,231 + 0.4 
6,083 | 6,499 6,913 74,069 68,742 + 7.7 
384 29 303 4,137 4,225 — 2.1 
919 831 832 10,068 8,550 +17.8 
423 272 311 4,393 4,591 — 4.3 
235 190 228 2,486 2,121 +17.2 
98 129 126 1,385 1,213 +14.2 
141 166 181 1,773 1,303 +36.1 
1,259 | 1,204 1,431 14,597 12,820 +13.9 
1,091 1,141 1,081 11,857 9,981 +18.8 
349 417 416 4,129 3,466 +19.1 
263 285 307 3,126 2,919 + 7.1 
167 152 225 2,028 1,587 +27.8 
277 247 311 3,269 2,989 + 9.4 
278 305 301 3,074 2,482 +23.9 
147 142 167 1,807 1,749 + 3.3 
1,079 | 1,067 1,084 12,021 10,419 +15.4 
268 295 336 3,266 2,660 +22.8 
299 361 350 3,635 3,246 +12.0 
707 530 740 7,686 6,779 +13.4 
778 802 666 8,718 8,575 + 1.7 
1,142 | 1,181 1,102 13,241 11,595 +14.2 
255 262 275 2,618 2,036 +28.6 
1,105 | 1,078 1,060 12,523 11,332 +10.5 
118 117 100 1,232 1,185 + 4.0 
218 198 239 2,277 1,835 +24,1 
247 219 221 2,411 2,212 + 9.0 
147 1 184 1,628 1,502 + 8.4 
176 159 184 1,862 1,637 +13.7 
317 360 322 3,571 3,168 +12.7 
286 279 210 3,645 4,480 18. 
4 473 522 5, 157 4,208 +22.6 
110 127 135 1,416 1,251 +13.2 
219 165 196 2,628 2,679 — 1,9 
95 101 107 1,084 831 +30.4 
942 960 1,143 12,013 11,304 + 6.3 
253 243 307 2,984 2,687 +11.1 
501 513 472 5,693 5,861 — 2.9 
174 217 162 2,004 1,698 +18, 
65 112 117 1,103 925 +19.2 
209 201 245 2,187 1,595 +37.1 





* Includes figures for county in which the city is located. 


1Intentions filed. 


? Applications for licenses. 
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Mrs. Aneilda Davis, buyer and manager of 
Holzman gift department, shows customer 
hand-painted vase. Note the uncluttered 
appearance of all of the display cases. 





Grouped Giftwares 


Furnish Accent For Selling 


T’S NEW—and it’s different—the gift department 
of Holzman’s, jewelers and goldsmiths since 1897 
in Atlanta, Georgia. 

Departing from the usual practice of merely devoting 
space in the jewelry department to this line of merchan- 
dise, Holzman’s has segregated gifts in a downstairs 
shop, decorated especially to produce the perfect back- 
ground for these items. 


At the bottom of the thick-carpeted stairs, located at 


the rear of the store, is a recessed, beautifully illumi- 
nated wall display case, with sliding doors. Herein are 
displayed perfumes and colognes of Lucian Lelong and 
Mary Dunhill—also lipsticks, rouge, and powder. A com- 
plete line of cosmetics of both Lelong and Dunhill is 


carried. 

To the left of this perfume and cosmetic display is 
the powder room—carpeted and tastefully draped— 
containing a large mirror, console table, a cocktail bar 
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and cigarette stand. From the ladies’ viewpoint, this 
powder room is just another indication of Holzman’s 
thoughtfulness of its customers’ comforts and con- 
venience. 

To the right of the stairway bottom is the entrance 
to the gift department—or salon, it should be called, 
because of its charming appointments and arrangement 
of merchandise. The cynosure of customers’ eyes is the 
all-glass display case, placed off center in the room, im 
which is featured an unusual collection of deep ruby and 
cranberry pieces of glassware—hand-cut ruby epergnes, 
hand-cut cranberry miscellaneous pieces, ranging im 
price from $2.00 to $10.00. These pieces include bud 
vases, candy jars, wine sets, swans and other decorative 
items for table decorations. Westmoreland goblets and 
matching fruit juices are also included in this colorful 
array. 

A console set, in clear ruby crystal. holds the “high 
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place” of this display, placed on the top of this display 
case, the bowl holding fresh cut flowers gives the shop 
an atmosphere of home, rather than a business. 

Six glass-shelved cases line the walls on three sides 
of this almost circular shaped room. To the left, in the 
first display section, is a handpainted American-made 
china open stock dinner set which occupies the center 
position. This service of six complete sells for $136.00. 
In the same group arrangement are miscellaneous 
pieces—urns, cornucopias, tea service, candle holders, 
cigarette boxes and ash trays, ranging from $3.00 up. 

The second section is devoted to handpainted art 
porcelain in soft mellow shades of ice green, delft blue, 
ivory and gold. Made by Herman Kupper, and hand- 
sculptored by Mr. Vantury, a Hungarian sculptor, these 
gifts range from $2.25 for an ashtray to $15.00 for an 
urn. Jaberson figurines, beautifully executed, appeal to 







Realizing the growing importance of 
fine giftwares in jewelry store 
merchandising, Holzman’s, Atlanta, 
.Ga., segregates gifts to their own 


department with separate supervision. 


Perfume Bar which displays cosmetics as 
well, is kept artistically arranged, in- 
viting inspection of feminine customers. 
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the discriminating shopper, and Ilaware figurines and 
egrets, delicately tinted—hand applied over glazed 
treatments—are tastefully arranged to make gift selec- 
tion a pleasure for the customer. 

The beautiful arrangement of birds—brilliant and 
eye-taking—is next in the wall display section. These 
birds include the redheaded woodpecker, the blue jay, 
kingfisher, American mocking bird, the robin, etc. For 
the bird lover, or for the “something outstanding and 
unusual for the home,” this assortment of birds fills a 
very definite place on the shopper’s list of what to buy 
when she desires a change from the usual line of mer- 
chandise. 

The bottom shelves of this section are devoted to 
hand-carved, solid mahogany pieces, made in Haiti, and 
include such items as ash trays, serving trays, salt, pep- 

(Please turn to page 265) 


Related merchandise is grouped 
in its own special section. In 
center is the "Baby Nook" which 
centers interest of shoppers. 


by RUBY BENTLEY 
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Radio Affords 
Solid Send-Off 


For New Store 


FORMULA for establishing a new store embraced 
by a Southwestern jeweler who speaks from ex- 
perience, has two salient features: radio advertising 
coupled with services tailored to generate extra store 
traffic. 

Generous use of those two merchandising implements 


spearheaded the sales campaign of the six-months-old . 


Bennett Cohenour Jewelry store at Muskogee, Okla- 
homa, and assured the success of the store almost from 
the outset. The name “Cohenour” has a familiar ring 
to natives of notheastern Oklahoma, Bennett Cohenour’s 
father operated a store in Muskogee for 37 years and 
after his father died and his store was sold, Bennett 
Cohenour installed his own store. Structurally, the new 
jewelry emporium is dubbed by other merchants on the 
Oklahoma scene, “the most efficiency stocked jewelry 
store in Oklahoma.” 
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Sales manager of the new Cohenour 
store in Muskogee, Okla., is Howard 
Byrd, who is shown here with a customer, 


by GRIER LOWRY 










BENNETT COHENOUR . .. owner. 





Daily spot announcements on Station KBIX that 
break immediately after Raymond Gram Swing’s 
highly-regarded news commentary, achieve wondrous 
results for the jeweler, prompt him to recommend radio 
as a medium worthy of consideration of other owners 
of new-born jewelry marts. 

“Radio is the only medium by which I am able to 
connect my store in the mind of the public with the 
name of my father, who had collected a solid reputa- 
tion for handling quality merchandise, and whose mer 
chandising technique I intend to closely imitate,” said 
Bennett Cohenour. 

Fifty-word spot announcements that launched the 
store on the ether waves were written by a radio ad- 
vertising writer with the assistance of Mr. Cohenour 
and his sales manager, Howard R. Byrd. 

“Radio commercial writers have a smooth ability 
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with words and ideas, but I discovered that commercials 
are improved when someone actually in the business 
collaborates with the writers. Our commercials assumed 
a more authoritative note after Mr. Byrd and I reviewed 
the copy before it was ‘aired,’ and made pertinent sug- 
gestions to the writer,” commented Mr. Cohenour. | 

At a cost of $58.00 per month, the daily commercial 
has an evening spot referred to in radio as “Class A,” 
when most of the solid citizens of Muskogee arise from 
their dinner tables, settle down to the evening paper, 
and snap on their radios for the late news. “Quality 
jewelry” receives accentuated attention on the commer- 
cials, and the word “quality” dots almost every com- 
mercial used. Typifying radio advertising “plugging” 
the store’s diamond department is the following: 

“When you think of diamonds, think of Cohenour 
Jewelry Company at 209 North Third Street. 
Cohenour’s are showing an exquisite array of 
precious stones. Cohenour’s diamonds are all quality 
stones, each is hand picked by expert diamond cut- 
ters, and handsomely mounted in matching platinum, 


palladium, or yellow gold. For diamonds, it’s the 

Cohenour Jewelry Company, conveniently located 

at 209 North Third . . . in Muskogee.” 

Simplicity in verbiage is a radio commercial policy 
of the new store, and in bidding for business for the 
emblem department, a store specialty, fruitful divi- 
dends were achieved when this copy appeared on the air: 

“The Cohenour Jewelry Company has on display 
an unusually large assortment of emblematic goods, 
with precious diamonds set in handsome rich 
mountings of palladium and platinum. Also in the 
enchanting pavillion scroll, which cannot be sur- 
passed for enduring beauty and charm. Inspect the 

Cohenour Jewelry Company’s especially fine selec- 

tion of Shrine pins, recently added to their display 

of quality jewelry items.” 

The store maintains a jewelry and watch repair 
service that has no peer locally, extends two-week ser- 
vice on watch repair, 24-hour service on crystal in- 
stallations and bead restringing, offers while-you-wait 

(Please turn to page 267) 


Spearheading sales campaign of new Bennett Cohenour store are 


liberal use of radio advertising, plus customer service, which 
owner credits with solidly establishing store in the public mind 
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Interior view of the new store with 
its modern, well-lighted appointments. 
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Conferences Mark Progress of 


Jewelry Promotion Campaign 


At New York regional meeting, first of several scheduled to 


present contemplated program to retailers, jewelers endorse 


pian enthusiastically by submitting subseription pledges 


TEPS to make the projected promotional campaign 

of the Jewelry Industry Publicity Board an actual- 

ity have been progressing rapidly during the past month. 

Following the general industry meeting in New York 

at the time of the 24 Karat Club banquet (pages 168 

and 169 of JC-K for February, ’46), various meetings 

and conferences of the executives and Steering Commit- 

tee have been held and the program of meetings to take 
the story to the trade in detail has been laid out. 

The first of these, which was for the retailers of the 
New York metropolitan area, was held at the Biltmore 
Hotel on Sunday afternoon, Feb. 17. The facts uncov- 
ered by the survey (pages 214a, b, c, d of JC-K for 
November, 1945) were presented in the form of dramatic 
and graphic slides, which strongly impressed the capacity 
audience with the value of the research work and the 
potentialities of the campaign that has been outlined 
to stimulate the sales of jewelry stores in the months 
and years ahead and to place it in a stronger competitive 
position with other lines. 

How favorably the jewelers in attendance were im- 
pressed is best indicated by the fact that the meetinz 
unanimously adopted a resolution presented by Sam 
Jacobson, past president of the Bronx Retail Jewelers 
Association, heartily endorsing the program and recom- 
mending that every member subscribe his share of the 
necessary funds to carry it on. Nor did the endorsement 


stop with the mere adoption of a resolution. At the close . 


of the meeting signed subscriptions were turned in from 
practically every retail jeweler in attendance who had 
not previously subscribed. 

The meeting indicated beyond question that jewelers 
recognized the vital importance of such a program to the 
continued well being of their business and that they are 
ready and eager to support it. 

Further meetings, some of which will have: been held 
by the time this issue is printed, and are already sched- 
uled for other sections of the country and still more 
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will be arranged in the near future in order that every 
area may get the whole story. 

Meetings already planned include: 

Feb. 20, retail jewelers of Northern New Jersey at 
the Essex House, Newark, N. J. 

Feb. 24-25, meeting in connection with the Texas 
State convention and the Dallas Gift Show. 

Mar. 4-5, Columbus, Ohio, meeting in connection with 
convention of Ohio Retail Jewelers Association. 

Mar. 10-12, Meeting in connection with regional con- 
vention of ANRJA, St. Louis. 

Mar. 14, Attleboro, Mass., luncheon-meeting of manx- 
facturers, wholesalers and retailers in that area. 

Mar. 14, Providence, R. I., dinner-meeting at the 
Providence Biltmore Hotel for members of the industry 
in that city and vicinity. 

Apr. 24, Boston, Mass., session of program of Mass.- 
R. I. Retail Jewelers Assn., jewelers from other sections 
of New England to be invited. 

The New York meeting was presided over by Phineas 
T. Peters, chairman of the Executive Board of Retail 
Jewelers’ Associations of Greater New York, undet 
whose sponsorship the gathering was held. 

W. Waters Schwab, chairman of the Jewelry Pub- 
licity Board, reviewed briefly the history of the board 
up to the present time and told of the discussions which 
had led to the recent survey and formulation of recom- 
mendations. 

Details of these were presented by Hugh Harley, 
newly appointed executive director of the Publicity 
Board, who warned of the probable loss of business by 
retail jewelers in the post-war era as a result of the 
returning competition of other commodities. A drop 
in jewelry sales of as much as 40 to 50 per cent unless 
vigorous action is taken, are considered by leading econ- 
omists to be distinctly within the realm of possibility. 

Mr. Harley: set forth the results of the survey and 

(Please turn to page 268) 
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OUR HOURS, 13 minutes, and 28 
seconds after leaving Long Beach, 
California, a jet-propelled plane— 
“Shooting Star’’—streaked into La- 
Guardia Field to establish the fastest 
transcontinental record on January 26th. 
At LaGuardia Field, Chief Timer John 
P. V. Heinmuller of the National Aero- 
nautic Association clocked the finish 
with a Longines Split-Second Chrono- 
graph—the only watch to have met the 
strict specifications of the National Fed- 
eration of Aviation; and thus the official 
watch for timing aviation world records 
all over the world. 

Two other jet-propelled planes also 
made the flight—the third one establish- 
ing a coast-to-coast record, with one 
stop, of 4 hours, 23 minutes and 54 sec- 
onds. The finish of all planes was ofh- 
cially timed by Heinmuller and his 
Longines watch. 


New Transport Record 


On Sunday, February 3rd, the TWA 
Lockheed ‘‘Constellation”’ clipped 4 
hours, 27 minutes, and 12 seconds from 
the previous record—also set up by 
TWA for the California-New York run. 
The TWA “Constellation” landed at 
LaGuardia Field 7 hours, 24 minutes, 28 
seconds after it had taken off from the 
runway at Burbank, California. The 
President of TWA was at the controls. 

The official time was set by the off- 
cial watch for timing aviation world 
records—a Longines Split-Second 
Chronograph. 


AMAZING NEW AIR RECORDS 
OFFICIALLY TIMED BY LONGINES 













The new TWA “Constellation” plane carried a crew of 45 passengers in addition to a crew of 7. It set a new 
transcontinental transport record of 7 hours, 24 minutes and 28 seconds. Longines officially timed the record. 


SPRING SPORTS CHOOSE LONGINES 


The end of the war and the release of 
many fine athletes from the Armed 
Forces has given new life to indoor 
track meets, and most of the Winter and 
Spring meets selected Longines Olym- 
pic Timers for official timing because of 
the unparalleled accuracy of this split- 
second timer which registers in tenths 
of seconds. Among the Longines timed 
Spring meets was the Annual Inquirer 
Invitation Track & Field Meet in Philadel- 
phia, the 39th Millrose A. A. Games and 
the N. Y. Athletic Club Games at Madi- 
son Square Garden in New York, the 
57th Annual Boston Athletic Association 
Indoor Games at the Boston Garden, the 
Texas Swimming Carnival at Austin, the 
Dartmouth Winter Carnival at Hanover, 
New Hampshire, the University of North 
Carolina Swimming Meet, the East-West 


The jet-propelled plane—''Shooting Star’ —piloted by Col. W. H. Councill who said that he averaged 630 miles 
per hour and, at one time, hit 700 miles per hour. 
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The Longines Olympic Timer, created at the invitation 
of the Organization Committee of the 12th Olympic 
Games, is regarded as the world’s finest one-tenth 
second timing watch and is one more reason why Lon- 
gines is The World’s Most Honored Watch. 


Conference Basketball Championships at 
Louisville, Kentucky, and numerous 
other championship sports events all 
over the country. 

Truly, Longines watches ate world- 
honored in every field of precise timing. 


LONGINES -WITTNAUER WATCH CO., INC. 
580 Fifth Avenue New York 19, N.Y. 
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Easter Giving 
Fostered by Seasonal Display 


* 


Slavick's, Los Angeles, used 
an ecclesiastical back- 
ground and Easter lilies to 
display its china, crystal 
and appropriate silverware. 


Prayer-books, rosaries and 
Madonna plaques were fea. 
tured in the Easter window 
designed for F. W. Two. 
good, Riverside, California, 


by W. B. STODDARD 


Gifts inspired by the Spring season were a feature 


of promotion by California jewelers last year. 


A’ ERCHANTS of the fashionable Wiltshire district © 


in Los Angeles last year advertised co-opera- 
tively, taking a full page, printed in lavender ink. They 
showed at the top an Easter bunny painting an egg, and 
was headed—‘“What’s Santa got that I haven’t got?” 
The text invited shoppers to inspect gifts “bright as 
spring sunshine,” and concluded “Remember how much 
fun you had giving and receiving gifts last Christmas? 
Well, you can have that fun all over on Easter day, for, 
really, now, Santa hasn’t a thing on the Easter bunny.” 
A six-foot plaster cast of a white rabbit, mounted on a 
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pedestal, was placed at each corner to further the sug- 
gestion of Easter gift giving. 

Slavicks, Los Angeles, showed several pieces of cos- 
tume jewelry, a leather handbag, a compact and & 
cigarette lighter, all in the same tones, to carry out the 
idea of the window card reading—“Give her a lighter 
to match her Easter ensemble.” Another window fea- 
tured quality china, crystal and silver. In the center 
of the half back window was a stained glass window 
and at either end, silver vases holding Easter lilies. 

(Please turn to page 269) 
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* Every time you sell your #1 “Traffic” item...a 
Ronson lighter . . . it creates the perfect oppor- 
tunity to sell one of your best “Repeat” items... 
RONSON REDSKIN Accessories, 


Failure to sell RONSON REDSKIN Accessories, 
with every lighter sold, can be a real threat to 
good will, for when John Q. Public tries to use his 
new lighter or when he presents it as a gift, he 
wants it ready to work. If it’s not, you’re the loser. 


Yes, John Q. Public will thank you for making 
that extra sale and that extra profit. He'll be 
doubly thankful that you sold him RONSON 
REDSKIN Accessories because his lighter, 
RONSON or any other make, works best when 
RONSON-IZED. 


50th Year of Leadership 


RONSON’. 








ONE 
SALE 


makes 
everybody 


happy! 


And he’ll be back to see you again and again, 
a potential customer for other merchandise, be- 
cause he’ll know . . . you’re the man who sells 
“Ronson Redskin Lighter Accessories.” 


RONSON REDSKIN ACCESSORIES 
For ALL Lighters 


are made especially for lighters 
by lighter specialists. The hew 
super-life Ronsonol Fuel gives more, quick 
clear lights per filling—has a pleasant aroma 
—imparts no fuel after-taste 


RONSON REDSKIN ‘“‘Flints”’ 
pered hardness, to give full showers of sparks 


Extra-length 
are of proper tem- 


and are doubly protected against powdering 
by the double ‘‘Redskin" coating. RONSON 
Wicks are of highest absorption. 


WORLD’S GREATEST LIGHTER * Ronson Art Metal Works, Inc., Newark 2, N. J. 


*Trade Mark Reg. 
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ODERN, highly styled jewelry, made to individual order, offers much in the way of in- 

teresting and fashionable ideas. For example, this ensemble, consisting of ring, clip, 
brooch, bracelet and earring, designed by Sol Kaufman, well known jewelry stylist, of 562 Fifth 
Avenue, New York, incorporates calibré-tapered genuine sapphires with diamonds. This com- 
bination of stones is best suited to a white metal setting, of either platinum or palladium, but 
a combination of yellow gold and the white metal can be used if desired. 
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- Direct to Stone Headquarters 


AQUAMARINE is one of the most popular precious stones 
that come from the mountains and jungles of Brazil. 
Today, Stone Headquarters is truly Aquamarine 
Headquarters. Through our direct Brazilian connections, 
established since 1901, we have been fortunate in 

gathering a comprehensive collection of Aquamarines, 


in all sizes and all shapes and colors. To protect 





TOPAZ 








your profits, consult Stone Headquarters for 








Aquamarines and all other stones. 

















AQUAMARINE 
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S. NATHAN & CO.,ING. °™"" 


Rockefeller Center « New York 20, N. ¥. im ONYX 
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Jewels worn here by Maria Montez 
in "Tangiers", dramatic in effect and 
reflecting the barbaric trend, were 
especially made for the star and 
her personality by Mr. Tobias. 


by "BUD" TOBIAS 
Beverly Hills, Calif, 


Definitely not the exotic type, 
Janet Blair, below, wears jewelry 
which, light in appearance, best 
suits her own personality. 


Jewelry Should Be 
Suited to the 
Personality 


EWELRY should be adapted to the wearer and store’s clientele when this basic principle of jewelry 
not the wearer to the jewelry. selling is followed. 

Experience here has shown that happier and far more A woman can be expensively gowned, but she still 

satisfied patrons will be numbered among a jewelry needs the right type of jewelry to make her glamorous, 
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This advertising appears in: 


LIFE 

THE SATURDAY EVENING POST 

THE NEW YORKER 

TIME 

NEWSWEEK 

BRIDE’S MAGAZINE 

MADEMOISELLE 

CHARM 

AMERICAN MAGAZINE 

NEW YORK TIMES MAGAZINE SECTION 


CHRISTIAN SCIENCE MONITOR 
MAGAZINE SECTION 


AMERICAN WEEKLY 
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The tradition your business is built on 


With 167,626,841 messages in these leading national 
magazines, this advertising in striking four colors, is 
informing the people about your most important interest 
— diamonds. It’s designed to point up the significance of 
the engagement diamond tradition in today’s America 
—sending young couples to seek a trusted adviser — 


you—when making this important purchase. De Beers 


Consolidated Mines, Ltd., and Associated Companies. 












or even well groomed. Give a woman a $500 Adrian 
gown, a $150 John Frederick hat, $50.00 I. Miller shoes 
and a $150 hand bag and she still will not have the 
well groomed look of the one who spends only a fraction 
of that amount for clothes and accessories, but has the 
harmonizing jewelry. 

Jewelry should reflect the wearer’s personality. And 
here is an individualized problem for each person in a 
jewelry store, that of being sure and even insistent that 
a patron acquires the jewelry best suited for her par- 
ticular personality. 

Jewelry is primarily of barbaric origin. In studies 
of jewelry throughout the ages, the barbaric influence 


Tobias achieved a harmonizing set of 
jewelry for Eleanor Powell with big 
pieces to go with her stature but sim- 
ple in style, giving an air of charm. 


Special designs for special patrons make 
up a large part of the business done by 
Tobias Jewells. Here, Mr. Tobias, left, 
is showing customer original designs. 


will be felt. Right now we are again going through 
that barbaric phase, but only a relatively small per. 
centage of women should wear pieces of that character, 

Here, it is the policy to show what the patron came 
in to see. If that is best suited for her, fine. If not, 
then comes the work of definitely demonstrating what 
really reflects her individuality. Now that may mean 
arguments at the start, but it will eventually prove to 
be a tremendous asset to a store specializing in the finer 
things to be known as a place selling what should be 
sold, and not as just a good jewelry store. 

Right now there is an unprecedented call for choker 
necklaces not only from women who can wear them, 


but also from those who should not. Careful handling 
can usually convince the small, dainty woman that 
chokers are not for her. 

Travis Banton, head designer for Universal Pictures, 
came to Tobias with a commission to create jewelry for 
Maria Montez to wear in her picture, “Tangiers.” As 
she must have the massive, dramatic types, the follow- 
ing were designed for her: A pin of an inverted sun- 
burst design, having a 60 carat cabochon emerald in the 
center, surrounded with 60 small diamonds; ear clips 
and pompon hair ornaments also of emeralds and dia- 
monds; and a two-inch wide bracelet of round and fancy 
cut white and colored diamonds. 

(Please turn to page 270) 
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ia young men, leaders of ’ lomorvow. 


Harold Kohen 





BRITISH BUILDING, ROCKEFELLER CENTER, 620 FIFTH AVENUE, NEW YORK, W. Y, 
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From Mantel 


-*+ To Lapel 


Ida Lupino, soon to appear in Warner 
Bros.’ "Devotion", wears a miniature cuckoo 
clock, scaled down to lapel proportions on 
her simple beige wool afternoon dress. 


by RENEE FORBES 


Tiny cherubs support an old-fashioned man- 
tel ‘clock exactly like those once found in 
every parlor, except that it's three inches 
high. Joan Leslie, soon to be seen in 
Warner Bros.’ "Cinderella Jones," wears it. 


The old parlor clock returns to favor, but 


time it’s three-inches high and worn as a pin 


EMEMBER. the ornate mantel clocks of the last. 


century with their cherubs and garlands and 
Venuses? Hardly a parlor in the land was without one 
of these imposing bronze accessories, but they have long 
since disappeared, like those other symbols of Victorian 
respectability, the horsehair sofa and the family carriage. 
Here’s good news for those who cherish fond memories 
of the old relics, for they’re back again, though in dras- 
tically reduced form. 
The magic of Hollywood has transformed the great 
timepieces into tiny lapel ornaments, reproducing all the 


216 


old familiar gingerbread in miniature. Reducing, as any 
starlet will tell you, does wonders for one’s appearance; 
and clocks seem to be no exception. A rococo desigty 


complete with chubby angels, coronets and roses, ma 
be a little too rich for current taste if it is life size, bu 
reduced to gadgets proportion it enters the “cute” clas 

Cuckoo clocks, banjo clocks, even the grandfathe 


variety come in for the same treatment. One cuckod 
clock watch, shown here, features all the usual birds 


bells and foliage of the original, plus pendulum weight 
of amethyst, no less. 
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On toweung edifices of fable and fact, of hope and fulfe (svreat is ree the 
qlovy of the diamond the whe sells a Wimsten jewel, whether the smallest melee 


or tithe mamtorpace , sells the treasure ef the UGer. 


HARRY WINSTON... 


RARE JEWEIS OF THE WORTD~ 
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jTTE 


JONKER VARCAS ave ULERATOR DIA MC Nt s 


HE WINSTON YLLECTIONS MAY BE SHOWN 


N REQUEST By FINE JEWELERS IN Y 














Stamping of Gold Alloys 


Should Give Full Information 


Prominent metals refiner urges a revision of the system of 


stamping gold articles so as to show the content of each 


of the precious metals instead of only the karat quality. 


by THOMAS G. McMAHON 
Secy.-Treas., Thomas J. Dee & Co. 
Pres., Chicago Jlrs. Assn. 


T seems that most people value clinging to tradi- 

tions. In many cases the practice is sound and 
actuated by a sense of security built around the theory 
that it is safe to let well enough alone. 

This psychology is no doubt what has caused the 
jewelry trade to be lulled into the coma of smug com- 
placency, in relation to its practice of measuring the 
quality or value of all gold alloys (including the so- 
called higher type of complex alloys) by confining the 
quality mark on jewelry to the mere karat stamp, which 
indicates nothing but the amount of gold in the article. 

The salient factors of improved hardness, springiness, 
polish, tarnish and fatigue resistance, wear, intrinsic, 
et cetera, are ignored because of a void or inadequacy 
in the stamping law. 

There is no provision in the law for showing the 
presence of the expensive metals other than gold which 
are required to materially improve much of the jewelry 
manufactured. 


RETARDS DEVELOPMENT AND USE OF NEW ALLOYS 


It appears that a type of lethargy or indifference on 
the part of the leaders of the industry, has inadvertently 


caused the jewelry buying public to become victims ef ° 


a bad habit. Fear that any change in stamping laws 
would require education, may also account in part for 
the jewelry industry’s apathy in regard to its respon- 
sibilities along this line. This unfortunately has de- 
veloped into something in the nature of a serious deter- 
rent, which is definitely retarding progress, not in the 
development of better precious metal alloys for the 
use in articles of jewelry, but in the adoption of such 
improved precious metal alloys, because there is no 
recognized stamping practice or law, or other designa- 
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tion to give credit or encouragement to the manufac- 
turer for the extra expense and effort that he may put 
forth to produce a better article. 

It is high time that we loose the shackles of cus- 
tom, indifference, tradition and bad practice, and change 
our stamping laws. This is an important consideration 
in a highly competitive market. 

It is recommended that the “karat” designation be 
amplified by “figures” to show the presence of other ~ 
valuable precious metals and that it be done in sucha ~ 
way that we simplify the matter of stamping to show 
gold, platinum group metals and silver content so that 
any purchaser can immediately determine the percentag: © 
of each precious metal present in an article of jewelry, 7 
and the total of previous metal content of the alloy. 
Stamping the percentage of each precious metal con- 
tent would appear to be the most logical in many in- 
stances where the article provides sufficient space for 
such quality mark. 

Since many articles of jewelry are very small, and — 
the available space for stamping in most cases is minute, ~ 
a minimum of figures or letters or other marks, to de- 
termine precious metal contgnt, should be used. 

It is recommended therefore, that figures be used ~ 
as follows, and that each figure should represent the 
number of tenths of the total weight which are respec 
tively: 

1. Gold; 

. Platinum Group Metals; 
3. Silver. 
ee | 

As an illustration, 1 would give the following informe 

tion: 5 
(Please turn to page 271) 
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No wonder that the 


Ahe country over, is the “Cir 


The superb beauty and majestic cutting 


(obvious to the expert) are becoming more and more 
recognized by even the untrained eye of the public. 
That's why prestige-minded jewelers get behind 
the “Circle of Light” . . . and bask profitably in its radiance! 


Prafecl boauly ts nol born..tt's 
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THE GUILD OF AMERICAN DIAMOND CUTTERS 


an affiliate of 


BAUMGOLD BROS.. INC. 


62 WEST 47t@ SPREET, NEW YORK CITY, N.Y. 
Melee Plant: 305 East 45th Street, N. Y. C. Los Angeles Office: 220 West Sth Streét 


Diamond Tool Research Co.  \ 304 East 45th Street, N.Y. C. 














No Platinum Shortage in °44 
But Metals Were Fighters 


Metals which were once almost exclusively used by jewelers 


were found extremely valuable for war production and only 


palladium was permitted for the manufacture of jewelry 


LTHOUGH it sounds like ancient history now, 

complete data on the use of metals of the platinum 
family in 1944 has just been released by the Depart- 
ment of the Interior in the Minerals Handbook for 
1944, published by the U. S. Government Printing 
Office in December. 

There was no critical shortage of the platinum metals 
in 1944, according to the report, but supplies of plat- 
inum, iridium, osmium and rhodium were insufficient for 
nonessential purposes. Palladium alone was allocated 
to the jewelry industry in significant amounts. 


DOMESTIC REFINING DECLINES IN 1944 


Domestic refining. of the platinum metals was sub- 
stantially less in 1944 than it had been the previous 
year, partly because of WPB Order L-208 which de- 
activated gold dredges previously working platinum- 
bearing gravels. The deficiency was met partly by 
importing larger amounts of the refined metals, and 
partly through the release of Government stocks. In- 
creased quantities of the metals were also recovered. 


JEWELERS HARD HIT BY ORDER M-162 


The jewelry industry—most important platinum user 


in pre-war years, fared poorly in 1944 as a result of 
WPB General Conservation Order M-162. Previously 
using well over half of the platinum used in this country, 
jewelers were permitted a mere 400 out of 275,000 
ounces used during the year. The electrical industry, 
producing electronic tubes, contact points and spark 
plugs, was the largest single platinum user, taking over 
64 per cent of the metal. Chemical industries came 
second, accounting for 22 per cent of total sales, and 
dental and medical uses required 18 per cent. 
However, over 56,000 ounces of palladium—35 per 
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cent of the entire supply—was consumed by the jewelry 
manufacturing industry. This figure represents a larger 
share of the metal than was used by any other industry, 

The following table shows consumption of platinum 
and its related metals in the U. S. during 1944: 


WAR-TIME CONSUMPTION OF METALS 





Iridium, 
Osmium, 
Rhodium and 
Platinum Palladium Ruthenium 
60,936 9,673 3,944 
178,038 42,322 11,650 
34,783 36,377 177 
424 56,558 2,847 


1,467 9,409 3,599 
275,648 154,339 22,217 























PLATINUM IMPORTS DECLINE IN 1944 


Imports of platinum metals decreased slightly in 1944, 
after establishing a new record in the previous year. 
The principal sources of the imported metals were 
Canada, which provided 223,008 ounces, the U.S.S.R. 
with 75,322 ounces, Colombia 35,320 ounces and the 
United Kingdom 22,553 ounces. 

CONTINUED INDUSTRIAL USE FORESEEN ' 

Postwar prospects for the platinum metals, as out 
lined in the Minerals Handbook, indicate that the 
jewelry industry will face sharp competition from other 
industries. The war emphasized the importance and ; 
versatility of the. platinum metals, and their extraot_ 
dinary properties will make them valuable for many 
industrial uses undreamed of before the war. Stabilized 
prices, which have prevailed for several years, will also” 
make industrial demand for these metals more acu 
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Crowds... 


For a store-opening promotion you can’t beat °em say Neiman’s, 


South Carolina jewelers, and they’ve used their system twice. 


F you break a crowd down into its component parts 

you'll find that it consists of people. 

And, in a somewhat different sense, if you “break 
down” people you'll find that they’re customers. 

Crowds mean people, people mean customers, and 
customers are mighty important to a jewelry store. So, 
acting on this theory, Maurice Neiman, South Carolina 
jeweler, decided that the best way to open his enlarged 
and newly-designed store in Florence would be to collec 
a crowd. 

No new enterprise by any means, Neiman’s has been 
in operation in Charlotte, S. C., since 1912. And the 
Florence store has been in existence for a long time, too. 
But the time seemed ripe for expansion in the latter 
town, so Mr. Neiman made his crowd-gathering plans. 
Here’s the way he did it: 

First, he acquired the store next-door to his existing 
shop, and, after consulting with Murray Pearlstein, 
JC-K’s design expert, knocked out the intervening wall. 
Thus he had premises twice the size of his original 
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Packing ‘em in for their open. 
ing in Florence, S. C., Nek 
man's used radio and news 
paper advertising to publicize 
a door-prize offer. 'Man-in- 
the-store' radio broadcasts 
during the day brought hordes 
around for the drawing in 
the evening. Below—The Nie- 
man store-front as it appeared 
after opening-day enthusiasts 
had collected and gone home, 


quarters. Plans were drawn up for a new, modern 
store-front as well as a re-designed interior. Then con- 
struction began. 

About three weeks before construction was to be 
finished, a newspaper advertising campaign announcing 
the new Neiman store was started. The ads mentioned 
that a gala opening was scheduled, and hinted that 
something special in the way of prizes might be offered. 
Thus, public curiosity was aroused. 

A week or so before the big event, radio advertising 
was added to the budget. These commercials, als0, 
publicized the impending opening and gave somewhat 
more specific information about prizes which would be 
given away. Finally, a few days before the actual 

(Please turn to page 272) 
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Sentiment is the Byword 
In “Dream Sweetheart’ Promotion 


Radio contest giving away a diamond 
ring a week reminds the public that 
Tappin’s is headquarters for gems. 


EOPLE don’t usually dash out to buy diamond 
jewelry on impulse—they think about it a bit 


beforehand. And, while thinking about it they are gen-- 


erally inclined to consider where the purchase will be 
made. The association of ideas frequently has a lot 
to do with that decision. 

That’s the theory behind a new campaign of institu- 
tional radio advertising recently started by Tappin’s, 
northern New Jersey retail chain. Advertising directed 
against the day when people will have a diamond pur- 
chase in mind and, therefore, insurance that they will 
remember Tappin’s. After only three weeks on the air 
the program already has served as a definite prestige- 
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Ruth Possert, insurance 
company employee, re- 
ceives her prize ring from 
F. Jackson of Miracle Set 
Ring Co., co-sponsor of 
Tappin's program. Paul 
Brenner, the program's an- 
nouncer-producer, watches. 


Unsuccessful contestants re- 
ceive a "better-luck-next- 
time" letter from Tappin's, 
together with a preferred 
customer courtesy card. 











Dear Friend: 


Thank you for your interest in * 
Tappin' 
po ey ag na ye be discouraged i? the tae 
n't win the beautiful 4i - 
diamond ring which is awarded each weck. Teot tote ‘o 7 
ng, you may write in as often 88 you wish. Waybe th 4 
next letter you send us will win for you. ‘ 


As @ token of our appreci 
' Ppreciation, 
a zreterres Customer's Courtesy Card, Put Tt gre = 
wallet and present it to the eeleaman who tak3s care of 
you the next time you visit one of our stores. 


Stop in when you are in the noigat. 
sigztornood. 
par Epo gerry > Ren we would like you ogy: 
jonds, watches, jerel 
electrical applianc P i rte the 
Sausneaa ti 4 aaa optical goods and other items too’ 


If you would like to o 
‘ pen a char, 
Pep a Pi be very happy to @rrange it a. a. e 
y time ~- you will be sure of a friendly *Hello.* 


Cordially yours, 


Sylvester S. Klein 
General Manager 
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mare and Emerald Cut CL) ccmicnd ffewelry 


Overy diamond set in our jewelry is cut in our own © 


modern Cutting eehang 


Specialists in the cutting of Square and Emerald Cut Diamonds 


Established in New York City since 1914 


H.& J. BLITS 


Diamond Cutters 
64 WEST 48th STREET NEW YORK 19, N. Y. 
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builder, and as time goes on it can hardly avoid be- 
coming even better known. 

The principle of Tappin’s program can easily be used 
by any retail jeweler who seeks to plant his name in 
the public consciousness against the day when diamonds 
and other jewelry items are to be purchased. Although 
details may vary from one section of the country to 
another, and prizes may be greater or lesser according 
to “tie-in” possibilities or the dictates of advertising 
budgets, the general theme can remain the same. 

The whole idea of Tappin’s show, broadcast over 
Newark’s WAAT six evenings a week, is “Sentiment,” 
gooey and unalloyed. And listener-interest is heightened 
by the weekly award of a $200 diamond ring. Ingre- 
dients such as these are almost certain to attract wide- 
spread public attention. 

The program, an unpretentious ten-minute offering 
presenting sentimental recorded music, challenges listen- 
ers in two ways: first, by having them identify the 
selections which are played and, secondly, by having 
them submit a letter on the subject: “My Dream Sweet- 
heart.” Actually, it’s the letter which counts most 
heavily when it comes to awarding the weekly prize 
of a diamond ring, because the music is invariably well 


known and can be named by almost any casual radio 
listener. Celebrity-appeal is acquired by the program 
when it is announced that orchestra leader Glen Gray 
and Broadway star Carol Bruce are judges of the 
“Dream Sweetheart” entries. 

Monday through Friday the announcer, Paul Brenner, 
mentions the contest rules and regulations in between 
recordings, and emphasizes the desirability of the ring 
offered as a prize. On Saturday evening the week’s 
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winner is announced and presented with the ring wh 
the program is on the air. Afterwards, the winner jj 
escorted (along with their “Dream Sweetheart,” 
available) to Newark’s swank Mosque Terrace. T} 
Glen Gray plays host for Tappin’s, and the wins 
and his or her friend are wined and dined as an addi 
tional prize. ‘ 
The program tie-in is with the manufacturers of the 
ring mounting. Providing the initial impetus for the 
show, they also provide contacts whereby the celebrities 





TAPPING ey 


at Branford Place 
; bee 4 oe ay ag nl near Van Houton Street 
uae — 269 Main Street between ee — 
IRVINGTON — 1030 Springfield Avenue at A owed 
PHILADELPHIA — 1007 Market Street ed fearon 
CAMDEN — 26 Broadway opp. Speed Line sant 
UPPER DARBY — 65 So. 69th Street near Woolw 


1. 
om Courlesy Card 





Issued. to 








or @rY member of your family. 


This card may be used by you 


— 





Above—"Courtesy Card", sent 
to unsuccessful contestants 
along with letter, lists accept. 
ed birthstones on the reverse. 


Left—Miss S. Panico, winner 
of the first week's contest, is 
given her ring by Glen Gray, 
orchestra leader and contest 
judge. S. S. Klein, Tappin’s 
manager, and Paul Brenner, 
program announcer, look on. 


agree to judge entries in the contest. In return, 
ring mountings are given a prominent role in the radig 
commercials. ; 

To date, women have out-numbered men as conte 
winners two to one. The lone male, however, broug 
his fiancee along to the studio and, when presented 
the ring, slipped it on the gal’s finger in an extra 
dinarily public proposal. She said “Yes.” 

(Please turn to page 274) 
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by ANDREAS BOTHE 


In silverware, the 
Walter Jewelry Co., 
specializes only in 
branded lines of items 
of recognized quality. 





Sterling "For the Modern Bride” captions window display. 





P. E. Walter helps a prospective groom select proper ring. 
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Stressing Value 


Makes The 





Difference 





iB the short space of one year, the policyeof giving 
plus value for every dollar has established the 
Walter Jewelry Company under the guidance of P. E. 
Walter as an outstanding place to buy dependable 
jewelry in Bradenton, Fla. 

However, it should be thoroughly understood that the 
Walter Jewelry Company does not make a practice of 
offering merchandise at cut prices. Exactly the opposite 
is true, for in the operation of this store price is never 
the determining factor. On the contrary, the basis ot 
the sales policy is to supply the highest quality jewelry 
at a price that will yield the store a fair and reason- 
able profit, and give the customer full and honest value 
in exchange for money spent. Mr. Walter firmly be- 
lieves that a purchase of real jewelry is more than the 
acquisition of an attractive ornament, but rather an in- 
vestment in something of lasting value. 

For example, there are many so-called ruby rings on 
the market retailing for only a few dollars. Actually, 
of course, they are not real rubies but synthetic stones 
of small value, since genuine ruby jewelry will be 

(Please turn to page 274) 
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— “Appearance 


Two old girls were discussing the qualities 
which they demanded in a prospective husband. 


Said one, “Which do you think is the more im- 
portant—Health, wealth or appearance?” 


The other answered promptly, “Appearance— 
and the sooner he puts in his appearance, the 


better.” 


There you have it—-one of the most important 
qualities in prospective husbands, customers 
and diamond rings. Right now, for example, 
most retail jewelers think that the “appearance” 
of their customers is a pretty important quality 
and the sooner they appear the better. 





However, it doesn’t help much when they do 
appear if you do not have diamond rings which 
have the appearance that makes sales—appear- 
ance that makes them look like more than they 
cost—appearance that achieves a real blend be- 
tween diamond and mounting—appearance that 
has the sparkle and snap that makes a woman 
want to lift it out of a showcase and put it on 
her finger. 


You have an eye-opening experience coming to 
you the first time you see the Schless-Harwood 
line and compare it in appearance and price 
with anything else the market affords. 
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°° A Merehandising Primer 


These emerald-cut aquamarines are from 


Wm. V. Schmidt & Co., New York, N. Y. 


Facts about the birthstones in an easy-to-read form for 


jewelers to pass on to customers, prepared by and 
published through co-operation of Wm. V. Schmidt & Co. 


QUAMARINE, the birthstone for those born 

in March, is a gem whose lineage goes back 
through the ages. The ancient Egyptians, Greeks and 
Romans prized acquamarines very highly and various 
musems today exhibit specimens of old intaglio en- 
graving and cameo carving on this stone. The large 
and well known Hope Gem Collection as well as many 
royal collections, both European and Oriental, contain 
rare specimens of fine blue Beryl. 

In this country the aquamarine was little known and 
used in jewelry until it received its initial publicity 
impetus in 1906 when Vice-President Taft presented 
President Theodore Roosevelt’s daughter, the Alice of 
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“Alice-blue Gown” fame, with a beautiful heart-shaped 
aquamarine. Soon thereafter, the world market was 
unable to supply enough stones to satisfy the wide- 
spread demand. More recently, the Duke of Windsor 
acquired a fine matched aquamarine set for the Duchess, 
and in 1937, the Brazilian Government presented a 
large stone of rare quality to President Franklin D. 
Roosevelt, and the First Lady gave her daughter-in-law 
a beautiful aquamarine pendant. 

Since its first burst of popularity in 1906 the aqua- 
marine has become more and more widely known and 
appreciated throughout the world as a beautiful and 

(Please turn to page 276) 
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Jeweler “Hep’’ 
To ’Teen-Agers 







ERE’s a gem-joint that’s really hep! 
fancy, Nancy! And definitely on the beam! Mont- 
gomery & Taylor is the name which has the Poplar 
Bluff, Missouri, jive-hounds jumping. And it’s moola 
for the firm! 

In 1943, before getting in the groove, the joint was 
strictly square. Long-hair stuff! Then M&T decided 
to latch on to more space and set up a mezzanine juke 
joint where the local cats could dig the jive. Their 
report? “Solid, Jackson! It sends us!” 

Ridic? A juke joint in a glitter-palace? Don’t be 
silly, Milly! M&T did it and from here on out they’re 
no longer goons. Rug-cutting is strictly for them! 

To lapse into more sedate, understandable English, 
here’s what happened: 

In 1943 the Montgomery & Taylor establishment wa; 
a normal, if small, jewelry store 15 by 30 feet. Expand- 
ing, the firm decided to set up a “rumpus room” in the 
mezzanine, more as a promotion for phonograph records 
than anything else. The local teen-agers heard about it, 
came flocking, played recordings and filled the air with 
swooning murmurs of “Ooooh! Frankie!” 

Better still, to the amazement of the proprietors, the 
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Strictly 


The rumpus room in the mezzanine of 
the store has become a headquarters 
for the younger set of Poplar Bluff. 


by LON FANALD 


The ‘teen-agers are exposed to the 
jewelry counters on their way to the 
mezzanine room, and what girl can re. 
sist the lure of a beautiful display, 





Rumpus room set up by jeweler to 


promote record sales to younger 


set, ups business of jewelry. too. 


6 


bobby-soxers stopped at the jewelry counters on the 
way out and made purchases which began to amount to 
a worth-while total. Through the medium of a meeting: 
place for the young set, Montgomery & Taylor had 
opened up a whole new customer age-group. 

In addition, of course, the Poplar Bluff youngsters 
frequenting the “rumpus room” were forming the habit 
of visiting a jewelry store. In years to come, when 
adults and interested in purchasing more substantial 
jewelry and gifts, they would be prone to remember 

(Please turn to page 276) 
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THE MOST DIVERSIFIED 
STOCK OF QUALITY STONES 
IN THE WORLD! 


Here is one of America’s most sales-commanding collections 
of popular precious, semi-precious, synthetic and 
imitation stones . . . ready to grace the proud creations of 
the country’s foremost creative jewelry manufacturers. 
Here, blazing with dramatic brilliance born of perfect 
precision cut, are quality stones of every shape, color and 
description. . .every one masterfully measured and 
accurately sized with traditional K&B craftsmanship. 
This significant perfection is inevitably evoking a new 
dynamic interest on the part of jewelers everywhere. 
Anticipate the retail demand of alert merchandisers who 
recognize the compelling effectiveness of K&B stones. 
Earn the confidence and the loyalty of a discriminating trade 
by using a stone source of unequalled excellence . 


Kittay & Blitz, Inc. We invite your consideration. 


= 


) , RITTAY we BUTZ ne 


22 WEST 48 ST., NEW YORK 19, N. Y. 
IMPORTERS AND CUTTERS... PRECIOUS... SEMI-PRECIOUS . . . SYNTHETIC AND IMITATION QUALITY STONES 
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HOUGH the bulk of the jeweler’s business is de- 

rived from the sale of the well-known stones, such 
as diamond, ruby sapphire, emerald and pearls, there is 
a growing interest in some of the lesser known stones, 
which, if carefully cultivated, can be developed into 
an important part of their annual income. These would 
include many of the birthstones, tourmaline, opal, garnet 
and peridot. 

There is another group of relatively abundant gems 
but which do not appear on any birthstone list and for 
which there is too little appreciation on the part of the 
public. These could make an interesting line for the 
jeweler, and because they have never had the general 
appreciation that is their due, prices are not as high as 
they might be; nor, indeed, as high as prices on stones 
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Little Known Gem Stomes ... 


This group of spinels 
are from the Robinson. 
Sverdlik collection at 
the American Museum 
of Natural History. 


First of a series of articles on gems unfamiliar to the 


public but which should receive appreciation due them. 


by DR. FREDERICK H. POUGH 


Curator of Geology and Mineralogy, 
American Museum of Natural History 
Gem Consultant for JC-K 


of similar qualities and beauty in the better known 
group. Only through personal familiarity with these 
stones can the jeweler inspire an enthusiasm for the 
gems in his customer. Since the supply of many of 
them is adequate, it is well worth while for the mer- 
chant to acquaint himself with these stones, their ap- 
pearance, their beauty, their practicability and the 


supply. 


(Please turn to page 278) 
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Earrings, pendants, brooches, bracelets, 


lockets, rings, cuff links . 


SOMERS-ERNST CO., Inc. 


MANUFACTURERS SINCE. 19 
O. J. SOMERS CO. 
42 WEST 48th eel, NEW YORK 19, N. YF. 
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Diamond Importers 
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Don’t Give Away Your Shirt? 


] wiTHIn 160 
MILES oF 
STORE 


ye 
4 
& 


iy Ni Biss 3 9,92. 
et ede / Wi WN, AIH 


Whoops! Let's give everything away! (Including our business.) 


ec OSH—now that the war’s over competition is 
going to be rough! Maybe I’d better start of- 
fering ‘free services’ again to get the business.” 

John (Shortsighted) Jeweler talking. And his words 
are fatal! For not only is he talking himself into un- 
necessary business worries and spoiling things for him- 
self and his friends in the trade—he is also reviving an 
undesirable practice which sprang from the depression. 
And there isn’t any need for it now! 

“Free services” were customer-getting devices intre- 
duced at the start of the depression, when purchasing 
power was.virtually nil. Such offers as “free engraving,” 
elaborate gift packaging, Mercury-like deliveries of 
unimportant items, and the like, acted as good-will 
builders at a time when jewelers were forced to employ 
almost any ruse in order to tempt trade. 

Today, however, purchasing power is ample. As a 
matter of fact, jewelers have been enjoying boom-times 
for the past few years and there is no indication that 
the public’s purchasing power will collapse overnight. 
Consequently, there is no need to offer incentives now. 
They are for days of depression and if offered now will 
leave no recourse for poor times but that of “going out 
of business.” 

The offering of additional services and conveniences, 
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Those “free services” offered as 
customer-getters just aren’t 


necessary in this post-war era. 


of course, was not restricted to jewelers—virtually all 
retail merchants sought trade in the same way in the 
years of depression,, And, like jewelers, all had to 
abandon them when the war forced conservation into 
all merchandising. Now, with the war over, many retail 
groups are viewing the return of such incentives with 
great caution. 

In the department-store field, for instance, there is 
decided reluctance to return to the fancy “trimmings.” 
And the reluctance is not only on the part of the re- 
tailers—the customers feel strongly about it too! A sur- 
vey of customer-opinion, conducted by the Department 
Store Economist disclosed that customers would favor 
fewer deliveries, gift-wrapping services, elaborate chro- 


‘mium washrooms, and whatnot, in favor of increased 


(Please turn to page 289) 
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Brazilian Andalusite 


The author, who has traveled extensively in Brazil, tells here 


of a trip to that area where andalusites are found, something of 


their oceurrence, and possibilities of the stone as gem material 


by EDWARD R. SWOBODA 


Rio de Janeiro, Brazil 


URING my travels in the interior of Brazil I 

recently had an opportunity to visit the part of 
the State of Espirito Santo where there have been found 
from time-to time small quantities of perfectly trans- 
parent pieces of gem andalusite. Espirito Santo is a 
narrow state that begins north of and about midway 
between the city of Rio de Janeiro and the seaport town 
of Victoria, and continues north to meet the State of 
Bahia. On the east it is bordered by the ocean and oun 
the west by the State of Minas Gerais, which border 
roughly follows the summit of the Serra do Mar. This 
extensive Brazilian coast range is included in this region 
in an area that begins in the State of Rio de Janeiro 
and gradually widens as it reaches northward to take 
in most of eastern Minas Gerais and Espirito Santo and 
the southern part of Bahia, which area includes the 
majority of the pegmatites from which are mined the 
aquamarines, topaz, beryls, tourmalines, etc., which are 
found in Brazil. 

Upon leaving Victoria one follows a dirt road which 
circles the huge salt marshes that lie inland from the 
port and gradually ascends the eastern slopes of the 
mountains. About thirty miles to the northwest the 
road passes through the town of Santa Leopoldina where 
a change in climate is already noticeable from the heavy 
heat of the lowlands. From here the road begins a steep 
climb to reach the little mountain town of Santa Tereza, 
just about seventy miles northwest of Victoria. The 
coast range at this point is not more than about threz 
or four thousand feet in altitude, and is mostly made up 
of rolling hills of eroded granites and schists covered 
with patches of upland jungle. For miles around in this 
back country of waterwheels and ox carts and thatched 
houses and muzzle loaders are little scattered colonies 
of pure blood Germans and Italians who keep so much 
apart from the world surrounding them that many of 
them actually do not understand the language of Brazil 
when it is spoken to them. I asked directions from sev- 
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eral of these people but only a few answered me, and 
then they spoke in German. Upon seeing me approach 
their houses some of them ran inside and closed the 
doors and shutters. 


SOURCE OF STONES NEVER FOUND 


The actual source of these clear andalusites has never 
been discovered as they are always found in secondary 
deposits either in the stream beds or on the slopes of 
the hills under several yards of clays and gravels. They 
are usually water-worn fragments and cleavage pieces 
and are rarely,found of a size large enough to cut more 
than a three or four carat flawless stone. Distinct 
crystals are extremely rare, and of crystallographic 
interest. Of all the thousands of pieces of this mineral 
which I examined, only four of them had what could 
be called terminations and even these were poorly 
defined. Most of the fragments show a very strong 
flesh-red and olive-green pleochroism, which is especially 
well brought out when the stones are facet cut with the 
table of the stone being nearer to right angles to the 
vertical axis of the crystal. Some cut andalusites closely 
resemble certain types of two-color Brazilian tourma- 
lines. 

From the information that I was able to obtain, it 
seems that there is a definite zone in which these stones 
are encountered. This zone includes an area of roughly 
ten miles in width by about twenty-five miles in length 
and lies in a general northeasterly-southwest direction 
on both sides of the summit of the range. The town 
of Santa Tereza is inside of this area in the northeastern 
half. The eastern limits of this area are marked by a 
sharp division. A small valley which parallels the bor- 
der produces andalusites in the gravels of the eastern 
slopes and is absolutely barren on the western slopes. 
It is interesting to note that, as applies also with dia- 
monds in Brazil, every andalusite bearing locality in this 

(Please turn to page 320) 
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SYNTHETIC BLUE 


Ruby ~ Spinel 
BUFF TOP-CABOCHON- FACET STONES 
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A stones cut expressly 


to your requirements. 
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Service. 
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Philip F. Popolla 


79 WALL ST. NEW YORK 5,N.Y. 
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LeRoy's used all six of their windows to promote rings 
simultaneously, this one focusing attention on mountings. 
Over 30 different designs were displayed, ranging from 
delicate ladies’ scrolls to the heavy, masculine types. 


**Single Item’? Emphasis 
A Reputation Builder 


LeRoy’s, Los Angeles, have found that concentration on a single 


type of merehandise in both advertising and displays. causes 


* the publie to automatically link the store with the merchandise. 


NE major reason for the success of LeRoy’s, Los 

Angeles, California, in establishing a reputation 
for specific jewelry items is the fact that the store con- 
stantly builds its promotions around single-item themes 
—and sticks to that single theme individually until it 
is time for another. 

The store wants its name to be brought up in word- 
of-mouth conversations in connection with a particular 
item such as—“Chronograph watches? I hear LeRoy’s 
specializes in them,” or—‘LeRoy’s was showing a 
bunch of displays of that sterling flatware you're look- 
ing for.” Such comments, tied to a particular item 
are among the most valuable endorsements a store can 
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achieve, the LeRoy ‘management believes. Thus, for 
many years, LeRoy’s windows and other promotional 
assets have been aimed at creating a name for a par- 
ticular line, rather than general “store prestige” at- 
mosphere. 

Typical of this highly effective promotional theory 
is the January series of ring windows with which Le- 
Roy’s followed up the holiday season. Carrying several 
cases of rings, the Los Angeles store believes that rings 
are a basic jewelry item which can never have too 
much promotion, particularly in view of the new em- 
phasis on masculine jewelry. Therefore the normally 

(Please turn to page 322 
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BONDED DIAMOND RINGS 


Dramatic full-color ads in leading national magazines 
command attention ...create customer demand for 
Cardinal Bonded Diamond wedding and engagement 
rings. Powerful sales promotion and merchandising aids. 
plus a unique new selling idea builds customer con- 
fidence and sales. An actual Bond, given at the time of 
purchane assures customer satisfaction. Write today 


\ for further details. 


e Full color ads in e Window Displays! e Radio Spot 
leading national e Counter Displays! Announcements! 
magazines! e Dealer Ads! e Newspaper Ads! 


CARDINAL DIAMOND SYNDICATE 


BAUMAN-MASSA JEWELRY CO., ST. LOUIS, MO. ¢ M. B. BARKAN COMPANY, MILWAUKEE, WIS. 
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You Can’t Say That! 
- - - OriMaybe You Can 


Fifth in a series of articles based on the National Association of 


Better Business Bureau’s “Guide For Retail Advertising and 


Selling.”’ to help jewelers develop factual and honest selling copy 


STONES AND GEMS 


HE term “Gem” indicates a precious gem or semi- 

precious stone of unusual beauty or rarity; or a fine 
pearl. Descriptive names used in describing stones should 
be accurate. Such words as “Real,” “Genuine,” ‘“Nat- 
ural,” etc., should be applied only to genuine stones. 
Genuine stones are produced by nature. (The term 
“Birthstone” means a precious or semi-precious stone, 
F. T. C. 4785.) 

Imitations of genuine stones should be described as 
imitations. Names, such as “Pearl,” “Diamond,” “Ruby,” 
“Sapphire,” “Emerald,” “Topaz,” or the name of any 
gem stone, should not be used to describe any product 
which has been artificially cultured or cultivated, manu- 
factured or produced synthetically or artificially, with 
the capacity, tendency, or effect of misleading pur- 
chasers into the erroneous belief that such products are 
genuine. (F. T. C. 4077, S-3991, S-544, S-134, S-133, 
S-187, S-145.) 

Where a natural stone is colored to resemble some 
other natural stone, and it is desired ta use the name of 
the stone simulated to designate the color, the word 
“colored” or “dyed” should be inserted between the 
name signifying the stone that is simulated and the true 
name of the stone (or the word stone where the true 
name is not known) e.g., “Carnelian-colored Onyx,” 
“Carnelian-dyed Stone,” etc. 

Genuine or imitation stones might be coated with 
plastic or other substances for color or other effects. 
In such case, proper description would be “Blue-coated 
Stone” or “Plastic-coated Quartz,” etc. (or whatever the 
stone is)—not a description such as “Blued Quartz.” 


DOUBLET, TRIPLET 


Doublets and triplets are made by cementing together 
portions of genuine and imitation stones. 
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SYNTHETIC STONES 

Produced by artificial means, but having approximate- 
ly the same characteristics of the genuine stones, e.g., 
(a) hardness with a tolerance of 5 per cent over or 
under the extremes of the genuine; (b) same dichorism; 
(c) specific gravity or density with a tolerance of 5 per 
cent over or under the extremes of the genuine; (d) 
chemical constituents with reasonable tolerance in the 
proportion of the constituents. Synthetic stones should 
not be advertised as “Genuine.” 

The term “Synthetic” should not be applied to stones 
other than those produced by artificial means and having 
essentially the same physical, chemical, and optical prop- 
erties as the genuine or natural gem stones. (F. T. C.) 


DIAMOND 

A mineral consisting essentially of pure carbon crys- 
tallized in the isometric system, either colorless or 
colored. Its hardness is 10 and its specific gravity 
about 3.52. (F. T. C.) 

The word “Diamond” may not be employed alone or 
in connection with “Facsimile,” “Replica,” or “Blue- 
White” so as to imply that products made of glass are 
other than imitations of diamonds. (See also F. T. C. 
1983, S-03211.) 

The terms “Spanish Diamonds,” “Alaska Black Dia- 
monds,” etc., for jewelry made of glass and composi- 
tions, and the claim that such articles ““Deceive Experts 
and Cannot Be Told From Genuine Diamonds Costing 


- Hundreds of Dollars,” should not be used. (See also 


F. T. C. 125, 2866, 4082, 1983, 2371.) 

Use of the term “Investment” in describing the retail 
sale of diamonds is inadvisable. The public interprets 
the term to mean that diamonds so described may later 
be sold by the retail purchaser for a price higher than 
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the retail price paid. This is so much a matter of con- 
jecture and so frequently not true that the term should 
be avoided. 

The term “Diamond” should not be used as part of a 
trade name unless at least a substantial part of the busi- 
ness consists of diamonds. (F. T. C. S-03211.) 


WEIGHT OF DIAMONDS 

Diamonds are weighed in “carats” and fractions 
thereof. Carat weight should be stated accurately. The 
point system of expressing weight is based on 100 
“points” to the carat, so that a half carat stone would 
be “50 points” (.50), ete. The “carat” is also used as 
a unit of weight for other gems, and pearls. (Carat 
equals 0.200 grams or 200 milligrams.) 

The combined carat weight of a number of diamonds 
in an article should not be presented in a misleading 
manner, nor so as to imply that such weight is for the 
largest or one of the stones therein. (See F. T. C. 4518.) 


"PERFECT" DIAMONDS AND OTHER STONES 


Any Diamond, Ruby, Sapphire, Emerald, or other 
precious stone which discloses flaws, cracks, carbon 
spots, clouds or other blemishes or imperfections of any 
sort when examined by a trained eye under a diamond 
eye loupe, or other magnifier, of not less than 10 power, 
can not be properly described as “Perfect” or by any 
other word, expression or representation of similar im- 
port. (See also F. T. C. S-2864.) 

Such terms as “Perfect Cut,” “Perfectly Cut,” “Eye 
Clear,” “Eye Perfect,” “Commercially Perfect,” “Com- 
mercially White,” or terms of similar meaning, are mis- 
leading and should not be used. (F. T. C.) 

Actually, diamonds cannot be said to be “Perfect.” 
The American Gem Society recommends the term “‘Flaw- 
less,’ when such is the fact, and that the term “Perfect” 
or “Perfectly” not be used. 


BLUE-WHITE DIAMONDS 


Any diamond which shows any color, or trace of color, 
other than blue or bluish (in transmitted white light or 
against a white background which reflects white light 
when viewed edge up—American Gem Society) cannot 
be properly called a blue-white diamond. The practice 
of tinting a diamond a bluish white or any other color 
for the purpose of or with the tendency, or effect, of 
deceiving the public as to the natural tint or condition 
of such diamond is an unfair trade practice. (F. T. C.) 

Tints of blue are rare. Scientific research has revealed 
a very small percentage of diamonds can qualify as 
“Blue-White.” There is no infallible method or standard 
for determining blue-white color. Therefore, because it 
depends so much upon opinion, Berrer Business Bu- 
REAUS recommend it is advisable to avoid use of the term 
“Blue-White.” 

Under threat of expulsion, the American Gem Society 
provides its members shall not sell diamonds under an 
artificial blue light which has a tendency to give a false 
color to the diamond. Their code also provides that 
their members shall not use the term “Blue-White” in 
describing diamonds. 


FULL CUT AND SINGLE CUT DIAMONDS 
A full cut round diamond must have 58 facets in all. 
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or 56 facets not counting the table and culet (the top 
and bottom of the diamond. “Single Cut Diamonds” have 
only 18 facets. 


AGATE 

A variegated form of chalcedony, a variety of quartz, 
with wavy bands of white, gray, brown, yellow, blue or 
black, known as banded agate; with colors blended and 
indistinct, known as clouded agate. Used for jewelry 
(as in cameos), vases and ornaments. Often dyed or 
artificially colored. Should be described as agate. 


ALABASTER 
A soft, smooth, usually white, granular, translucent 
form of gypsum, or calcium sulphate. 


AMETHYST 

A form of quartz. Color varies from pale violet to 
deep purple, and the stone is frequently flawed or 
feathered. Light colors are of lesser value. It is trans- 
parent, durable, and if guarded from intense heat and 
strong sunshine will retain its color indefinitely. Ame- 
thysts are frequently imitated in glass. 


BLOODSTONE 
A dark green chalcedony spotted with red jasper. A 
popular stone for men’s rings. Same as “Heliotrope.” 


CAMEOS 

Generally, but not always, cameos are made from sub- 
stances composed of two or more differently colored 
layers; and of various materials such as natural or syn- 
thetic stones, shell, coral, glass, etc. Proper descrip- 
tion would be “Stone Cameos,” “Shell Cameos,” ete., 
according to the material. Genuine cameos contain a 
design produced by cutting away portions of the upper 
layer or layers (or of the upper surface in singly colored 
substances). ““Molded” or “Pressed” cameos should be 
described as such. Cameos made of synthetic stones 
should be described as synthetic stone camees. Cameos 
made of two or more separate pieces joined together 
should be described as Assembled Cameos when one or 
more parts are genuine, and imitation when made of 
glass or composition. 


CARNELIAN, CHALCEDONY, CHRYSOPRASE 

Carnelian and Chrysoprase are varieties of chalcedony 
which is a form of quartz. Carnelian ranges in color 
from a reddish white to a deep red. Carnelian can be 
artificially produced by heating some varieties of whitish 
or grayish chalcedony, but they retain their carnelian 
color indefinitely. 

Chalcedony is in various shades, but commonly gray- 
blue; indistinctly crystalline; semi-transparent to trans- 
lucent. White or grayish chalcedony is sometimes arti- 
fiicially colored green to resemble chrysoprase; also 
colored blue to resemble bluish chalcedony, and the 
proper description of such is “green” (or blue) colored 
chalcedony. Green chalcedony is popularly known as 
green onyx—a misnomer because onyx is a less valuable 
Chrysoprase is a pale yellow-green variety of 

(Please turn to page 325) 


stone. 
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PIERRE CARTIER 


Disabled veterans, such as 
those shown here, are aided 
in readjusting for difficult 
days ahead by National 
Service Officers of the Dis- 
abled American Veterans. 
Training of officers, many 
of ihem disabled vets them- 
selves, will require funds 
given by patriotic individ- 
uals who realize the urgent 
necessity for the program. 


HROUGH a nationwide set-up of national service 

officers, the Disabled American Veterans have estab- 
lished the major machinery for rehabilitating handi- 
capped ex-servicemen. These officers, recognized by act 
of Congress, enjoy a professional status before the Vet- 
erans Administration in the advisement and representa- 
tion of veterans for benefits to which they are entitled 
by law. Employers may, and should, refer all disablea 
veterans to their National Service Officer for free counsei 
and assistance. 

The officers, all specially selected veterans and manv 
of them disabled themselves, are trained for the work 
at the American University in Washington, D.C. Dedi- 
cated to helping their fellow veterans in their adjust- 
ment to civilian life, they study, among other things, 
counseling, occupational advisement and psychology. 

An example of a particularly difficult veteran’s case 
which demanded a national service officer, was that of a 
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veteran in Washington. 
informed a DAV officer that an ex-GI had proposed 
to their daughter before leaving for overseas and. 


The parents of a young girl 


although he still wished to marry her, appeared to have 
suffered heavily as a result of his wartime experiences. 

The officer interviewed the veteran, discovered that 
he had been discharged for a nervous condition and 
was still tense and jittery. Examined by a physiciax., 
it developed that the veteran had backache and kidney 
trouble. But he went ahead and got married anyway. 

Shortly after the marriage he started disappearing 
frequently and behaving in a curious manner. The 
DAV officer, concluding that the kidney ailment might 
be responsible for the veteran’s mental aberrations, 
arranged for an operation financed by the Veterans 
Administration. Afterwards, the man showed marked 
(Please turn to page 331) 
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Stage Setting Highlights Store 


Exterior and interior views of the Miller store 
show how effective use was made of related colors. 


HO says gray is drab? Not Charles J. Miller, 
certainly. On the contrary, this Tuscon, Arizona, 
jeweler has used varying shades and tones of 
gray, in combination with modern glass and lighting 
efforts, to produce a highly original and arresting store 
which has attracted wide attention. 

Size hasn’t much to do with the effectiveness of the 
Miller store, either—it’s about 25 x 85 feet. But deft 
arrangement and skilfull handling of the decorative 
materials have been combined to produce truly out- 
standing results. 

The front of the Miller store is simple, yet highly 
individualized. The firm’s signature, in stylized metal 
lettering, appears above the entrance against a light 
gray stone background. Beneath, the store front itself is 
recessed and illuminated by a series of seven lights 
embedded in the ceiling of the recess. Beneath the 
lights, metallic lettering set well away from the store 
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Miller’s new Tuscon, Arizona, 
store employs varying shades 


and tones for pleasant effect 


front, lists the various specialties of the firm: “jewelry,” 
“gifts,” “silver,” “china,” and “antiques.” 

The entry square facing the street is flanked, on either 
side, by show-case type windows set flush against a some- 
what darker gray stone. Reproductions of the firm 
signature are mounted above these windows and, being 
set considerably away from the wall, provide an inter- 
esting shadow pattern. 

Almost a perfect cube, the stere entry itself has show- 
case windows mounted on either side, and the entire 
area is illuminated by four recessed lights in the ceil- 
ing. The doorway, in the rear of the entry, consists 
of three solid panes of plate glass and the only metal 
employed is at the base of the door and on the centcr 
panel at the terminals of a glass handle. 

Within, the store is divided into five sections, each 
separate and distinct yet blending into a complete whole. 
Unity is achieved partly by the use of various tones 


(Please turn to page 331) 
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For an Amended Regulation W 


Address by Louis J. Breuner. chairman 


of the board, John Breuner Co., Oak- 
land, Calif., at the Marketing Confer- 


enee of the U. 8. Chamber of Commerce 


N discussing the subject of Consumer Credit, we are 

talking about one of the most important items on 
the balance sheet of any firm engaged in the sale of 
retail merchandise to the ultimate consumer. For the 
person who sells merchandise on the basis of credit, 
whether it be charge accounts or lease contracts, espe- 
cially if that firm sells merchandise on an installment 
basis, the item of accounts receivable is perhaps one of 
the most important of all the items shown in his financial 
statement. It, therefore, becomes important that the 
owner or operator of a business either carefully watches 
his installment accounts with great care or hires and 
trains experts to look over this phase of his business the 
same as he engages merchandise men, sales managers, 
service superintendents, and others on whom he depends 
for a successful operation. 

In our process of taking inventory, we sometimes for- 
get to take a true value on our accounts receivable simply 
because they are more or less intangible. We forget 
that the smaller the down-payment and the longer the 
contract is extended, the greater the possibility of the 
individual’s inability to complete his contract as agreed, 
such as through loss of a job, divorce, or illness,—to 
say nothing of natural depreciation and obsolescence. 
That depreciation starts immediately after the mer- 
chandise is delivered. 

This discussion resolves itself very quickly, there- 
fore, to a study of Regulation W, which has had more 
influence on the installment problem since the beginning 
of the war than any other event in the history of the 
installment business. As to most questions there are 
two sides to the problem, and as you will quickly learn 
as this discussion progresses, we are definitely in favor 
of the continuation of Regulation W with modifications 
on the part of the governing body when and if conditions 
warrant. 
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LOUIS J, BREUNER 


We would like to quote a paragraph from an article 
which on invitation we prepared for The Credit World, 
the official magazine of the National Retail Credit Asso- 
ciation, on December 7, 1943: 


“While Regulation W came into being as a result 
of wartime needs in order to curb inflation, it is our 
belief that it has also stopped one of the greatest 
financial debacles which this country would ever have 
witnessed. It stopped the amassing of money in the 
hands of the few at the expense of the many by pre- 
hibiting people from mortgaging themselves far into 
the future—and at costs that would be prohibitive 
and unnecessary. It has helped to create a backlog 
of purchasing power, which will mean much to retail- 
ing when the war is over and the shift is made from 
wartime to civilian commodities. It has created sav- 
ings which have been largely used to help finance the 
war, those savings being in the form of bank deposits 
and Government bonds, all of which can be used to 
purchase consumer goods when they again become 
available——and without the necessity of the public 
having to ask for unsound credit terms such as were 
in existence just prior to the advent of Regulation W. 
The more even that we can keep the flow of consumer 
merchandise in the years just ahead, the less of 4 
headache we shall have and the less likely another 
severe depression.” 


We believe that this article—now over two years’ old 
—stated conditions which since have proved to be true, 
and our opponents in the main will agree with that. 
However, the chief opposition of the opponents to Regu 
lation W is that they dislike Government interference 


(Please turn to page 335) 
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Movie Tie-ins 
Requires Taste 
And Diplomacy 


by EDWARD W. FORREST 


. 


T takes diplomacy to arrange a tie-in window dis- 

play with the proprietor of a neighborhood movie 
theatre, but it’s well worth the effort. Everyone is 
interested in the movies to a greater or lesser degree 
and, therefore, a display featuring some Hollywood 
material is bound to be a “stopper.” 

Diplomacy is required in making the arrangements 
not because the theatre proprietor will be loath to co- 
operate but, rather, because there is a bit of the 
Barnum in everyone connected with the theatrical trade. 
Chances are he'll jump at the opportunity to tie-in with 
your display window, and who’s to blame him if he 
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Design them yourself or the theatre 
operator will “steal the show’’ and 
render the whole project worthless 
from a merchandising point of view, 


Two Philadelphia window displays effec- 
tively emphasized "glamour jewels” in 
conjunction with plug for "The Dolly 
Sisters," featured at a local theatre. 


proposes a flamboyant set-up which will shout the merits : 
of his picture? However, the jeweler must consider 

selling his merchandise as well as the picture—after 
all it is his window—so it will be necessary to tone” 
down some of the more violent theatrical manifestations 
and transform blatant publicity into tasteful, coordim 

ated promotion. 

For this reason, the most successful movie jewel 
promotion displays are designed by the jeweler himself, - 
The mention of the cinema attraction becomes secondary ~ 
to the display of jewelry, although sufficiently ie 

(Please turn to page 846) 


THE JEWELERS’ CIRCULAR-KEYSTONS ; 


ww 





FoR Marcu, 1946 





MODERN AND FUNCTIONAL 
(From page 193) 

wood trim. Highly departmentalized, all sections feature 
innovations in display equipment. Show-cases at unusual 
angles are almost entirely of glass, “skirtless’’ and sup- 
ported on single solid legs at either end. Wall cabinets, 
recessed, are framed with blonde wood matching that 
used in the display cases and wainscoting. The intericr 
of the recessed cabinets is a darker gray than the walls, 
and the rear center panel is of black. Doors on the cases 
are frameless plate glass. 


DIAMONDS COME FIRST 


The first section to meet the customer’s eye on enter- 
ing, probably, is the “diamond center” at the right, where 
rings, brooches bracelets and necklaces are displayed. 
No attempt is made to show every single item in the 
store’s stock: rather, selected articles are displayed to 
their best advantage. Black plastic and glass forms in 
innumerable surrealistic sizes and shapes form back- 
grounds for the jewels without distracting attention. 

Opposite the diamond center and next to a small but 
tastefully arranged recessed cabinet containing silver- 
ware, is the “time mart,” devoted to all timekeeping in- 
struments. Here, also, an effort is made to avoid clutter 
and, although a large number of watches are on display, 
there is no feeling of confusion. Clocks, too, are featured 
in the time mart, but kept separate from the watches. 

A “jewel gallery,” separated from the diamond center 
by another small display of silverware, consists of a 


Importers und Cutters of Precious and Semi-Precious Stones 
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showcase displaying costume jewelry and ten recessed 
shadow-box windows. The latter do not attempt to dis- 
play large numbers of items but, on the contrary, attempt 
to achieve a “framed picture” effect. Frames around the 
windows, and clever lighting help achieve this illusion 
and, although the windows are hinged at the tops to 
provide easy access, no hardware is actually visible. 

Leather goods are the specialty of the center section 
of the store: a luggage department is located next to the 
time mart and, opposite, an “accessory aisle” features 
ladies’ handbags, compacts and similar items. Adjacent 
to the ladies’ department, a similar section for men en- 
titled “the esquire shop” specializes in wallets, pens, 
pencils and such male jewelry as tie-clips, cuff-links and 
the like. 

In the rear of the store, one-half is devoted to a large 
desk for the cashier and credit department, and opposite 
this section giftwares are on display. Shown both in re- 
cessed wall cases and on tables set apart for the purpose, 
these items are ‘played up” for those customers who are 
settling accounts. Doubtless, many gift sales which 
would not otherwise have been made have resulted from 
this arrangement. 

A mezzanine balcony, faced with glass blocks illumi- 
nated from behind, is situated directly above the 
cashier’s desk. This balcony is devoted to an optical 
department exclusively and, in addition to a consultation 
office, contains a comfortable waiting room with contin- 
uous music coming from a muted loudspeaker. 

Above the mezzanine, the second floor of the store 
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features another example of Mr. Landau’s enterprise 
and departure from tradition—a photographic studio! 
Complete with a series of dressing rooms and other 
facilities for those who wish to “primp” before having 
their picture taken, the studio is prepared to turn out 
virtually any type of work from a passport to an oil 
painting of an entire family group. 

The remainder of the floor is given over to the firm’s 
accounting department offices and Mr. Landau’s private 
domain. This latter consists not only of a comfortably 
furnished office but, also, a smaller room set up with a 
drawing-board and other tools for designing advertising 
lay-outs and other promotional art-work. The store’s 
owner spends as much time there as at his desk, since 
he personally lays out advertising “roughs,” leaving the 
finished work to experts. 


THE "WHY" OF INNOVATIONS 


While the innovations in the Rose store are of interst 
to other jewelers, it is even more important to know why 
Mr. Landau’ chose to introduce them. It develops that 
virtually every feature of the shop has solid reason 
behind its installation and, while a detailed explanation 
of every feature cannot be given, several may be 
analyzed. 

In the matter of show-cases, for example Mr. Landau 
is very outspoken. “What good are ‘skirts‘ on a show- 
case?” he asks. “They just serve as a place for junk to 
accumulate.” Feeling that the only thing really neces- 


sary would be a neat, practical place in which to display 
jewelry, he designed one which is over 75 per cent glass, 
Then, realizing that it would either have to be suspended 
from above or supported from below, he chose the latter 
alternative as more reasonable. However, the legs were 
cut down to a minimum and made to harmonize with the 
general lines of the rest of the store. 


DISPLAYS ARE FUNCTIONAL, TOO 


Similarly, the recessed wall-cases and shadow-box 
displays were designed by Mr. Landau in the same func. 
tional mood. If ‘‘skirts’”’ on show-cases are superfluous, 
so are huge, lumbering wall-cases. Consequently, the 
cases which were planned aimed first at displaying mer- 
chandise, secondly at conserving space. The few drawers 
required for additional merchandise were set directly 
beneath the recessed cases, and no extra shin-banging 
furniture was required. 

Lighting in the Rose store is, by and large, of the new 
“cold-cathode” type which gives off a minimum amount 
of heat. Except for small spots ranged above the dis- 
play cases for intensifying the brilliance of jewelry, all 
lighting in the store itself is indirect. In the center of 
the store, above the aisle, an indirectly illuminated “well” 
provides the majority of the store’s light. 

In short, Jack Landau’s Rose Jewelers is really 
modern. And it will be a long, long time before anyone 
else manages to combine function, efficiency and eye- 
appeal with greater success. 
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OPEN STOCK BUILDS GLASSWARE BUSINESS 


(From page 199) 


shelving under strong direct spotlights, 11-inches apart 
along the canopy, or on glass shelving backed by mirrors 
and similarly illuminated. Compactness has actually 
been an asset inasmuch as everything which goes to 
make up a particular setting is close at hand. 

The store started out with 15 fine patterns in bone 
china, fine American and English varieties, and a per- 
centage of moderns for bridal selling. There has been 
little or nothing to add since that time due to shortages, 
but the fundamental patterns have proven sufficient 
for Slavick’s to work out some original ideas in mer- 
chandising. Along with the china variety, Mrs. Jackson 
was able to incorporate 18 patterns of good glassware, 
all leaders, and all well established in the moderate to 
top price brackets which the store swears by as the No. 1 
means of overriding department store competition. There 
is some semi-porcelain for “traffic customers’ and the 
department has added 8 to 10 patterns in service plates, 
vases, and side pieces, all in the same selling levels. 


RECORD-KEEPING ESSENTIAL 

The first original thing which Slavick’s did was to 
bend every effort toward keeping up the “followup file” 
system, or bride’s book plan which many china retailers 
or jewelry stores let go out of existence under war 
pressure. “There was only one way we could do this,” 
Mrs. Jackson said, “we felt it so important to get names 
on our books and to keep at them that we extended the 


idea to glassware instead of china, since there was 
plenty of glass available.” 

From the outset Slavick’s has featured glassware jy 
40 and even 60 piece sets, all sold on openstock ex- 
clusively, and quite susceptible to openstock followup 
methods. 


GLASSWARE REGISTER KEPT 


“We sold our fine glass as if it were jewelry,” Mrs, 
Jackson smiled, “By first selling the customer on the 
idea that glassware at least would continue to be avail- 
able, and that by registering her name with us, we 
could fill in the pieces as gifts, at her own order, ete, 
Every bride attracted into the china and glassware shop 
was skillfully approached on that basis—boosting the 
fine points of exquisite glassware, and letting china pat- 
terns go for the time being. The bride when registering 
pays one-third down, and while making monthly pay- 
ments, friends can buy the other pieces to fill in, with 
any difference coming up credited to her account. We 
register every customer, both for china and for glass, 
and could hardly believe the success that the system 
developed. We kept pushing glass, and will do so in 
the future. By making special arrangements with the 
factory to continue receiving glassware in 40 and 60 
piece sets, packed complete in individual cartons, we 
have been able to build up a separate reputation for 
fine glass and a valuable list of openstock customers.” 

The second strong merchandising asset was de- 
liberately pulling away from trite, old-fashioned for. 
mality and methods in china presentation. 

“The lack of stock made it impossible for us to operate 





Any Diamond... 


Speedy on-approval Service 





Weinberg Diamond Company, Inc. 
Dept. CK, 580 Fifth Ave., New York 19, N. Y. 





<a 





THE JEWELERS’ CIRCULAR-KEYSTONE 





our china on an openstock plan as we did with glass- | 
’ Mrs. Jackson continued, “therefore we simply | 


ware, ] y 
switched over to simplified table settings, of 5 and 7 


basic pieces, which are filled in with sterling or plate, 
or even another pattern to give a complete table service, 
rather than the stiff, formal, standard pattern idea. 
This allowed us to offer the customer something out- 
standing, to keep it backed up with stock, and worked 
out so well that it will be a permanent feature with us 
hereafter.” 

By way of further explanation, this “diversified set” 
theme consists of buying carefully each pattern for 
selling to contain dinner plates, salad plates, bread and 
butter plates, cups and saucers—five pieces. To this 
Mrs. Jackson later added larger soups and another 
choice of salad plate to bring up the number to seven, 
With this system established, Slavick’s bought carefully 
against the quota, exclusively in the pieces mentioned 
above. 

“When our quota was 110 dozen pieces we ordered 
this way, just as we did when we got only 62 dozen,” 
she pointed out. “The result is that we still have some- 
thing to offer the fastidious customer, can keep right 
on filling it in if she wants to buy in small amounts. 
This is something which most department stores couldn’t 
do—the latter worked out many weird combinations 
which sent us many unexpected customers. 


USE JEWELRY MERCHANDISING IDEAS 

“Jewelry methods” have been constantly observed in 
china merchandising. For one thing, Slavick’s makes 
a point of educating each customer to the difference be- 
tween poreclain, earthenware and fine china, emphasizing 
the numerous firings it takes for a particular pattern, 
the methods of glazing introduced, handpainting, etc. 

“So few people today have any knowledge of this sub- 
ject,” Mrs. Jackson said, “that the store can perform 
a real service in explaining it. Pointing out the four 
firings it took to produce a handsome gold leaf pattern 
is exactly like explaining the jewels in a watch or the 
cutting of a diamond. We spend twice as long with 
china customers as is average anywhere else, but when 
the customer leaves she has an appreciation of the 
various factors involved which will keep her coming 
back,” 

A presentation of this kind has made it possible to 
win over many women to filling in patterns with sterling 
serving dishes and other pieces, substituting crystal 
stemware for cocktails instead of soup courses, mixing 
in plain white or colored china with the five or seven 
piece basic setting mentioned above. Diversification, 
so long as it is justified in the hostesses’ mind, has 
opened up unlimited merchandising possibilities for this 
progressive Los Angeles store. 

The basement department keeps its own filing sys- 
tem entirely separate from others in the store on both 
china and glass. 

“Our idea here is to follow up customers when other 
stores are not doing so,” Mrs. Jackson said. ‘Since our 
department is relatively new, there are no tag ends or 
markdown stock in the inventory, which gives us a re- 
markably clean sales setup. In addition we’re amply 
supplied with stock in every pattern we show, which 
means that followups can be actually well supplied at 
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all times. That’s the way we mean to continue in 1947, 
when the present chaotic strike and slow delivery situa- 
tion will be over.” 


WILL CONTINUE CHINA DEPARTMENT 

Eventually, Slavick’s intends to carry 25 or 30 open- 
stock patterns in china, and 15 to 20 in glass—all to 
follow the lines outlined above—smaller basic table set- 
tings, and maximum emphasis on stemware. The store 
hopes to have plenty of good English ware, including 
bone china, and to move upstairs across from the sterling 
hollow ware display. This is an ideal location for work- 
ing in sterling serving dishes with china, Slavick’s is 
convinced, and will be a reality as soon as both china 
and sterling are available in quantity. 

“Our experiment is working out,” Mrs. Jackson said, 
“so that we can sell customers on combining sterling 
and china. One set we'll promote vigorously consists 
of only 9 basic pieces, the rest all sterling. Another 
consists of soup, dinner plate, salad or dessert plate, 
bread and butter, cup and saucer, filled in with three 
sterling silver serving dishes, two casseroles, and two 
pottery pieces. This is the only really new idea in china 
merchandising for many years and people are taking 
to it swiftly.” 

Promotion has been split between all mediums in 
china and stemware. Most effective is a handsome book- 
let, sent to 40,000 names, which emphasizes stemware, 
includes five patterns of glass and china, and photo- 
graphs of the department, typical settings shown in it, 


and announces the lines which the store will carry, 
This created heavy traffic. In addition, china and glass 
are featured in regular weekly newspaper ads, cop- 
centrated on one pattern of china or glass. Lastly, 
the store plays up both on the Art Baker radio pro. 
gram, a daily “friendly open forum’’ show in the late 
afternoon, on which china and glass as well as jewelry 
are discussed informatively. The expensively-done, 
handsome folder, however, has done most for china and 
glass promotion, according to Mrs. Jackson. 

‘We believe in advertising thoroughly now for later-on 
response,” she summed up, “although even with our 
specialized system, stock is still too short to handle 
everyone.” 

Thus, the combination of openstock emphasis on stem- 
ware, stripped-down basic table settings in china and 
the addition of sterling to break up traditional patterns 
is the platform on which Slavick’s will build its future 
china and glass program. 

CORRECTION 

Threugh a typographical error, the price for’ the 
jewelry designing course being offered by Christian A, 
Jakobb, reported on Page 237, in the February issue 
of JC-K, was stated as 430. The correct cost for the 
entire course which comprises 25 individual lessons, is 
#300. 

Further information on the course may be had from 
Mr. Jakobb, 217-01 Corbett Road, Bayside, Long Island, 
> o 
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WINDOW FOR THE COMING MONTH 
(From page 197) 


pattern can be made, mounted on cardboard and cut 
out, or the card may be hand-lettered. 


BACKGROUND AND FLOOR 

The wall-paper may be stapled directly to the wall, 
or panels may be covered with it and used as a screen, 
depending on the construction of the permanent back- 
ground. The net should be gathered softly across the 
top of the background and fastened in place with staples 
or tacks. 

Almost any available fabric in the right color may 
be used for the floor pads. The veloursheen suggested, 
is a rich velvet textured velour paper, which makes a 
perfectly suitable and inexpensive background or floor 
covering for jewelry displays, when a temporary change 
is desired. 

A Speedmatic or Klingtite staple gun will be found 
extremely useful in assembling such displays as this. 
They are available through most display supply houses 
and are easy to use and save much time when covering 
backgrounds, floor pads or such units as the frame 
suggested for this display. 


MARRIAGES NEAR '42 PEAK 
(From page 200) 


nuptials, although not in the same manner as 1920 be- 
cause of vastly different conditions. 

Although no surprise, the heightened marriage rate is 
news—and good news!—for jewelers. Each of the 
1,700,000 couples married in ’45, to say nothing of the 
five million who took vows between ’42 and ‘44, is a 
potential customer for flatware, hollow-ware, china, ap- 
pliances and sundry other items from the jewelers’ 
stock, 

In addition, there are the “GI Brides” from abroad, 
now beginning to arrive in this country. Although they 
may have been married two or three years, as far as 
the jewelers of America are concerned these 100,000 
brides are just that—as good as newlyweds—since 
they’ve been able to get little, if anything, for the 
homes they plan in the New World. They can be added 
to the grand total, too. 


REDEPLOYMENT BOOSTS MARRIAGE INDEX 


If anyone doubts that the upward trend in marriages 
was caused by the returning GI Joes and Janes as a 
result of demobilization, a comparison of monthly statis - 
tics for 1944 and 1945 should be most convincing. 

Cumulative averages, month-by-month for the first 
half of 1945, saw marriages lagging behind the 1944 
level even though three of the months managed to ex- 
ceed the 1944 figures. Even May, with VE Day right 
in the middle, lagged 171 marriages behind the previous 
year, but by June the 1945 index began to climb. 

The number of June brides in the 91 selected cities in 
1945 was 3000 greater than in the preceding year, and in 
the following month there were nearly 9000more. August 
and September indicated substantial gains over the same 
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months in 1944 although not on the same grand scale 
as July. In October, November and December, months 
when GIs began trekking back from foreign lands in 


earnest, 1945’s superiority over the preceding year © 


really began to assert itself with a vengeance. 
The following table indicates month-by-month. com- 
parisons for the two years, 1944-45: 
Increase (+) 
1944 1945 or Decrease (—) 


41,140 41,907 +767 
February 39,727 35,696 — 4,031 
March 40,119 41,308 +1,189 
April 40,032 39,725 --3,307 
May 45,165 44,994 —171 
June 52,153 55,287 13,134 
July ~ 40,390 49,308 +8,918 
August 43,498 49,997 +6,499 
September 42,043 45,676 +3,633 
October 42,056 51,871 +9,815 
November 40,610 55,688 +15,078 
December 43,214 57,256 +14,042 


568,713 +55.566 


January 





Totals 


Additional proof that veterans returning to the U. S 
after VJ Day caused the great 1945 marriage boom is 
afforded by the fact that weddings, in December, ex- 
ceeded those for June. Normally, December is one of 
the worst months for weddings, but Joe’s return over- 
ruled calendar considerations. 


513,147 








EXCELLENT PROSPECTS FOR 1946 


And what of 1946? Although census figures for Jany. 
ary have not, as yet, been released, there seems to }, 
no reason to suppose that there will be any decline in 
the marriage rate for some time. World War I endg 
in late 1918, but marriages reached their post-war zenitj 
in 1920. There is good reason to believe that Wor 
War II’s martial boom will be spread over 1946-4 


Although many of Uncle Sam’s warriors have returnej 
Stateside, there are large numbers still abroad in occy. 
pation armies and awaiting redeployment. They 
gradual return will at least maintain (and _ possibly 
boost) marriages during 1946. 

Also, many returnees have postponed marriage ten. 
porarily, preferring to “reconvert’” slowly by getting 
their jobs lined up and establishing personal security, J 
For many of the returning veterans, an initial period F 
of work may be necessary before marriage is possible, 

Other returnees, financially stable, have postpone 
marriage simply because of the difficult housing situation, 
coupled with a shortage of the consumer goods neces- 
sary to set up housekeeping. “Sweating out’ the recon- 
version of American industry, they will not head for [ 
the altar until production is in full swing. 


MALE SHORTAGE NO CAUSE FOR WORRY 


Inevitably, because the flower of a nation’s youth is 
sent to battle, post-war years see a surplus of marriag- F 
(Please turn to page 366) 
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GROUPED GIFTWARES ACCENTS SELLING 
(From page 203) 


per and mustard sets, all alcohol stain-proof and fire- 
proof. For the something different that women invariably 
ask for, these items sell in good volume. 

“For Wedding Gifts” reads the card identifying the 
merchandise in the fourth group, Handpainted Chad- 
wick and Princeton china, artistically arranged, are 
featured as a group of presents which are suggestive as 
gifts for the bride-to-be. Crystal beverage sets, cocktail 
and water glasses, handpainted in either the dogwood or 
wheat design, make appreciated wedding gifts. Kensing- 
ton bent glass sandwich trays also prove a popular leader 
in this group of brides’ gifts. 


INFANTS’ JEWELRY FEATURED 


“Baby’s Nook,” featuring gifts for baby only, occu- 
pies the next section of the gift department. It is to this 
nook that all customers come and stop and admire, 
whether they came for a baby gift or not. Highlight of 
this display is the baby television sets—a small radio- 
type music box, with a dial which turns and shows pic- 
tures for the baby to watch, the box playing so!t music 
all the while. Baby pictures with sterling and gold 
frames, animal character pitchers for the nursery meals 
or to be used merely for decoration on the chest of 
drawers or bedside table; Royal Doulton handpainted 
baby china, Lecot china and unique powder boxes, all 
combine to make shopping for a baby gift a pleasure 
rather than a problem. 





Miscellaneous glassware is placed in the last wall dis- 
play section of shelves. Verleys glassware, sculptored 
by Carl Schmitz, French sculptor, is featured prom- 
inently, with the place of honor being held by a hand- 
some urn, ten inches high, at $13.00. This urn is also 
available in an eight-inch height at $10.50. In addition, 
smaller gifts of glassware are shown, which range from 
$2.50 up in this class of merchandise. 

The one wall of the shop which does not contain glass 
shelving for displays, serves as the background for the 
five-foot mahogany perfume bar. Glass topped, with 
glass shelves, it has an open front where customers can 
examine the many beautiful bottles of perfume, colognes, 
cosmetics and compacts arranged in the case. This per- 
fume bar has proven very popular with the customers, 


‘for perfumes and colognes always appeal to the women, 


who usually purchase a bottle for their own use, in ad- 
dition to the gift they came in to find. 

The manager and buyer of this gift department is 
Mrs. Aneilda Davis, who has been in charge of the de- 
partment since its birth last November. Her infallible 
taste in the selection of gifts for each and every oc- 
casion has been an important factor in building up a 
clientele of regular customers who return frequently for 
her assistance in buying just the “right thing” for 
Mary’s wedding gift or John’s birthday. 

“To introduce our new department to the public when 
we opened it last November,” said Mrs. Davis, “we used 
both radio and newspaper advertising. We have con- 
tinued this type of advertising and in addition our sales 
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people in our jewelry and silverware departments invite 
their customers to step downstairs and look at our selec- 
tion of gifts. 

“Another successful way of bringing new customers 
into our gift department is the free distribution of maps 
of Atlanta. When new families move into our city, the 
Atlanta Hospitality Club sends them a welcoming letter 
and in this letter courtesy cards from various Atlanta 
firms are enclosed. These courtesy cards contain the 
name of the merchant which is offering the newcomer 
some special service—a shampoo and wave set, a free 
dress cleaning, or something similar. Our card is en- 
closed offering a complete and detailed map of Atlania 
which is presented free to the person upon the presen- 
tation of it in our gift department. These maps cost us 
50c each, but we believe it a worthy and successful 
method of advertising, for the maps serve the newcomer 
in finding the way around town, and for us it brings in 
a new future customer, who might otherwise not come 
in for some time after establishing residence here. 


“We have gifts for every occasion—expensive and in- 
expensive—with prices ranging from $1.00 up. There- 
fore, we attract all classes of customers, which keeps 
volume and profits up considerably. And we gift wrap 
every purchase, too,” said Mrs. Davis, which is a prac- 
tice that has been abandoned in recent years by some 
stores. “We deliver the gift if the customer wishes us 
to do so, and we even furnish an enclosure card to be 
wrapped with the gift, at no extra charge.” 

Mrs. Davis is convinced that the separation of gifts 


into a room devoted exclusively, and decorated entirely 
for, this class of merchandise, has many advantages, 


“For one thing,” she explained “in a setting softly 
adapted to the gifts, the customer is not confused by 
other lines of merchandise nearby, and she can concep. 
trate on the selection of the gift much easier than if 
there were large displays of silver, or similar items, to 
attract her attention.” 

It is easier, too, to discuss gift problems with cys- 
tomers. This, Mrs. Davis is always ready to do. With an 
instinct for interior decoration, she knows immediately 
what to suggest when customers tell her for what use q 
gift is intended. She tells of one customer who had just 
purchased a home but had not yet bought the china 
accessories for the decoration of it. The customer dis- 
cussed the arrangement of the house with Mrs. Davis, 
who immediately became enthusiastic and helped her 
plan the furniture arrangements for the entire place, in 
addition to advising her as to the colors to be used in 
draperies, curtains, and upholstery. Then, to tie in with 
those colors and furniture types, Mrs. Davis helped her 
select some $70 worth of merchandise for the new home 
in the store’s gift shop. “And she tells me that she will 
be coming back for her dinner set just as soon as the 
furniture has been placed,” Mrs. Davis added. 

Looking to the many new homes to be furnished and 
decorated in the near future. Holzman’s believes there is 
big opportunity for this type of merchandise—and big 
opportunity for the jewelry store that aggressively seeks 
this business. 
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Every month is a month for diamonds, but there is an added senti- 
ment for those who have a birthday in April, the diamond month. 


Our diamond department is well stocked in each branch, loose 
diamonds of all sizes, mounted rings and jewelry, and mountings 
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Every department of our place is now stocked with the latest pro- 
ductions for the jewelry store and our experience of more than 
80 years in serving jewelers is an advantage to you in selecting 
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RADIO GIVES SOLID SEND-OFF TO NEW STORE 
(Frem page 205) 


service on ring remounting, and boasts of a staff of ex- 
pert watchmakers. Equipment includes Watchmaster 
electric timer, three jewelry repair benches, and five 
watch repair benches. At one time, when the service 
department was relatively caught up on repair jobs, 
Bennett Cohenour reached a decision to “key” his radio 
advertising by extolling the merits of the service de- 
partment, advertising the modernness of the equipment, 
the expertness of the artisans, and the celerity with 
which the work was dispatched. Fifty persons descended 
on the store with articles needing repair the day follow- 
ing insertion of this announcement, and the upshot of 
the matter was that Mr. Cohenour ordered service 
ignored in the advertising campaign until this aspect of 
business has more nearly approached normalcy. 

Newspaper advertising isn’t neglected in the firm’s 
promotional program. Because Howard R. Byrd holds 
an admirable and lengthy business tenure in merchan- 
dising jewelry in Muskogee, a weekly ad is sponsored 
which features Mr. Byrd’s photograph, contains a brief 
mention of his qualifications for his new job. Other 
newspaper advertising is sponsored on a contractural 
basis, combines institutional copy with material that 
describes merchandise-in-stock. 

Traffic engendered by the installation of a gratis in- 
surance appraisal service on jewelry elicits accolades 





for this service from the Oklahoma store owner. Trouble 
involved in furnishing this service is offset by the fruit- 
ful dividends in the form of additional store traffic. 
During the war, Howard Byrd, who makes the ap- 
praisals, appraised the worth of hundreds of thousands 
of dollars worth of jewelry for G.I.’s for a competitive 
jeweler, and is perpetuating the service at Cohenour’s. 
It is a service that sets the stage for future business 
because most people appreciate the quiet efficiency with 
which Mr. Byrd assumes the task and demonstrate their 
appreciation by returning to the store to buy. 


SCHOOL RING HEADQUARTERS, TOO 


A splendid opportunity for obtaining future trade is 
offered any jeweler who manages to become the official 
agency for high school rings. Cohenour’s received such 
an appointment in October. At one time 150 high school 
seniors visited the store to place orders for class rings. 
Marriages which will ‘eventually culminate among the 
students will find many bridegrooms shopping at 
Cohenour’s because, in buying their class rings they had 
an occasion to observe the handsome appointments of 
the store, the efficiency of the clerks, the quality of the 
merchandise. 

A melange of blonde, graceful, six-foot oak counters, 
fluorescent lighting, a built-in, oak-panelled safe, four 
wall cases, each with individual lighting, and numerous 
other striking appointments combine to create the store 
interior which has incited observers to describe as out- 
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standing on the Oklahoma scene. Air-conditioned, with 
spot lighting over the diamond case, compact offices, a 
dropped ceiling, a total of 44 feet of counter space, a 
convenient Baby Goods Department, is to mention but 
a few of the standout features of the new store. From 
the outside, the store presents a modern look with front 
of black and green structural glass, which converts the 
entire store into one large window display. 

Prices paid for jewelry by residents of Muskogee, have 
been materially increased since the war. Most popular 
price range for watches is up to $100.00, and diamond 
rings priced upwards to $300.00 find a ready market. 

No immediate downward trend in his store’s sales 
graph is anticipated by Bennett Cohenour. Efforts to 
keep his store in the public eye—and ear—received a 
boost when the store owner signed a contract for time 
on a “participating” radio program. With two other 
advertisers, he will sponsor fifteen minutes of dinner 
hour music from 6:30 to 6:45 P. M., at a time when 
listeners are receptive to soothing music and glowing 
descriptions of quality jewelry. 

“It is psychologically attuned to a moment when man 
is in a tranquil, peaceful frame of mind. Following 
a good meal, with his family gathered about him, he is 
most susceptible to our suggestions that he show his 
appreciation for his wife’s cuisine and housekeeping 
talents, her efforts to rear healthy, intelligent children, 
by presenting her with a token of esteem from our store. 
I recommend the spot to other jewelry retailers,” said 
Bennett Cohenour. 


CONFERENCES MARK PROMOTION CAMPAIGN 
(From page 206) 


the highlights. of the proposed promotional program in 
a streamlined presentation illustrated with lanter, 
slides to show graphically the outstanding points, His 
story made a deep impression. 

At the close of his remarks, Mr. Jacobson offered the 
resolution referred to above, which was seconded by 
Samuel Steiner, vice-chairman of the Executive Board 
and unanimously carried. ‘ 

It was also resolved that every retailer should urge 
upon all manufacturers, wholesalers and suppliers from 
whom he buys the necessity for supporting the drive, 
and those in attendance pledged themselves to do so, 

The campaign is definitely off to a good start and i; 
other districts of the country will respond in the same 
manner the funds necessary to put the program into 
actual execution should soon be in hand. 

Meanwhile, the Steering Committee has been at work 
planning and organizing further campaign activities, 
Several new members have been added to the Steering 
Committee in order to provide wider representation of 
all branches of the trade. ‘ These include: Craig Munson, 
vice-president, International Silver Co., representing the 
silverware industry; Leo Weisfield, president of the 
National Association of Credit Jewelers; C. I. Joseph- 
son, president of ANRJA; Phineas T. Peters, chairman 
of the Executive Board of Retail Jewelers’ Associations 
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ew York; Eliot Hirschberg, of Finlay- 
ent credit jewelers in New York City; 

d Hyman Cohen, A. Cohen & Sons, wholesalers. 
ro el on the Steering Committee is Royal B. 
Linthicum, Elgin National Watch Co. to succeed Wil- 

1m Fowlie, formerly of Elgin, who has retired from 
nit business, and has been succeeded by Mr. Lin- 
pac in the Elgin organization. 

To the Advisory Board have been added T homas G. 
McMahon, Thos. J. Dee & Co., metal refiners, Chicago, 
Ill, and Alonzo Jessop, San Diego, Calif., as the rep- 
resentative of the retailers in the West Coast area. 

Budgets have been drawn up and approved covering 
operations for the next three months. These will be 
met out of current funds on hand without drawing upon 
any of the pledges for the new post-war promotion, 
which, as explained in previous reports, are being held 
intact for the purpose of carrying on that drive. 

The amount of these on hand, considering that there 
has been only one announcement mailed to the trade 
and only two local meetings, is highly encouraging. 
Now, if firms who have not responded to the first circular 
letter and have not had an opportunity to attend either 
of the two meetings in New York, will respond equally 
well, the money will soon be in hand to start actual opera- 
tions. The sooner they are started, the better for every- 
one concerned and it is hoped that everyone will come 
through promptly with the recommended subscription 
of one-tenth of one per cent of gross sales volume. 


Gf Greater N 
Straus, promin 


DISPLAYS FOSTER EASTER GIVING 
(From page 208) 


Barnovs, San Diego, Calif., ran an ad “Beautiful gold 
charms. Instead of flowers send a charm for the bracelet 
on her arm, a wee cross or gold bible, or a St. Chris- 
topher medal. Easter flowers quickly wither, but gold 
charms last forever.” A window display carried out the 
same theme, with a large gilded cross bearing a cluster 
of Easter lilies erected on a mound of black velvet, on 
which were scattered a host of the tiny gold charms. 

Kerrs, Compton, Calif., played up baby gifts for 
Easter. In the background of the window was a blow- 
up of baby’s head. In heart-shaped velvet cases were 
a number of plain gold rings. Other similar cases held 
tiny birthstone rings. There were gold chains with heart 
pendants, others with cross pendants, and silver cups at 
$12.50. Since the little ones so soon outgrow the rings 
those featured were popular in price, mostly in the neigh- 
borhood of $5.00. Art cards suggested “For Baby’s 
Easter.” 

Since Easter is essentially a religious festival, F. W. 
Twogood, jeweler, Riverside, Calif., majored in ecclesi- 
astical goods. In the window was a large cross of 
crinkled gold paper to which was fastened a spray of 
orchids. Gilt edge prayer books, rosaries, chains of gold 
with pendant cross, and plaques of the Madonna were 
shown. A large case near the entrance, lined with lav- 
ender silk, held a comprehensive selection of ecclesi- 
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astical gifts. Diamonds for Easter were also byy 
to the attention of the public by their catchy ad—p 
Have and Be-Hold! Diamonds that flame so brilliantiy 
We bring them to you to have and be-hold their cha y 
An Easter gift of lasting loveliness,” 

A wide selection of quality gifts were featured } 
J. A. Ware, jeweler, of San Diego, Calif. The display 
had as a centerpiece a tall silver cross, adorned With 4 
cluster of white flowers, standing on a mound of purple 
velvet. A card in silver frame bore the words “Raster 
Another card, calling attention to their 
diamonds for Easter and as the April birthstone, advised 
that all their diamonds were scientifically graded, Amo 
the items suggested for Easter gifts were service Plates 
of fine china, silver candlesticks, metalized bags, costume 
jewelry, and down in front, prominently displayed, dig. 
mond rings, bracelets, pendants, and other diamonj 
studded jewelry. 

Perrins, jeweler, Riverside, Calif., was another firm 
that featured ecclesiastical gifts. They ran an ad headed 
—‘‘Lenten Jewelry—Beautiful rosary beads and cry. 
fixes in boxes; gold crosses, with full length chain; 
religious protective medal; diamond set gold crosses 
religious miraculous medal with long chain. Their we 
dow showed in the background a small church, with 
stained glass windows, lighted inside, and on a sloping 
floor covered with black velvet were many gold and 
gem studded pieces of religious jewelry. 

Kays, Long Beach, Calif., had a window done in lay. 
ender and white, with a strip card reading—‘Costum 
Jewelry—Twinkling brightly to add a gay note to your 
Easter Outfit.” Costume jewelry in plain gold or se 
with colored stones; and a multitude of charms of gold 
and sterling silver were displayed. One of their ads 
read—The Animal Fair in Sparkling Pins—Twinkling 
brightly to add a gay note to your Easter outfit. Gold 
plated, sterling silver, set with gem colored stones and 
offering an appeal for Easter giving to yourself or 
others.”” Another ad suggested—‘‘Have you seen the 
latest in costume jewelry? If it’s new, stylish and of 
fine quality you'll find it at Kays.” They illustrated 
and described a sterling bar pin, earring ensemble, and 
combination pin and earrings. 


Tt, 


Greetings.” 








JEWELRY SUITED TO PERSONALITY 
(From page 214) 


Another actress recently jewelled is Eleanor Powell. 
She too should wear massive jewelry, but not “hunks,” 
—rather the simple styles, because of her large stature. 
For her was created a pair of diamond, platinum ear 
clips—and a diamond necklace, together with a fluttering 
diamond bowknot clip pin. In this case, it was the 
aim to create an air of charm through having large but 
not overly dramatic or too large pieces. 

Women who have long faces have jewelry presented 
to them which is chunky in appearance in order to mini- 
mize the length of the face. These women usually have 
long hands, with the result that the massive rings add 
to the hand’s attractiveness and do not detract from 
the well groomed look. 

Persons with round features should have jewelry 
which will elongate the features; a very simple presen- 
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Keystone List 


‘on will invariably serve to convince such a person. 
on exotic types with their usual high cheek bones 
counselled to wear the exotic kinds of jewelry, 
oo ally the designs originated during the 16th cen- 
while the dainty petite women’s jewelry is far 
f it is of the lacy, flowery motif, in very 


especi 
tury; aaa 
more effective 1 


light and airy patterns. 
At Tobias’, it is felt it would be a reflection upon 


the establishment if its patrons were to acquire or wear 
jewelry that is not best suited to their individualities. 





REVISED GOLD STAMPING NEEDED 
(From page 218) 


The top figure, 4, would mean 4/10 gold or .400 fine; 
The center figure, 1, would mean 1/10 platinum 
roup metals ; 
The bottom figure, would mean 5/10 silver or .500 fine. 
The top figure would in all cases refer to the gold 
content. 
The second, the platinum group metal content, and 
the bottom, the silver content. 
At a glance anyone could see that the total precious 
metal content is 100 fine or 100 per cent. 
Illustration No. 2—In the case of a gold alloy of 
12 kt. with 5 per cent platinum group metal and 30 
5 
per cent silver, the articles would be stamped © 
3 


The top figure, 5, would be 5/10 gold or .500 fine. 








NG SET OF CLEVERLY BRAIDED DO 
STRANDS OF YELLOW GOLD, SEPARA 
BY SINGLE STRANDS OF WHITE GOL! 


‘GROOM'S—SIZES8TO12.... 
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The second figure © would be 5/100 platinum group 
metals, or .050 fine. 

(The circle around a figure would take the place of 
a decimal point. ) 

The bottom figure, 3, would be 3/10 silver or .300 fine. 

The total precious metal content is .850 fine or 85 
per cent. This method requires only three figures and 
gives the entire picture of the precious metal content. 

A publicity campaign would soon inform all jewelers 
as to the change in the stamping law so they would 
all understand the new marking, and this information 
could easily be conveyed to the public. Small slips could 
be attached to each piece of jewelry sold explaining 
the new stamping regulations. In this manner manufac- 
turers would be encouraged to use the materials best 
suited for their particular requirement from the stand- 
point of hardness, toughness, springiness, resistance to 
wear, ability to take a high polish, tarnish resistance, 
et cetera, and learn to scientifically heat treat these 
complex alloys without having their judgment warped 
by the fallacy of being confined to a mere karat mark. 
Better metals would result in improved articles which 
would be more favorably received by the public and 
would probably command higher prices. 

Individual calling cards, inconspicuously mentioning 
your store’s name, address and telephone number, will 
be welcomed by your employees and are an inexpensive 
but effective method of promoting. Naturally, the more 
cards your employees distribute the better known your 
store will become. 















my 


“DIVINE’’ RINGS 


CHICAGO a, URE. 





Loui 


72 2. AOE ST. 
1907 


STYLIST AND MAKER OF FINE WEDDING RINGS SINCE 


271 

















CROWDS . 
(From page 222) 


opening, both newspaper and radio advertisements stated 
that $650 worth of merchandise would be given away 
at the opening, but that it would be necessary to register 
at the store on the opening day in order to be eligible. 
Advertising emphasized that no merchandise would be 
sold on the opening day—articles of jewelry would be 
on display strictly to be looked-at. As a result, people 
had no fears of being high-pressured into purchases. 

Thrown open for inspection on the opening day, the 
Neiman store was thronged with curious, prize-seeking 
visitors. Each person was given a pair of forms bearing 
duplicate numbers to be filled in; one form to be de- 
posited in a box in the store and the other to be retained 
as evidence. Also, each visitor was reminded that in 
order to win one of the prizes, it would be necessary to 
be present at the drawing at 9:00 p.m. 

During the day, as the crowds streamed in and out of 
the store, a radio announcer would occasionally wander 
about with a microphone interviewing the visitors and, 
now and again, reminding radio listeners that the big 
drawing was scheduled for that evening. Doubtless, 
many persons who had missed the newspaper ads or 
radio commercials heard the opening-day broadcast and, 
learning that it was still not too late to compete for the 
prizes, rushed down to get in under the wire. 

Long before the hour announced for the drawing for 
prizes, the Nieman store was jammed with hopeful con- 
testants and a huge overflow crowd was massed in the 





street, outside. At 9 o’clock the radio announcer 
calling the names of the winners, and a louds began 
hook-up carried his words to the throng outside a 

As usual, the winners were delighted and the 
disappointed. But even the losers had had an opp 
to browse around the new store during the d 
registering for the contest and, as a result, 
become better acquainted with the firm and 
chandise carried. 


€ losers 
ortunity 
aY while 
they had 
the mer. 


Big winner in the contest, of course, was Nieman’ 
Hundreds of new friends had been made for the ts 
and the collected contest forms listing names and -. 
dresses provided excellent material for future direct- 
mail promotion campaigns. 

The scheme, as carried out in Florence Proved so 
satisfactory, in fact, that it was also used for another 
Nieman opening in Sumter, S. C., several weeks later 
What better testimonial to the effectiveness of Using 
crowds to get customers than that? 


A CORRECTION 


Through an unfortunate misunderstanding the charm 
item entitled “Monkey and a Cage” which was pictured 
on page 334, of Jewerers’ Circu.ar-Keysrong fo; 
January was credited to Elzac, a large California 
house manufacturing an extensive line of charms, 

Actually, this particular design was created by and 
is sold by California Jewelsmiths to whom it should 
have been credited. 
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Waterman’ 
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d TRIM new model with 
r SLEEK . bs conventional 14K_ gold 
yin looks, in feel, : ; mai? 
a : io wikis weak ‘The point, flexible or rigid. 
i _ Price of The Courtleigh 
Commando (extreme left) , ; ; 
d , (right) is $13.50 retail 
i can take it, and give you 
, ; plus tax. 
super-service, too. Priced 
: nl at $5.00 retail. Keystone List $16.20 
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SENTIMENT IS THE BYWORD 
) (From page 226) 


Listener reaction is extremely strong for the show: 
an average of 700 to 1000 letters per week are wh 
mitted by would-be ring winners. Entries from the 
ladies are more numerous than those from male listeners 
but there are enough men writing in to convince Tappin’s 
that there are plenty of New Jersey males who wouldn’t 
mind winning a $200 ring or, for that matter, being a 
guest at the Mosque. 

Practically right off the bat the program succeeded 
in its aim of securing institutional regard for Tappin’s, 
The winner of the second weekly contest, Miss Ruth 
Possert, turned out to be an employee of the Prudential 
Life Insurance Co., which has its home offices in Ney- 
ark. The editor of the Prudential house organ “Home 
Office News” seized on the incident and wrote it up 
for a forthcoming issue, Needless to say, Tappin’s pres- 
tige will not suffer by such treatment. 

Although the program’s intent is to establish Tappin’s 
as a center for diamonds, the firm takes advantage of 
the hundreds of letters submitted each week by re. 








assuring the losing contestants with a “better luck 

next time” letter along with a courtesy card. The re- 

ee’ 4 verse side of the card features information concerning 
on. Setar eet sell birthstones and anniversary tokens. 

Successive stages of cuts A window display, tied-in with the radio program, 


shows photographs of the previous week’s winner being 
awarded her ring and, of course, the ring itself. Mounted 
on a lucite base attached to the window itself with 
ome synthetic ruby offers uique advan- suction cups, the ring is compared with another, con- 
tages to the gem cutter. Carefully con- taining a diamond of the same size in a less imposing 
mounting. The conclusion to be reached by the window- 
gazer is obvious: the featured mounting is superior. 
The idea for the radio show was conceived by Dan 
ardize cutting procedures. Brilliant red Prosnit, an advertising man promoting the ring mount- 
color and high, lasting polish make the ings which the contest features. Actual production of 
the show is carried out by Paul Brenner, the announcer, 
with assistance from a representative of the ring com- 
pany and J. Jellinek, Tappin’s sales promotion manager. 


trolled conditions of boule and rod growth 


make it possible for the lapidary to stand- 


synthetic ruby an excellent gem stone. 


This synthetic gem material, which has 





the same chemical and physical properties 


as natural ruby, is available in half-boules STRESSING VALUE MAKES THE DIFFERENCE 
weighing up to 150 carats and in rods, 0.065 (From page 228) 

R to 0.125 in. diameter. Half-boules and rods worth many times as much. It is only this high-grade 
of LINDE synthetic white sapphire are also type of jewelry that Mr. Walter will feature in his 
available. store. 


As Mr. Walter says, “Imitation jewelry, the only 
purpose of which is ornamentation, has no place with 
us. Although the sale price of such items may be only 
a fraction of the cost of the merchandise we handle, 
we do not carry it because we do not feel that it gives 
real value. To me, jewelry means a great deal more 
than merely something to add a touch of brightness to 
a costume. If that is all a customer wants, glass imita- 


DE AIR Propucts COMPANY tions will do as well at a fraction of the cost of the 


of Union Carbide and Carbon Corporation real thing, but we do not handle them because the 
eS ice oe value is not there. 


Consistent with this policy, the Walter Jewelry Com- 
pany specializes only in merchandise of highest quality 
ee —precious gems and metals, and established brands of 
‘The word “Linde” is a trade-mark of The Linde Air Products Company watches and silver. It is Mr. Walter’s opinion that mer- 

oe a i chandise of this class is sold to a large degree on con- 


More information on LINDE synthetic ruby 


and sapphire will be sent on request. 













| 30 East 42nd Street, New York 17, N. Y. 
__ Offices in Other Principal Cities 
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e based on the conviction that full value will be 


fidenc d. His success is outstanding proof that the 


receive 
theory is sound. 
SPECIAL SERVICES OFFERED 

As a further development of the principle of giving 
every customer fullest value possible, the Walter 
Jewelry Company has established some special services 
that play no small part in increasing sales and building 
ty if a customer desires a certain type of 
‘ewelry that is not displayed or in stock, Mr. Walter 
will obtain it for him on special order. Up to this point, 
the procedure is quite common. Placing special orders 
is an accepted practice with most merchants. But Mr. 
Walter goes further. He orders special merchandise 
for customers on approval. Possibly such a practice 
might be considered risky, but he has not found it so. 
With reference to this, he says, “It has been my ex- 
perience that ordering merchandise for my customers 
is an excellent sales device, and that is particularly 
effective when the items are presented on an “on ap- 
proval” basis. 

He also believes in taking a personal interest in his 
customers, and in their wishes in jewelry merchandise. 


At the Walter Jewelry Company a customer is more 


than merely a sales prospect. Every effort is made to 
make him a friend. Courtesy and friendliness keynote 
the atmosphere of the store. “The customer is always 
right,” is the determining factor in every difference of 


opinion. 


An essential service offered by virtually every jewelry 
store is a repair department. However, skilled watch- 
makers and highly trained experts are scarce today. 
Nonetheless, here too Mr. Walter insists on a policy 
of quality and genuine value first. 

As he says, “Today, there can be no such thing a3 
high class work at a low price. Cheap prices mean 
cheap work. I would be ashamed to give my customers 
anything but the best. Our prices for repairs are not 
cheap but they’re fair, and everyone that trades with 
us gets full value.” 


REPAIR DEPARTMENT KEPT BUSY 


That his principle is sound is born out by the fact 
that his repair department is crowded, with work. On 
watches, a month to six weeks is the best service he 
can offer. Therefore, although repair work at Walter 
Jewelry Company is neither low priced nor sloppily fast, 
it is always good and consistent with the firm’s reputation 
for dependable quality. Such a department contributes 
in no small measure to a jewelry store’s success since 
a customer is first attracted to the store by its repair 
service. 

Mr. Walter sums up the policy that has been so suc- 
cessfully applied when he says, “In war or peace, dur- 
ing good times and bad, we always strive to offer the finest 
quality merchandise obtainable and give every customer 
full value at all times. I am sure that adherence to this 
principle is a certain guarantee of success.” 
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BU\/ES 
BU/\ES 


SUBSTANTIAL QUANTITIES 


FOR PROMPT DELIVERY 


Beautiful, hinged boxes for necklaces and 
pearls with luxurious, satin-cushioned, re- 
movable tray. Specially priced at 12%¢ 
each in large quantities. Also a variety of 
other boxes for pin and earring sets, watches, 
and our exclusive pearl utility box (an 
exquisite jewel box with a removable pearl 
tray). Cardboard, wood or plastic. . . . 
Covered with plasticized leatherette paper, 
velvet, Karatol, etc. 


Ranging in price up to $2.00 each. 


BUY DIRECT FROM OUR FACTORIES 


Inquiries Invited 


IRA HARMON 


489 - 5th Ave. New York 17 


Tel. MUrrayhill 2-2492 


















JEWELER "HEP" TO 'TEEN-AGERS 
(From page 232) 





Montgomery & Taylor and make their purchases ther 

According to Arnold Montgomery, one of the og 
tors: “We handle radios, records and a ful] line of 
recording machines. And the ‘rumpus’ headquarter, 
has become very popular and brings a great deal of 
traffic into the store. I believe it conservative to Say 
that this room has boosted record sales at least 30 per 
cent. To say nothing of jewelry sales which have leaped 
also. j 

Montgomery & Taylor are justly proud of their 
teen-age meeting place, too. And they don’t mind giving 
it a bit of publicity. In connection with an invitation 
to attend a big Ozark jubilee celebration in mid-May, 
they conclude: ‘“‘What’s more, if you’re interested, we'll 
introduce you to some mighty pretty girls from down 
this way. Believe us, we’ve got ’em.” 

Ya dig me, Jackson? 


GEM OF THE MONTH 
(From page 230) 


versatile gem; the more recent prominent acquisitions 
mentioned above, but serving as further proof of the 
popularity of the stone. 

According to legend, aquamarines are the special 
talisman of ocean travelers, assuring a successful voyage 
and a safe return. They are also credited with having 
the property to renew married love (a nice tie-up for 
that anniversary gift), develops forebearance, furthers 
litigation and cures laziness. 

The following summary in question and answer form 
gives pertinent information to help you in disseminating 
knowledge on this popular stone: 


What is aquamarine P 

A natural mined water-blue stone. 

What does “Aquamarine” meanP 

Aqua—Water; Mare—Sea. 

Why was the stone so named P 

Because it becomes invisible in sea water. 

For whom is it the special talismanP 

For ocean travelers, to assure a safe and successful 
voyage 

Is there a synthetic aquamarine? 

No. 

What is erroneously called “synthetic aquama- 
rine” P 

Usually synthetic spinel of aquarmarine color. 

Where are aquamarines mined P 

In many countries but the finest specimens come from 
Brazil. 

How do aquamarines look when found? 

They occur in the shape of hexagonal cylindrical 
crystals firmly imbedded in rock and also sonfetimes 
as pebbles in sand. 

What rare element does aquamarine contain? 

Beryllium. 

What is aquamarine mineralogically? 

It is of the beryl family—of the blue or greenish blue 
variety. 

What beryl is most highly prized? 
The emerald which is a deep green beryl. 
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.. JUST A FEW OF 
THE PUBLICATIONS 
THAT GARRY THE 
ADVERTISING OF 


“Trial. by Nat 


$50 


plus 20% Fed. tax 


TRIO-ETTE triple compacts have won a 


phenomenal consumer acceptance from coast 
to coast. Now, with vastly increased na- 
tional advertising in every available 
national magazine, as well as 
smashing rotogravure advertising in 
key cities, TRIO-ETTE will boost 
your sales and profits for 1946. This 
exclusive compact combines powder, 
rouge and lipstick in a charming 
hand-mirror style made of moulded 
Tenite in ivory, ebony and mock tor- 
toise. Be prepared to cash in on 

the ever-increasing tempo of TRIO-ETTE 
demand . . . contact us at once for prices 


and details! To retail at 


7 | 
HOUSE OF ae 
DETROIT 5, MICHIGAN 
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Production well under way on 


the new CAMFIELD 


Camfield Automatic Toaster—the 
pace-setting toaster that will soon 
take a prominent place on dealers’ 
counters all over America. 


Get set with the right ‘toaster— 


own brand—the New Camfield. 
The completely new toaster built 
by a team of “know how” men 
long individually successful in the 
toaster and small appliance field. 


Go ahead in ‘46 with a new, more 
profitable brand of toaster, backed 
by strong merchandising helps, 

g, promotion and advertising 

in national magazines and trade 
publications. 


with CAMFIELD 





Automatic Toaster and its exclusive 
“Equa-Therm”* you'll be han- 
dling a fast number. Don't be left 

at the barrier of customer-demands. 
See it—and sell it. When your 
customers see the New Camfield, 
they'll want no other! 





*EQUA-THERM, Camtfield’s exclusive guard against current 
drag, overload or fluctuations. Provides constant, 

“toast-right" heat right from the start for uniformity of brown- 
ness, slice after slice, day after day. 


CAMFIELD MANUFACTURING COMPANY * GRAND HAVEN, MICH. 
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On your mark for the New 


one that will sell, and sell more of its 












Are “gem” emeralds flawless? 

No, perfect emeralds are extremely rare, 

Is this true of aquamarines P 

Liquid or hollow tubes in fine aquamarines , 
uncommon but many are cut without flaws, 

What is pink beryl! called? 

Named after J. P. Morgan, it is called Morganite 

What other colors of beryl are known? _ 

Colorless as well as various shades of yellow and 
green. 

Is the top view of aquamarine the same 
the side viewP 

No. the side view is usually a greener blue, 

Are aquamarines very hard? 

Yes, their hardness of 714 to 8 is exceeded only by 
Catseye, sapphire, ruby and diamond. a 

How heavy are aquamarines P 

They are about one-fifth lighter than diamonds. 

How do aquamarines resist wear P 

They are very durable and have good wearing qual- 
ities. 


Te Not 


Color gg 


The physical properties of aquamarine are as follows: 


SIN, Siecrecs iene neuen Beryllium Aluminum Silicats 
eS rl 
RN etna SG aitndn arian a usa awekneeee Blue, or Greenish Blue 
CET ee eT ee Hexagon 
IED” i icoo 5% Actibenas ciaic ewan iam inne iweeN 2.6-2.7 
NN kk bi ind Wi Weed ie wena 5 oes Ree ena Hh 
SMMIRNERIERE, 0S hrc ta a arcnny icteatyenisa rome 1.57-1.58 


LITTLE KNOWN GEM STONES 
(From page 234) 


One of these, perhaps the most important and at the 
same time one to which little attention is paid, is spinel. 
Even when one sees nice spinels they are often grouped 
in garish settings and offered more as costume jewelry 
than as fine solitaires. 

An excellent case in point is the notorious case of the 
red spinel, known as the Black Prince’s Ruby. Ever 
since it was identified as being a spinel, rather than a 
ruby, this well-known British crown jewel has" been 
deprecated as “only a spinel.” But if some of those who 
so casually remark about that gem, so valuable in its 
historical associations, were to try to duplicate it on 
today’s market, they would find it little easier than to 
get a real ruby of comparable quality. Even without 
a history, it would still be a unique gem. 

The value of spinel has long suffered because of its 
occurrence with the corundum gems in Ceylon, and be- 
cause the mineral has the same hues, but unfortunately 
is not quite such attractive shades, as their more ex- 
pensive companions. The most desired are the ruby- 
red stones, but their color is usually a little yellower 
than that of the true ruby. There is no end to the 
colors in which spinel may come, but its blues are steelier 
than sapphire, its greens and its violets too dark. Spinel 
is not far from corundum in composition, a little mag- 
nesium oxide substituting for the alumina makes the 
difference between hexagonal corundum with its hard- 
ness of 9 and octahedral spinel with its hardness of 8. 
Nevertheless, it is a sturdy stone without a prominent 
cleavage and far less brittle than many hard stones, 80 
it is eminently suited to ring use. Pure spinel is white, 
but in nature it is never found in this state, even in 
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Silver Arrow, the ney trade- 





Oto. 


marked line of sterlin® silver 


Indian-inspired jewelry is being 





introduced in a national adver- 





tising campaign, to be ced 


in important fashion magazines. 





B. ready with your Silver Arr 
department when this advertisi 
breaks. You can retail Silver Arro 
—with full mark-on, at $1.00 up| 
giving a market with the broadest 
possible base. And the customer 
who starts out with one Silver 
Arrow bracelet keeps coming back 
until you’ve sold her six or seven, 


or maybe ten. Look around you! 
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mineral collections. Synthetic spinel, when uncon- largest known, over six inches on an edge, are found le 


taminated, is colorless, and many gems of this material northern New Jersey. Unfortunately, the locality from 
have been sold. More often, however, it is colored with which these came was kept a secret by the discovere, 
an impurity, but the colors usually given to the syn- and none like them have been found since his death 
thetics are not the same as those of natural spinel. Since they are black and opaque, the occurrence is only 

, of academic interest, in any case, as far as the jeweler 
CRYSTALS OFTEN FORM "TWINS" is concerned. 


. ‘ ‘ , In general, one carat crystals are common, u 
Spinel occurs almost invariably in octahedra, and 8 . y » UP to four 


often is intergrown with another crystal, or, so to speak, 
with its other half in such a way as to make it triangular 
in outline. This intergrowth is, in effect, a 180° rota- 
tion of one-half of the crystal around an axis runninz 
in from the triangular face to the octahedron. This is 
known as twinning, and because of its prevalence in 
this mineral it is called spinel twinning. The same 
phenomenon is not infrequent in diamonds, the tri- 
angular crystals known as “macles” are spinel twins. 
The geologic occurrence of spinel is identical with 
corundum, the only important difference appears to 
have been in the composition of the solutions in which Left—Simple octahedron form of spinel. Right—The "twinnal” 
it was growing, where an excess of magnesia made octahedron form resulting from union of two simple crystals, 


spinel substitute for corundum. The well-known peg- 





matite dikes and metamorphosed impure limestones are carats not infrequent, but stones over ten carats in 
the homes of both. Hence it is not surprising that the weight are very rare. 

two should be found together and that the impurities of Spinel has a refractive index of about 1.72 and a 
one should be found in the other. The important locali- gravity of about 3.6. These two figures, considered 
ties of ruby—Ceylon, Burma and Siam—are sources of with its lack of double refraction, suffice for the identifics- 
spinel. Ordinary spinel is found in many rocks and tion. However, the refractive index increases with an 
sometimes comes in tremendous crystals. Some of the increasing percentage of alumina, and the synthesizers 
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.... by KREUTER... watch straps created with 
old world regard for fine detail! Specific orders 
taken for leather, width, buckle-type. All 
buckles made with push-pin bars. 


JACK KRREUTER COMPANY 


Every KREUTER custom-strap 516 Fifth Avenue, New York 18, N. Y. 
bears this trademark on its pigskin 

lining, and is imprinted with CHOICE OF WIDTHS: 

the name of the leather used. s/o” 7/16” 1/2” 9/16” s/e” 1/16” 3/4!” 

























FROG -+- ENGLISH PIG + ALLIGATOR + MOROCAIN + LIZARD + DOMESTIC PIG + CALF 
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CERTIFIED 


in accordance 
with Test 
Requirements of 


Specifications of 


Fleur-O-Lier Manufacturers 


ELECTRICAL TESTING 


ATORIES, — 


Certifying ager 























Look for this label 







Make sure that your lighting 
plan will give you the selling 
power and atmosphere you want. 
Consult your local electric service 
company for good advice. 


Take time to get quality light- 
ing fixtures . . . the kind that 
will give you lasting satisfaction — 








Because this iabel means lighting fixtures that are: 


1. Built to definite specifications . . . to pro- 
vide the best in lighting and lamp perform- 
ance, together with dependable service. 


2. Tested and Certified by Electrical Testing 
Laboratories, Inc. Fixtures are rigidly checked 
by ETL to make sure they meet Fleur-O-Lier 
specifications, before they are certified. And 


periodically, random samples are rechecked. 


3. Equipped with Certified Ballasts and 
Starters. This means better lamp perform- 
ance, as leading tube makers recognize. 


4. Benefited by the latest developments in 
fluorescent . . . since Fleur-O-Lier’s testing 
and research service brings you the accumu- 
lated knowledge of the finest technicians 
in fluorescent lighting. 


and be sure of He Bet! 














And in addition this label lets you choose from a wide variety of fluorescent 


fixtures, to select the style that fits your needs... and be sure about quality! 


So when you modernize, be sure of the best in fluorescent fixtures ... look for the 
Fleur-O-Lier label. Fleur-O-Lier Manufacturers, 2116 Keith Bldg., Cleveland 15, Ohio. 


FLEUR :-O-LIER 4-2. 


CERTIFIED FIXTURES FOR FLUORESCENT LIGHTING 


Participation in the FLEUR-O-LIER MANUFACTURERS’ program is open to any manufacturer who complies with FLEUR-O-LIER requirements 
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have found that they get best results with a high alumina 
spinel, so the synthetic stone will usually have an index 
around 1.73. An additional characteristic of the syn- 
thetic is an anomalous double refraction from internal 
strains, which came when the boule was forming, sv 
the jeweler should watch for these signs when testing 
a stone. The higher refractive index and this bire- 
fringence may sometimes be misleading; in that case 
the dichroscope is helpful, for the stones show no dichro- 
ism, despite the apparent double refraction. 

Another characteristic of synthetic spinel is the unnat- 
ural color given to the stone. They are usually made 
in the lighter tints, and sometimes sold under misleading 
names. Pale blues and whites are called synthetic aqua- 
marine and synthetic zircon. A fine imitation alexan- 
drite is made of spinel; it shows a good daylight green 
and a fair color change, better than that of the imitation 
made from synthetic corundum, but the lack of dichroism 
quickly reveals this substitute. 

The American synthetic spinel is white or sapphirz 
blue. American manufacturers found, as did the Euro- 
peans before them, that cobalt coloration of corundum 
failed to produce a good blue sapphire reproduction, but 
that it was successful in spinel. Consequently, all blue 
American synthetic sapphire imitations today is in real- 
ity spinel. It is highly questionable if the name syn- 
thetic sapphire should be applied to this stone; probably 
it should not, since corundum is harder than spinel the 
latter might be considered a less desirable material. 

The only famous large spinels upon which statistics 





are available are the tuby red ones. The British crews 
has several of these, in addition to the afore mentioned 
Black Prince’s Ruby, which is a roughly shaped and 
polished (but not facetted) stone about two inches in 
length. Then there is the Timur ruby. This stone is 
also known as the Khiraj-i-Alam or Tribute of the 
World, and is said to have been famous all over the 
East for 600 years. It is one of the largest red gem 
spinels in existence, weighing 361-carats and was pre- 
sented to Queen Victoria in 1851 with three smaller but 
similar stones, weighing 96; 74-and 35-carats, G. F. 
Herbert-Smith gives a fascinating account of its history 
and travels in ‘““Gemstones.” 7 


In the U.S.S.R.’s Diamond Treasure there is said 
to be a 400-carat red spinel gem which once belonged 
to Catherine II. The Louvre had before the war, and 
let us hope still has, a 105-carat stone which was once 
one of the jewels of the French crown. 


Tavernier in his “Travels in India” pictures three 
large flawless red spinels of irregular shape which he 
obtained in 1665 and sold to the King of France. Each 
would weigh over 200-carats, but their shape is irregular 
and the original crystal form seems to have been worn 
away. 


Large spinels are unquestionably far commoner than 
large fine rubies, as this list shows. Nevertheless, most 
of the spinel gems in the market are of modest dimen- 
sions. Stones up to about 5 carats are not hard to get 
and many of them are most attractive. 
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Fastest selling wrist band in America ORDER NOW! i : 


Instant Appeal r 


Here’s the Secret—Adjustable Sliding Clip— 
Instant Fitting—No bending or filing. Ta aera 
Customers demand C. W. Hickok Watch Bands. 


The C. W. Hickok tempered DURAL... Wrist Watch Band is 
precision made for the Jewelry trade, scientifically designed to 
hold any wrist watch securely in place. 


Tempered-Dural instantly takes on the body temperature of your 
wrist, is non-magnetic and not cold like steel. 


The C. W. Hickok watch band retains its shape and tension without y t 
re-adjustment. A resilient metal that will give years of service. € y 


Comfortable and Practical, nothing to get out of order. Has / 
adjustable clips to fit any wrist watch. Each band packed in 
a beautiful display box with complete instructions and guarantee. 


No Other METAL WRIST BAND has these DISTINCTIVE FEATURES. 


Distributed exclusively through the wholesale trade. Order from ; ‘Ga 
your Jobber. ole Sale ge 


DISTRIBUTED EXCLUSIVELY THROUGH THE WHOLESALE TRADE 


ORDER FROM YOUR JOBBER 
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ray MOTE of Beauty ioigucivagiees 
‘My Display Problem |,, 
in Rhinestones | 








by VIRGINIA DIXON 


26 » _ Readers’ questions about window and inside-s i 

bh U A | mane r will be answered in this department each month tr tae way 
ginia Dixon, one of America’s topnotch display experts sie 

talents have been brought to a focus on the jewelry field, 

Miss Dixon is already well known to JC-K readers gy the 


author of many stand-out articles on jewelry store display 


N our new store, we are planning on using showcases 
and wall cases of blond wood. We will need built-in 
displays for showcases for diamond and birthstone rings, 
watches and costume jewelry. Can you advise what 
firms can best supply such fixtures? Also, what color 

covering would you suggest for these units? 
We would also like something clever for individya] 
velvet and wood stands for the diamond display in the 

| window and some flat velvet pads.—M. S. C. 





Answer—The color for the fittings in your show. 
| cases should be planned as part of the color scheme 
| for your whole store interior—walls, floor covering, 
| upholstery, and so forth, so that it is not too practical 
| to suggest a specific color without knowing more about 
_ the general scheme. However, a dark green would con- 
| trast particularly well with the blond wood and it also 

is a good background color for jewelry. A deep royal 

| blue would be rich looking also. 
_ Black is always safe and smart. Champagne color 
could be used, but it soils quickly and does not offer 
| much contrast with the woodwork. Would be good in 

| combination with black. 

| Wolfsheim and Sachs, 20 West 47th Street, New 
| York 19, N. Y.; Edwin Freed, 1233 Avenue of the 
| Americas, New York 19, N. Y., Morel Manufacturing 
Company, 38 West 32nd Street, New York 1, N. Y., 
MOONSTONE 2 and Buffalo Jewelry Case Company, 327 Broadway, 
rN ID) os | Buffalo 4, N. Y., all have complete lines of such fixtures, 
RHINESTONE | These firms also carry a variety of individual jewelry 

stands and velvet covered pads. 








UR present window backgrounds are very fine dark 

Selected from the complete line of sparkling woodwork, but they have been in for many years 

Kramer creations . . . all jewel-set in sterling silver. | and we are considering using a dark blue velvet curtain 

Pins, earrings, chokers, bracelets and duette clips : . 

of tore distinction on display at our showrooms | over the woodwork to match the trim on our window 
elevations. Do you think this is preferable to the 

woodwork?—J. R. 

Answer—Heavy woodwork backgrounds, partic 
ularly dark woods, are becoming definitely out-moded 
and should be replaced or recovered for a more modern 
"appearance. The velvet curtain to match your window 
| elevations would be nice for fall and winter, but seems 
| rather heavy and formal looking for the coming spring 
| and summer months. It would be much more attractive 
for summer to have a curtain of some lighter weight and 
color fabric such as ribbed bengaline, one of the novelty 
weaves in rayon or celanese or a solid color, nicely tex- 
tured, drapery material. The elevations should, of 
course, be covered to match. 

The velvet curtain and elevations could then be used 
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Today's Ovistanding: 
Watch Bracelet VALUE! 











Here is the Expansion Bracelet that is leading the sales 
parade wherever shown! The ADMIRAL is styled to please — ~ 
the most discriminating taste —quality-made by master-crafts- ae 
men to complement the finest watch — priced for volume sales. 
Handsome, comfortable, durable, the ADMIRAL sells fast and * 
stays sold . . . makes quick profits and firm friends for you. at 


MFG WATCH BAND COMPANY 
98 CANAL STREET, NEW YORK CITY 


a 12K Stainiess Steel Back 


“ADMIRAL BRACELETS — WHAT THE BEST DRESSED WATCHES WILL WEAR 
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to give you a very desirable complete change for fall 
and winter. 


SHOPPING NOTES 


EWELRY merchandise being on the whole pretty 

substantial stuff, the problem of merchandise fading 
in the window does not harass the jeweler as it does 
the yard goods and dress shops, but old man Sun does 
get plenty of licks in on the fabric covered display back- 
grounds and props generally used in jewelry store win- 
dows. With the old fellow keeping longer hours in the 
coming months, it might be a good idea to check on the 
transparent sun shades which other stores find extremely 
“fade-saving.” Made of transparent acetate sheets, 
they stop the penetrating actinic rays (the ones that do 
the damage, they tell me), but allow the prospective 
_ passing customer a clear view of the display and the 
merchandise. A window muffled in awning and canvas 
strips is not at its selling best! They are made by the 
Transparent Shade Company, 501 North Figueroa 
Street, Los Angeles 12, California, and in the East by 
the Sun Shade Company, 781 Chancellor Avenue, Irv- 
ington 11, N. J. 

With most lumber items continuing very short in 
supply, those shops which make many of their own 
display props and fixtures will be glad to know of a 
source for buying small quantities of plywood, other 
wood panels, dowels, molding and so forth. Carmen- 
Bronson Company, 165 East Third Street, Mount Ver- 
non, N. Y., distribute a considerable variety of plywood, 





wood and also plastic materials in both retail and whole. 
sale quantities. Their latest catalog lists such hard to 
find materials as birch, maple, fir and gum plywoods in 
various size panels and thicknesses; solid balsa Wood 
sheets and blocks (that incredibly light weight wood that 
cuts like cheese!) ; various sizes of solid wood blocks— 
mostly small—weldwood discs—and in the plastic sec. 
tion—clear, and something new—colored plexiglas 
sheets, plexiglas and lucite rods and tubes. Much of 
this sort of material can be utilized in displays with 
very little fancy carpenter work necessary. 


SOUTH AFRICA CUTTERS STRIKE TO NO AVAIL 


Diamond cutters in the Union of South Africa who, 
like those in New York, decided recently to strike fo, 
higher wages, found their effort frowned upon by the 
Government and wound up with no increase, according 
to a letter received from a correspondent in South 
Africa. 

After the strike had been called, the master cutters 
agreed to increase wages by 33 per cent for a trial per- 
iod of six weeks when the subject would be re-opened 
for discussion, but the Government of the Union of 
South Africa stepped in and forbade the wage raise. 

Workmen, therefore, are still having to receive the 
same wage as formerly. However, our correspondent 
goes on to say that the workmen are deeply dissatisfied 
over the situation, and that it will not be surprising if 
another strike is attempted in the near future. 





We here present 
some striking 
pieces from our large collec- 
tion of genuine antique jewel- 
ry— imported from the capitals 
of Europe to meet renewed 
fashion interest in jewels of the 
past. You will find it worth- 
while to call on us for both 
antique and contemporary 
masterpieces of the jewelers’ 

aelia 
We are always in the 


market for fine an 
tique and modern 


jewelry and complete 
QAVUCNCE 400 MADISON AVE. ee 


THE GOLD AND SILVER SHOP, inc 


NEW YORK CITY 
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DON'T GIVE AWAY YOUR SHIRT! 


(From page 236) 


efficiency in selling and more courteous salespeople. Few 
of those polled resented the fact that little services and 
conveniences had been withdrawn because of wartime 
regulations. But all of them were resentful of the atti- 
tude displayed by inefficient, independent wartime em- 


ployees who failed to give satisfactory attention. 


Other surveys throughout the retail field indicate that 
services will be restored very slowly, when at all. And 
in many cases the frills will be trimmed away. Serious 
consideration is being given to the idea of offering small 
services on a “small fee” basis. Why not? The services 
cost something and it is only fair that those who take 
advantage of them should pay the cost. 


Some services formerly offered by jewelers can very 
easily be adapted to the “‘small fee” idea, particularly 
when they are the sort which are directly connected with 
actual merchandising. Such additional items as silver- 
ware engraving, special gift wrapping, and the like, will 
be paid for willingly by the customer because they 
haven’t been offered during the war years. However, 
strictly “come-on” offers such as “free cleaning and 
testing for a year” for watches are certainly uncalled 
tor since the service offered, in most cases, is not of any 
particular value to the customer until some time after it 
has actually expired. 





For casting, for rolling, for drawing, 
Nias ALL PURPOSE ALLOYS make 
jewelry of radiant beauty and color. 
Niath ALL PURPOSE ALLOYS malle- 
able and havea high tensile strength. 


Sold in all colors and 
bsalobatehdo les asba-lo Mb de) aed I Me oh cot ay 
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There is, of course, the fear that competition will 
cause the re-emergence of non-essential, “free services.” 
And the answer to that lies in mutual cooperation among 
jewelers in preventing “throat-cutting” tactics. It may 
sound like wishful thinking to recommend that jewelers 
“get together” on such a matter, but the war has taught 
cooperation in other endeavors, why not among jewelers, 
too? 

Free services tend either to raise prices or cut profits 
for the jeweler. And neither alternative is sound bus- 
iness practice. Higher prices, naturally, lead customers 
to competing merchants. And giving away profits would 
be much more spectacular if a “free money” day were 
announced and customers lined up and were paid off 
periodically in legal tender. It all amounts to the same 
thing if services offered unnecessarily are just a “frill 
of your store’s operation.” 

Don't give away your shirt. You may need it later on. 


MISLEADING JEWELRY ADS SCARCE IN 1945 


The Federal Trade Commission had few occasions to 
pounce on representatives of the jewelry trade in the 
fiscal year 1945. Cases of false or misleading advertis- 
ing in the trade were so few and far between that they 
are not even mentioned as such in the Commission’s an- 
nual report, released January 11. Instead, jewelry 
violations of the Federal Trade Commission Act were 
lumped among “other items’ which comprised a mere 
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ANOTHER WINNER! 


The latest in a series of 10K and 14K Gold 
rings for Ladies and Gentlemen—Set with 
Synthetic or Genuine Stones and Onyx 


also 
BRIDAL SETS... BABY SETS 
EARRING MOUNTINGS 
MEN’S MOUNTINGS 


JOBBERS ONLY 


Always Ready to Serve 


KEYSTONE 


Jewelry and Mfg. Co. 
101 Maiden Lane New York 7, N. Y. 


Designers Manufacturers 








Fine Old English Soup Tureen 
London 1803 by William Fountain 
Bearing the Royal Arms of King George III 


One of America’s Largest Collections of 
OLD ENGLISH SILVER VICTORIAN PLATE 
SHEFFIELD PLATE ESTATE SILVER 

Frequent Shipments from Abroad 


is} 
Bond Street Shops, an 


AFFILIATED WITH 


S. WYLER, INC. 


713 Madison Avenue ‘ 
New York 21, N. Y. 11 Norris Street 
REgent 4-3560 London S.W. 1 








ANNOUNCING THE ADDITION OF THE 


“MeGuntoek Etectrie CLoek LINE” 


To Our Already Well Established Clock 
Department. 


THE WALLENSTEIN-MAYER COMPANY 


31-39 East Fourth Street, CINCINNATI 2, OHIO 


DISTRIBUTORS FOR 
DIVISION OF GENERAL TIME 
INSTRUMENTS CORPORATION 
SETH THOMAS CLOCKS 
WESTCLOX 
THE UNITED STATES 
TIME CORPORATION 
INGERSOLL 
WATERBURY 
THE E. INGRAHAM COMPANY 
O. B. MeCLINTOCK COMPANY 


WHOLESALE JEWELRY, DIAMONDS, WATCHES, 
SILVERWARE, ETC. 


Write for Catalog 








SPOT CASH vate 
STORE INTACT 


SELL us your business . . . realize 
every cent it is worth. We are ex- 
panding and will pay a fair and just 
price for additional outlets. 66 years 
of reliability backs this firmly estab- 
lished Jewelry organization, oper- 
ating stores in various states. Firms 
purchased (names on request) will 
attest to our satisfactory dealings. 
Ask your bank for reference. 


WRITE, WIRE OR PHONE MA 3-2987 
Ask for Mr. Busch or Mr. Sargent 


& BUS¢HESONS %, 


far ~) 
S A mr) 
Y Gst. 1880 y 


MAIN OFFICE 


875 Broad St., Newark, N. J. 
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eyed FTC readers. 


Becaus 
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devices, 
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ments would be included in the latter category. 


In cases where advertising was deemed false or mis- 
leading, and the circumstances warranted, advertisers 
were extended the privilege of executing stipulations to 
cease and desist from the use of the practices involved. 
Sixty-six such stipulations were accepted by the Com- 


mission during the year. 


GROWING DEMAND FOR WHITE METALS FOR RINGS 


Increased use of the white precious metals, platinum 
and palladium, for making rings, especially ‘engagement 
and wedding bands, is noted in a review of the_latest 
collections being offered by manufacturers here. 


Platinum rings in the nationally distributed Art- 
Carved series of J. R. Wood and Sons are in popular 


SUNBURSTS 


The Jewelry Hit of the Year 


AS ADVERTISED IN HARPER’S BAZAAR 


Alpha Craft does it again . . . here 
is the most wanted style of the season 
brought to you in time for Easter 


selling... wire your order NOW ... 


Prompt Delivery 


No. 9140/106S. Sunburst pin, 
chain and matching earrings. 
Gold plate on sterling, your cost 
$10 complete set. 


ALPHA-CRAFT C0. 


303 Fifth Avenue, New York 16 
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er cent of all advertising checked by the eagle- 


e of the war, the FTC’s attention was directed 
lly toward false advertising of food, drugs, 
cosmetics and rationed commodities. Some 301,- 
000 newspaper, magazine and cther periodical adver- 
s were studied along with 562,000 commercial 
radio scripts. An analysis of questionable advertise- 
ments disclosed that they pertained to 1114 commodi- 
ties in tht following proportions: food (human) 3.9 per 
cent; food (animal) 1.9 per cent; drugs, 67.9 per cent; 
cosmetics, 18.6 per cent; devices 2.1 per cent, and other 
products, 5.6 per cent. Questionable jewelry advertise- 


demand, and this year this company has many new de- 


signs in this precious white metal. 


David Sarkin, president of David Sarkin, Inc., who 
serves the entire country with a wide variety of rings, 
observes a “solid demand” for platinum. He says orders 
are mounting for “white bridal ring sets” and he will 
soon offer a new wide wedding band in precious pal- 
ladium set with genuine sapphires. O. M. Rosen is an- 
other supplier of wedding rings who is also using pal- 
ladium effectively. He favors wide, intyicately carved, 
colored bands, set with diamonds, rubies and sapphires. 
Bristol Seamless Ring Company uses white precious 
metals, with half of its new designs in palladium. 
Matching wedding and engagement rings which feature 
a wide circle of white palladium inlaid on yellow gold 
are described as among the “hottest numbers” in the 
nationally distributed Lohengrin line. Sidney Fiddle- 
man of Blancard & Co., which markets the Lohengrin 
rings, has achieved considerable success with other two- 


ton bands using gold and palladium. 


Confirming the experience of manufacturers, metal 
refiners report the “unprecedented demand” for platinum 
and palladium, which started when government restric- 
tions were lifted, is continuing and, in fact, is increas- 
ing. Currently the demand upon refiners for platinum 
is estimated to be three times what it was before the 
war. Palladium likewise, it is stated, is being purchased 
in growing quantity, indicating a definite trend to white 


jewelry. 





Here’s glitter galore 

.. charm ona chain! 
Spirited sunburst of 
gold-plated sterling— 
winking with erystal-eut 
rhinestones and gem-tone 
mock jewels—centered with 
a would-be pearl. It’s a 
pin, if you please... and with 
earrings to match, your 
sparkle ensemble for 
light-hearted times! 


Ensemble, complete, $20 
plus Fed, tax 
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Lacking space, Nielsen's chose 
to display sterling patterns 
with this novel wall panel which 
shows 16 different place-set. 
tings. Counter display is used 
primarily for accessories, Much 
of the sterling stock is kept 
available in drawers, beneath, 
- 





by RICHARD LONGDEN 


Emphasis on Sterling Patterns 


Results in High Sales Volume 


EAL ingenuity in sterling flatware merchandising 

despite the limitations of a small space to work 
with has created an exceptional sterling volume at N. 
Nielsen, Jeweler, Fresno, California. 

J. V. Fisher, who has operated the Nielsen store since 
the death of its founder, believes that sterling, like dia- 
monds, requires close attention on the part of the cus- 
tomer before its full sales appeal can be realized. There- 
fore, although the Nielsen store is small in size, measur- 
ing only 10x60 feet, he has so arranged display and 
merchandising facilities that all customers note immedi- 
ately that the firm carries a full line of fine sterling 
flatware. 

The sterling department consists of one six-foot, elbow 
height display case just inside the door on the left side 
of the building, and the wall space behind. This is 
geared to the display window outside, which the year 
around (except during the war, of course) shows sterling 
flatware in about one-fourth of its space. Two to four 
patterns are chosen each week, dramatized with good 
lighting and colorful display, and are always shown at 
the same place, with a small card inviting prospective 
buyers to step inside. The same pattern is never shown 
twice within any six months; a simple idea which goes 
a long way toward convincing the prospect that the 
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Customers can’t help being impressed 
with patterns carried by Nielsen’s, 
Fresno. Calif... shop: year-round dis- 


plays. changed often, held interest 


store’s selection is as ample as any larger competitor 
in the downtown district. Many customers start off a 
conversation with the statement ‘““You seem to have 4 
large choice—ete.”’ 

The case inside is secondary in interest to the 
novel wall panel pictured herewith—which Mr. Fisher 
designed to make up for the lack of case space. As 
shown, this consists of a plywood panel 414 feet wide 
by 31% feet deep, covered with a soft blue satin, and 
railed off with half-inch wooden strips topped with white 
enamel and gold piping. On this are affixed 16 ordinary 
case trays, likewise covered with satin, but in a deep 

(Please turn to page 301) 
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LUNI 
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Luiling Qed Vous le 


G ver increasing is the circle of pop- 


ularity of this gorgeous, fast-selling pat- 
tern of LUNT STERLING. With the return to 
homes and peace-time pleasures, the 
discerning new home-makers are more 
aware than ever of those things which 
mean so much to gracious living. AMERICAN 
VICTORIAN, rich in romantic beauty, su- 
perb in exquisite die-work, meets this 
ever- growing preference for finer ster- 
ling. Traditional in its style and beauty, 
its popularity is solidly founded. 


GREENFIELD - MASSACHUSETTS 
NOTE: Because the demand far exceeds the 


supply we, for the present, are unable to es- 
tablish any additional outlets for LUNT Sterling, 





WILLIAM & MARY MODERN VICTORIAN ENGLISH SHELL 
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HE engraving of articles of silyerware or jewelry is rightfully an expression of individual 

taste and opinion on the part of the customer. However, engraving is much more than 
just a means of identification; it is a mark of beauty that should conform with the design 
and contour of the article on which it is to be p!aced. 

It becomes, therefore, an important part of the jeweler’s job to see that the customer is 
acquainted with the various styles of engraving offered as well as to work with her in selecting 
the design that best harmonizes with the pattern of her service or article to be engraved. 

Shown above are some samples of monogram styles as created by A. Hemersbach, director 
of the Monogram Engraving School, 303 Fifth Avenue, New York, which can be used as a 
style sheet to help the customer select her particular design as well as offering the engraver 
suggestions of new techniques which he can employ. 
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foctamiy MASTER CRAFTSMEN 
WC frerfectonists 


The men who make sterling of Gorham quality are no tyros in 
their art. They have served busy years of apprenticeship, and 
sometimes as many as fifty years of full responsibility for fin- 
ishedwork.Fromthe original design tothe final monogram-cut, 


Gorham’s master craftsmen have only one standard: the best. 


FEATURE GORHAM IN YOUR STORE, THE MOST RESPECTED NAME IN STERLING! 


Soran, 


America’s Leading Silversmiths since 1831 
PROVIDENCE 7, RHODE ISLAND 
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WRONG: Don't show customer g number of 
pieces scattered about .on counter top. 


Did You Make These Mistakes? 





RIGHT: Do show each piece individually 


on a pad or on a piece of dark velvet. 
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Now is the time for all good salesmen to come to the aid of their 


less-experienced brothers-in-arms. Here are the ten most common 


mistakes in selling jewelry and the methods used to avoid them. 


OR fifteen years I have been visiting retail jewelers 
throughout the United States gathering success 
stories of the sort which appear in THE JEWELERS’ 


CircuLar-Keystone each month. Also, in the back of . 


my notebooks, I have been collecting facts of “‘non-suc- 
cess stories—lists of mistakes which I have observed 
jewelry salespeople making. 

' Ten of the most common mistakes in jewelry selling 
are presented herewith, together with the techniques 
employed by jewelers who wish to avoid them. They 
should be of particular interest at the present time 
when the accent is shifting heavily from merchandise 
alone toward selling and sales technique. 

1. While showing a number of rather expensive pins, 
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by ERNEST W. FAIR 


the saleslady laid them all before the customer on the 
glass-topped showcase. 

The error? Clutter, distraction, incentive to theft. 

The pins should have been displayed, one at a time, 
on a pad or piece of dark cloth. 

Reason? Items should be shown singly so that the 
customer may handle them and concentrate attention 
on a single piece at a time. A pad or dark cloth allows 
the natural brilliance of the metal and stone to show 
to greatest advantage, while the contents of the show 
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Customers ask for 
Frank M. Whiting & Co. 
Sterling — By Name! 


Frank M. Whiting & Co. sterling 
“surely if you aren't selling it 
you're missing a bet! 
The demand forFrank M. Whiting 
. & Co. sterling will be greater 
than ever this year because of 
Me distinctive advertising in every 
_ important magazine. Will you 
be able to meet the demand? GEORGIAN SHELL 


Illustrated are four best selling 
; Frank M. Whiting & Co. patterns. 
_ For more information write to... 


© Frank M. Whiting & Company 
FOR MARCH, 1946 





case are distracting. And a sneak-thief loves a cluttered 
counter, since it is much easier to palm an item and 


confuse the clerk. 

2. The customer insisted upon a certain type of ear- 
rings while the salesclerk, convinced that they were un 
suitable, tried to argue her out of it. She succeeded—- 





The error? Lack of initiative on the salesman’s part 

A watch should have been taken from the box laid 
on the customer’s wrist, and discussed as to Hae 
accuracy and price. ys 

Reason? Customer diffidence and uncertainty can }e 
worn down by specific possession of an article. Havi : 


ng 

























the watch on his wrist might easily lead the customer 
to decide that it looked well there. And statements con- 
cerning its accuracy and reasonableness would bolster 
his decision to purchase it. 


the customer, in a huff, departed and never returned. 
The error? Lack of diplomacy. 


/ 





4. The customer requested a silver pattern not 
stocked by the store. The clerk attempted to persuade 
her to purchase another pattern, instead. The customer 
left, annoyed, stating that she would seek her own pat- 
tern elsewhere. 

The error? Stupidity, pure and simple. 

The clerk should have promised to secure the desired 
pattern, even if it involved buying it from a competitor 
and no profit being made on the transaction. 

Reason? The customer undoubtedly possessed a num- 
ber of pieces of the pattern desired, and switching to a 
different pattern would render them utterly useless, 
And, even if the desired pattern were sold without 3 
profit of any sort, the customer would be satisfied and 











Don't try to argue customer out of her selection. 


The customer should have been permitted to purchase 
the earrings despite the fact that they made her look 
ridiculous. 

Reason? Obviously, since the woman was the self 
willed type, no amount of arguing could convince her. 
And, although it is the store’s duty to advise in matters 
of taste where the advice will be taken, it is also the 
employee’s duty to sell goods when the advice falls on 
deaf ears. In a situation where a customer is bound to 
be dissatisfied either way, it’s better to make the sale. 

3. The customer was certainly interested in purchas- 
ing a new watch, but had nothing specific in mind. The 











Don't neglect the customer for even your best friend. 


would return to the store for other items which were in 
stock. 
>. In a large southwestern store baby rings were 
displayed in the same showcase with regular rings, and 
baby spoons and similar items were mixed in with other 
: general silverware. 
j The error? Lack of sensible departmentalization. 
All children’s jewelry, silverware, etc., should be dis- 
played separately, in a specialized department. 
Reason? Many customers who wish to purchase baby 
gifts will, if aware of a variety of presents, purchase 
more than one. Or, if a satisfactory ring is not avail- 
able, a spoon or silver cup, may be selected, instead. If 
children’s items are scattered throughout the store, shop- 
ping is made more difficult for the customer and sales 
may easily be lost. 
6. The man in charge of a watch-repair department 
estimated that repairs on a customer’s watch would 
(Pease turn to page 347) 
































The customer will wear the piece so let her try it on. 





salesman showed him watch after watch, each in a fancy 
presentation box. But the customer could not make up 
his mind, and left without purchasing. 
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and why she bought... 


PoINTED ANTIQUE 


Cus tomers Mother and Dad have given me their 
wedding check in advance, and though I wouldn’t 
feel justified in being ‘'extravagant”’, I’d love to 
use part of it towards a solid silver service. I’ve 
heard about buying sterling by place setting — 
perhaps then it wouldn’t be too expensive?’ 


halaman ? “Solid Silver is really an “inex- 
pensive” luxury — you can add to a modest 
start any time. You're investing in something 
ou enjoy more each day and year. The 
eauty of finest sterling, like this charming 
Reed & Barton Pointed Antique, increases 
with use.”’ 


(Casto mer: "Why, it’s beautiful now—and that 
lovely simplicity would harmonize with any 
china I wanted to use!”’ 


et * “Pointed Antique does lend itself 
gracefully to other table accessories. Has 
a history, too — inspired by Paul Revere. 
You can see his influence in the traditional 
“V” which backs each spoon bowl.” 


Cus tomers Yo may think I’m silly—but I’m 
imagining my table set with Pointed Antique 
engraved with our own monogram !’’ 





“Sal y @ 4 : * > ; 
“7 alesman: “Nice to think about, isn’t it? 


And I can assure you that you'll be owning 
the very finest sterling — Reed & Barton. 
Only silversmiths who have the experience 
of generations of craftsmen behind them can 
really do solid silver full justice. In your 
grandmother’s day just as now, Reed & 
Barton Sterling had the reputation of being 
the best.” 


—— ‘Wait till I tell Mother and Dad 
that they’ve started a solid silver service for us! 
Why, their present to us may be an eventual 
present to their grandchildren, too!’’ 


You Can Safely Recommend 
REED & BARTON SILVER POLISH 
Made by Silver Experts 
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Reed & Barton 
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TWO WEEKS from tomorrow, the girl in 
white satin will be me. 


For three long years, I've felt my heart 
hurt at other people's weddings. Knowing 
how many seas were between Dan and me. 
Not knowing when Lohengrin would ever 
strike up for us... 

I was pretty good about it, though, | tied 
‘ribbons for fluttery-fingered brides, and held 
their bouquets. And tried very hard not to 
cry, when they turned away from the altar, 
to look at their men with the moon and the 
stars and the world in their eyes. 


There was another kind of envy, too. The 
green-eyed kind, when they'd show me their 
lovely linens and china and silver. When 
they'd say, ‘‘Look—my own International 
Sterling! We're starting off right!"’ 


I guess I'd always figured that Dan and | 
should have to get along with makeshifts, for 
a while. Oh, I'd made wonderful plans. I'd 
even gone as far as telling myself which 
International Sterling pattern I'd like. But 
I'd never dreamed of reaching for it now... 


Then, somewhere along the way, it began 
to dawn on me that even girls like myself, 
without much money, were starting off with 
the really lovely things... maybe not much, 
but what there was... well, it was the best. 


And so, when Dan and | sit down to our 
first. dinner at home, there'll be beautiful, 
shining International Sterling on our table, 
too. Family silver. Lifetime silver. Just a little 
to start with, but oh, what satisfaction! 

Was I the girl who used to envy other 
brides? 


If you're going to start your home, do jus 
tice to your dreams with the finest silver. .. 
International Sterling. 

It's not enough, just that your silver be 
sterling. Ask your jeweler to show you the 
beautiful International patterns... and se 
how much difference beautiful design and 
jewel-like workmanship can make. 

Choose now for your lifetime. See how 
easy it is to own real ‘‘family silver.” If you 
prefer, you can begin with just a few place 
settings. Six-piece settings, as low as $21.50 


TUNE IN to ‘‘The Adventures of Ozzie and 
Harriet,” starring Ozzie Nelson and Harriet 
Hilliard. 6:00 p.m., E. S, T., Columbia 
Broadcasting System. 


Copyright 1946, International Silver Company, Meriden, Cont 








PATTERN EMPHASIS GIVES HIGH SALES VOLUME 


(From page 292) 






rose color, which clip on to the board and lift off easily. 





Each of the 16 panels shows a separate pattern— 
each in a complete place setting of salad fork, dinner 
fork, knife, soup spoon, tea spoon, and a butter knife. 







Other pieces to harmonize—or to match in those pat- 





terns in which they are available,—are either on display 
in the elbow height case in front, or can be quickly 
obtained from a series of drawers below. 
part the case is used for accessories such as carving 
tools, fowl spears, bowls, shakers, etc. About 20 per 
cent of the stock carried is in the drawers below, pre- 
venting too many trips back to the stockroom. 






For the most 










At the right is a wall case of sterling hollowware, just 
now beginning to fill up again. Patterns here will be 
as closely matched to flatware motifs as possible. 









With these store facilities, Mr. Nielsen runs a weekly 
sterling ad, and gets weekly mention in the “shopper” 
column of a Fresno newspaper. Customers for the most 
part, however, are derived from the window and outside 
follow-up promotion. 

“We're going to make a lot of changes in this phase 
of flatware merchandising,” Mr. Fisher said, “first, 
increasing our contact with already-sold customers. Dur- 
ing the war it was difficult to follow them up, because 
of inexperienced help and being too busy with other 
lines. 













“We're going to put one person in charge of sterling 


sales records and follow-ups—since our experience has 
shown that more than one merely confuses the issue. 
We want to keep accurate records, know who has what 
pattern and how much of it, as we did before the war, 
but will assign one saleslady alone to the job.” 

During the war records became almost useless as peo- 
ple moved away, or bought flatware elsewhere without 
Mr. Fisher lost a lot ci 
confidence in customer loyalty during the conflict—tvo 


notifying the Nielsen store. 


many instances having occurred where a customer asked 
for specific pieces of flatware which the store laid away 
after much buying difficulty —only to fail to pick 
them up. 

“The only way to maintain a loyalty to the store is 
to have an accurate idea of distribution and keep after 
those buyers who need more pieces,” Mr. Fisher pointed 
out. “That will be our future story—a new set of 
records, closely coupled with the telephone, and kept 
up to date by frequent calls to the prospect. If they buy 
in San Francisco or Los Angeles we want to cross off 
the potential sale represented. If we can sell them, 
we'll do it—but in any event we want the records to be 
accurate, and a real source of sales.” 

Another thing which the store will do is to cut down 
on the number of patterns it carries in favor of larger 
stocks in a smaller number of patterns. During the 
prewar period. Nielsen’s had an average of 34 patterns, 
some involving 24 separate pieces. This engendered u 
(Please turn to page 50) 














| BD Upurr iw ew that dream! 





0, 
Look opposite at the young couple in the newest 

i International Sterling ad... 

t Then think how many home-planning couples like 

a them your town holds right now! Couples who 
count you in on their dreams . . . because it’s you 

* . . v 

who'll sell them the International Sterling they’ve 

ott been waiting for! 


This year, there’ll be more International Sterling 
than ever before to offer them! 


An expanded advertising campaign will spread 


the good news. 





TUNE IN to The Adventures of Ozzie and Harriet, 
Sunday Evenings, 6:00 p.m., E.S.T., Columbia Broadcasting System. 
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@ This tie holder for veterans em- 
ploys the discharge emblem in 
the authentic War Department 
design. 1/20th 12K gold-filled, it 
may be retailed for about $3.50. 
Irons & Russell, Providence, R. I. 
































@ The new Loop Clip tie holder styled § 
McCurrach is available in gold and mM 
plate, sterling and karat gold, and in com. 
bination with colored Lucite. Made } 
the Robbins Co., Inc., Attleboro, Mas, 


@ A new marine lighter of 
chrome-finished metal, 5" tall. A 
turn of the wheel creates flame. 
It retails for about $6.50. Nanking 
Co., 423 Second Avenue, N. Y. 





@ This sterling key chain with 
a novel patented key holder is 
priced to sell at about $12 re- 
tail. It is manufactured by 
Silvercraft of California, 315 
West 5th Street, Los Angeles. 





@ Bent handle baby spoon 
and food pusher of sterling sil- 
ver may be retailed at about 
$4 each. From A. B. Frank, 9 
Maiden Lane, New York 7, N.Y. 


@ This combination triple compact has powder, 
rouge and lipstick in one case which is in the 
shape of a hand mirror. Of plastic, in ebony, 
ivory or mock tortoise, it retails for $5.50, plus 
tax. From the House of Plate, Detroit 5, Michigan. 





@ A newly developed process gives a sparkling 
finish to the facet-type links of this bracelet made 
to retail at $160, by the Sparkes Manufacturing 
Co., Ltd., 318 Jefferson Street, Newark, N. J. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





4 
CHICAGO... here we come ! 


ne 






Event: Opening of New 
Chicago Showroom 


Time: February 


Place: 36 South State Street . = Sv 
SS 


Why: For your convenience and service... 
to help you ‘“‘hop on the Jordan Line’’ to 
bigger sales and bigger profits. 


In Charge: Miss Dorothy Appleby, for many 
years the jewelry buyer for the Fair Store 
in Chicago. Her extensive retail background 
and knowledge of merchandising are there 
to serve you. 


Showing: JEWELRY BY JORDAN 
And for the first time our new Gold-Filled 
Jewelers’ Craft Line exclusively for jewelers. 
R. M. JORDAN & CO. 
Showrooms: 377 Fifth Avenue, New York 


‘oni a, a 36 South State Street, Chicago 
607 South Hill Street, Los Angeles 
ol” 527 Canal Street, New Orleans 


R. M. JORDAN & CO. 121 South Monroe Street, Spokane 
377 Fifth Avenue, New York 16, N. Y. 





Factory: 17 Custom House Street, Providence 
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Window Shoppers 


Made Customers 
By Store Design 


Passers-by just can’t help noticing 
the attractive interior of the new 


Steigler store in Newark. N. J. 


IME was when the word “modern,” as applied to 

architecture, and particularly to commercial de- 
sign, carried with it visions of dangerously sharp angles, 
stark simplicity, and the mest primary of primary colors. 
For the past decade, through the work of such architects 
as Jose A. Fernandez and others, “modern” store de- 
sign now conjures up far more pleasant visions. It 
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Maximum use of gl 

is a feature of the 
of the Steigler store 
and the entire interior is 
visible from the walk, 


Below — Display win. 
dows form part of the 
store's interior, and un- 
usually shaped display 
counters also add to 
the customer's comfort. 













brings to mind lightness, comfort, good proportion, the 
dramatic use of color, texture and glass. The barren 
look of earlier modern has been replaced by the un- 
cluttered, but nevertheless eye-pleasing look of today’s 
version. 

Jose Fernandez has applied the principles of modern 


architecture to the new Morris Steigler store in Newark, 
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You can’t sell a set of Haviland 


by describing the coats of glaze 





You must sell the desire for gracious living 


You must sell people emotion... not things... not things if you are to 

receive more than 8¢ out of the American Family’s spendable dollar! Yes! 
This meager tidbit was all that went to buy home furnishings or equip- 
ment of any kind from 1929 to 1941! 


To help you increase the desire for fine china, lovely linens, distinguished 
silver, we at HOUSE BEAUTIFUL are crusading month after month from 
coast to coast with newspaper ads (like this one opposite!). Through our 
theme ... “BETTER YOUR HOME ... BETTER YOUR LIVING”. . . we 
hope to bring millions of dollars into the battle to make the home come 


first. We want you to spearhead the attack. 


Through your national advertising, promotional tie-ins, publicity and dis- 
play, sell “BETTER YOUR LIVING” stronger than ever before! Sell pride 
of ownership ...love of beauty, sell keeping the family together and 


happy, sell “your home is you.” 


Thi Ad Our slogan is yours to use... without obligation... any way you see fit. 
Is Build for the future by making America hungry for your wares now. 


is reaching home makers in ? , 7 ; 
We'll help . . . with suggested letterheads, tags, advertisements, instruction 


these coast to coast cities nee , 
nia aie booklets, shipping labels, catalog pages and sales literature. 
San FRANCISCO 
ATLANTA 
CHICAGO 
. = — 
Boston join the crusade to 
DETROIT 
Granp Rapips 
Sr. Louis . @ 
JAMESTOWN 
NEw York Better Nene. belt Living 
Hicu Point . 
CLEVELAND 





PHILADELPHIA 
PITTSBURGH 
DALLAs YOu. 
MINNEAPOLIS Ae * # hy 
7 Z% 
t -) m 
o © 
MAGAZINE 572 Madison Avenue, NEW YORK 22, N.Y. a <= 
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N. J., and added to them his own highl 
touches. The store is an excellent exampl 


Y individay) 


e of m 
decor working to the advantage of the retailer poe 
. Ith 


the emphasis on clean lines, bright, attractive od 
plenty of strategically-placed lights, it achieves Pea 
decoration’s primarly aim—that of attracting and hold. 
ing customers. 

Steigler’s starts drawing the attention of prospec. 
tive buyers long before they can even get a close View 
of the jewelry. Standing on the opposite side of Ney. 
ark’s Market Street, anyone with fair to average eye. 
sight has an extremeuly inviting view of the store. The 
entrance, set back about 12 feet from the sidewalk, ig 
made entirely of structural glass. The passerby, with- 
out half trying, sees the handsome interior with its 
comfortable chairs, conveniently low counters, pleasing 
colors. Once attracted by the pleasant sight, he is 
drawn into the store proper by the cleverly arranged 
outdoor show windows. The glass door and outdoo: 
showcase idea can be classified as sales psychology be- 
cause it breaks down the barrier between the man on 
the street and the store. No longer does the closed 
up, strictly-private look keep him away, despite good 
looking window displays. The show cases, set in a 
roofed area just outside the entrance, give the feeling 
that one is already in the store. Lights placed above 
the displays continue behind the glass facade, and one 
of the outside cases even extends into the store, further- 
ing the feeling of continuity. 

Once inside the store, the erstwhile window shopper 
seats herself at a table-height counter on a chair uphol- 


Example of unusual shapes for display counters pioneered stered in gold colored leather and proceeds to make 
by Steigler's. Note strip-lighting above the wall cases. 





her purchase. The counter, lighted from within, ‘s 
two-thirds glass, one-third pickled oak. It affords an 
(Please turn to page 354) 


Clean lines, bright, attractive 
colors and strategically placed 
lights are all part of the over- 
all design of Steigler's. Note 
treatment of stairway which 
was originally an eye-sore on 
the outside of the building. 





by RENEE FORBES 
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Margaret Culkin Banning has put stars in her eyes... 


..» Community 


Ss young — emotional — starry- 
eyed. Right now she’s the model 
for a dream. 

For, she has lost herself completely 
ina tingling tale by Margaret Culkin 


Banning, whose great stories you'll. 


find so often between the covers 
of Cosmopolitan. 


The finest emotional writing of our 
time is crammed into Cosmopolitan, 
and great writing makes great read- 
ing. It makes the sort of reading that 
weaves a magic spell of illusion, 
that softens the mood, that sways 
the emotions. 

Yes, Margaret Culkin Banning 
has started her dreaming. And 
Community is playing a part in her 
dream. They’re showing her their 
selections in silverware. They’re 
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impressing her again with their 
famous “This Is For Keeps” theme. 

She’s in the mood for Community’s 
story. She’s stirred by the emotional 
writing of Margaret Culkin Banning, 
Faith Baldwin, Sinclair Lewis and all 
the other famous authors who appear 
regularly in Cosmopolitan. 

Here emotions have taken com- 
mand. And emotion makes wars; 
emotion makes marriages; emotion 
makes sales! 

*A Cosmopolitan advertiser since 1916 


osmopolitan 


GREAT WRITING 


MAKES GREAT READING 
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eee BYRD'S yen to visit the Florida Everglades (a yearning 
somewhat the same as that of Ponce de Leon, although in her case 
a search for the Fountain of Youth wasn't necessary), resulted in her 
settling down in Orlando and becoming the efficient manager of the 
Lawton store. However, like most other "Women in the Jewelry 
Trade" featured in these JC-K close-ups, she didn't just walk in and 
set up shop. It was a case of entering the business more or less by 
accident, and on the ground floor, and then working her way up. 
Now, having earned the title "Registered Jeweler," she is also an 
expert in watchmaking, window display and store management. 


WENTY-FIVE years ago someone told Johnnie 

Byrd about a little city in the heart of central 
Florida where the weather was beautiful all year ’round, 
the lakes were filled with wondrous fish and life was 
easy-going and generally superior. Not the kind of 
girl to listen to such talk without looking into the 
matter for herself, Johnnie Byrd lost little time in 
bidding farewell to family and friends and travelling 
down to the Everglades in search of the beauties she’d 
heard described. The subject of the glowing report was 
Orlando, Florida, and it is in Orlando that Miss Byrd 
now lives and works, one of the town’s leading citizens 
and a joy to the Chamber of Commerce. 

Miss Byrd’s entry into the jewelry business was quite 
as abrupt as her arrival in Orlando and in both cases 
the ‘sudden decision was the right one. She had been 
in Orlando for about a year, working as an assistant 
in a doctor’s office and getting acquainted with her 
new home, when she chanced to meet G. H. Lawton at 
the corner cafeteria. Mr. Lawton was the town’s new 
watchmaker and he was looking for an interim office 
girl to substitute for his vacationing clerk. When John- 
nie said she'd fill in for two weeks, she had no idea 
that her stay might be considerably longer. 

Mr. Lawton’s shop was not exactly the Tiffany’s of 
the South. Back in 1922 it was a watchmaker’s bench 
with a little room in back for a filing cabinet, a desk, 
and a few extra watch bands. Nevertheless, when the 
regular clerk did not return to work, Johnnie chose to 
stay with Lawton’s and watch it grow. And grow it 
did, from a cubby hole to a large, modern shop; from 
a repairman’s bench to one of the leading jewelry stores 
in central Florida. 

Johnnie took to the jewelry business just as she had 
taken to Orlando—with unmixed enthusiasm. She 
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JOHNNIE BYRD 


started as office girl, watchmaker’s assistant, messenger 
and all-around aide. As the store and its departments 
grew, she took on more and more responsibility and with 
it, more and more interest in her work. The first step 
in Lawton’s upward climb was the founding of a sales 
department for miscellaneous jewelry other than 
watches. This was Miss Byrd’s first promotion, for she 
was now the sales department. It wasn’t too many 
years before the sales department included two, then 
three, then four other people, and Miss Byrd could 
take time off to go up to New York to study window 
display. She had, incidentally, already seen enough 
of the insides of timepieces to become an efficient 
assistant at the watchmaker’s bench. Johnnie Byrd just 
isn’t the sort to learn a task in a week and plug away 
at it for the rest of her life. When she went into Law- 
ton’s she went into a business with all sorts of ramifica- 
tions and she has learned something about all of them 
and a lot about some. By 1935 she was made buyer for the 
entire store (which by then was quite an establishment) 
and in 1937 she became manager. 

Her big moment came about six years ago, when 
she made her first buying trip to New York. “You 
might as well know that I was scared,” she told us re- 
cently in her smooth but not overpowering drawl. “The 
city was so big and crowded and confusing that when 
I’d finished my first day of buying I wanted to go 
right home.” 

Conditions changed and so did Johnnie’s attitude to- 
ward the big city. She soon found helpful men and 
women in nearly every manufacturer’s and wholesaler’s 
office in the New York area and today she counts these 
people among her best friends. 

“T don’t think there’s another industry in the country 

(Please turn to page 356) 
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Teena Is a good listener... 

























TELL HER YOUR SALES STORY! 


Teena the high school girl has a mind of her 


own—but it’s open to suggestions. Shopping 





without mother for the first time, our girl Teena 
has her ears cupped for information and help. 
She’s attentive, receptive—to new ideas, new 
products and new names. At a fast-growing, 
fashion-conscious age, Teena and her teen- 
mates comprise a market 7,000,000 strong— 
a market that is strong in its buying power 
and positive in its brand preferences The 
labels that Teena looks for today are the 
labels she'll remember and reach for to- 
morrow. To make her aware of your name 


and your label, sell her on your product now in — 





seventeen 


the young girl’s service magazine ¢ 825,000 and still growing! 









But don’t take our word for it! Check “Life With Teena,” Benson and Benson’s survey of SEVENTEEN subscribers and their mothers 
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Keep Mailing Lists Up to Date 


There’s no point in sending your direct-mail advertising matter 


to Uncle Sam’s waste-paper baler when the Post Office provides 


several methods of finding out where your customers have moved. 


by A. M. SCHAEFER 


NE thousand pieces of costly advertising from a 

single retail jewelry store were recently destroyed 
(in accordance with postal rules) by the post office to 
a Chicago suburb of 4,000 homes. Twenty-five per 
cent of that firm’s efforts to sell its merchandise in 
that community ended in the waste paper baler! And 
that suburb was only one of several it circularized 
similarly, undoubtedly with a similar tragic loss. 
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That mailing list was indeed a deplorably poor one. 
It was likely eight or ten years old, or older, as the 
suburb is almost exclusively a village of homes—folks 
who stay rather well put. Nor was it the first time 
the store had used that particular list—with the same 
disastrous results. 

That jeweler’s percentage of duds was a high one, 
but it wasn’t an uncommon one. The postmaster in any 
city or town can vouch that other firms have uscd 
similarly ragged mailing lists. 

Losses of some size are suffered by practically every 
jeweler and other businessmen who advertise extensively 
through the mails. The annual cost of this waste is a 
tremendous one to the nation’s advertise-by-mail estab- 
lishments. 


312 


That jewelry store took a terrific financial beating 
in that one single mailing. Assuming they mailed out 
25,000 circulars to the several towns (a fair estimate), 
it lost $62.50 in postage alone. Add to this the cost of 
the wasted printing, the envelopes, and the many heurs 
of time involved. 

It might have had an excuse to use that poor mail- 
ing list once. But that’s all! It would have been so 
easy and simple to have prevented subsequent losses. 

How? By using one of the methods provided by the 
post office department itself! 

Mailings of third class matter are usually of a con- 
siderable number of pieces, and the addressees’ names 
and ‘addresses are very often taken from mailing lists. 
These lists are not always kept up to date. And if such 
mail canot be delivered as addressed it is thrown away 
unless it bears a “RETURN POSTAGE GUARAN- 
TEED” label. That helps some as it brings back to 
the sender the undelivered mail—rubber-stamped 
(Please turn to page 356) 
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FIOMES ence comm 


Manufacturers of fine timepieces since 1898 


315 W. 5th St., Los Angeles 13, Calif. 











Your Sales Personnei is 


Key to Good Customer Relations 


Highlights from an address by Rilea W. Doe, vice-president of 
Safeway Stores, Ine., before U. 8. Chamber of Commerce Regjonal 
Marketing Conference at Sacramento, Calif., February I1, 1946 


BELIEVE that every successful business man will 

agree that at least two priceless assets are indis- 
pensable for the success of every distributive or service 
business. They are, Customer Good Will and Good 
Personnel Relations. Both are intangible but very real. 
Rarely does either appear in a balance sheet or financial 
statement. Yet, properly cultivated, they form the 
strongest forces for good—neglected they can quickly 
destroy any organization. 

Astute management has long recognized and treasured 
“good will.” Customer confidence in merchandise, faith 
in the reliability of service and the integrity of manage- 
ment are fostered through the expenditure of large sums 
for advertising and ‘‘public relations”. programs. 

Recently good personnel relations or “labor relations” 
as called by some, has been given more adequate recogni- 
tion. Good management now knows that an alert, effi- 
cient, happy and cooperative staff is the best vehicte 
to. create and maintain good customer acceptance. We 
recognize that “people” are equally as important as 
materials and equipment. The war clinched that undec- 
standing. 

People at any level are fundamentally alike. Self- 
preservation, security, desire for approbation, and equal 
opportunity are basic requirements. Without the assur- 
ance of them no individual will be fully productive or 
efficient. 

Now, in a small business, employer-employee relations 
are intimate and personal. Differences can be settled 
quickly. Misunderstandings can rarely fester. But as a 
business grows and management responsibilities are. 
delegated, the same opportunity for pesonalized human 
relations can be preserved only through good super- 
visory training and continuous follow-up. Failure to do 
so has, in the past, been generally disastrous. Failure 
to do so today will positively be disastrous. 

If we can agree that these broad principles are sound, 
let’s see how we can define them—inventory them for 
present and future implementation. 

Many businesses have operated under the philosophy 
that good personnel relations start with the mass of 
employees and works up through the ranks. With this 
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philosophy, I vehemently disagree. Good personnel re- 
lations must start at the top with the president and 
filter down through the ranks. You will note that I 
said “filter,” not “gush.’’ There is a disgustingly ap- 
parent difference. 

The president’s sincerity must be passed on to man- 
agers—to the sales force—to everyone in the organiza- 
tion. Responsibility must be coupled with correspond- 
ing authority. Rank must be recognized not just be- 
cause it denotes gradations of management but because 
it reflects a sympathic contact both up and down the 
ladder. 

There are many specific points about which employees 
want information and are entitled to have it. They want 
to know, and should know: 

1. The background and purposes of the company. 

2. The standards of conduct and servises expected 
of the employee. 

3. His employment rights and opportunities, includ- 
ing those guaranteed by law. 

4. His relationship with 
ordinates, and his fellow workers. 


his superiors, his sub- 


(Please turn to page 362) 
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Customer Trends 


Study today’s customers and you'll find them 
less influenced by tradition, more influenced 
by the exciting possibilities of new merchan- 
dise. Thus, Dirilyte flatware and hollow-ware, 
made of a new, fine metal harder than silver, 
and with the color and brilliance of gold, are 
desired by almost every customer who sees 
them. The modern bride wants Dirilyte for 
her major service, while people who have 
all the silver they need want Dirilyte, too — 





‘ : and so become flatware customers all over 

t Set'n Beautiful Cable again — for only with Dirilyte can they cre- 
Ftow 0 ate the new, gay-as-gold color schemes. Pre- 
| ) Dirilyte pare to keep abreast of this trend. Though 

with Golden- we cannot at this time open new accounts, 


we suggest you authorize us to list your store, 
so that we may keep you up-to-date on the 
availability of Dirilyte merchandise. 














Ask for a courtesy Dirilyte, Reg. U. S. Pat. OF 
sat ie, ea 
ate;  Golden-hued Dirilyte 
iribetion wo ce AMERICAN ART ALLOYS, INC., KOKOMO, IND. « 1 West 34th Street, New York 
Michael Levy Jewelry Corp. 
20 West 47th Street New York, N. Y. 
Manufacturers of Platinum & Gold 
Diamond Jewelry 
ANNOUNCES THAT 
Lt. Col. Lawrence F. Leeds, Q.M.C. 
recently released from active service with 
the Army of the United States has as- 
sumed his duties as Secretary of the 
corporation. | 
He will call on the trade at an early date. 
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Extension of Fair Trade Laws 





Will End Price-Cutting Wars 


Passage of universal Fair Trade Laws to cover all trade-marked 


goods. will benefit all retailers and will also prevent the growth 


of “monopoly of distribution’? which enslaves the public. 


by JOHN W. ANDERSON 


President, American Fair Trade Council 


HE most vicious form of monopoly, perhaps, is 

monopoly of distribution. It creates power to dic- 
tate, to supplying producers, product specifications, 
prices and other conditions of manufacture and sale. 
Sometimes such power is used to confront producers 
with extinction or, as the sole alternative, surrender ot 
financial control to the monopolistic reseller. 

Also, monopoly of distribution exposes the consumer 
to extortions from which he cannot readily escape. And 
unrestrained license to perpetrate such extortions is a 
prize sought diligently by piratically-inclined ‘resellers. 

The idea of operating an entire store as a “loss lead- 
er” unit is so monstrously unfair as to excite the dis- 
approval of almost any citizen not having an unholy 
financial interest in the success of such an operation. 
The same “loss leader” principle, however, seems to 
qualify fully for the approbation of the Federal Trade 
Commission when it is applied in small doses requiring 
a longer period to achieve its deadly purpose. 

For instance, a large retail chain operating over a 
wide area, years ago invaded a smaller area where a 
competing chain had long been established. 
petition of the two chains, over a period of years, not 
only played havoc with competitive independent retail 
distribution, but also had been found uncomfortable 
by each of the chains. It is rumored that to relieve such 


The com- 


discomfort, the respective chain operators got together 
and did some trading. In certain areas the large chain 


is reported to have taken over all units of the smaller 
chain—while in certain other areas the smaller chain 
took over stores from the larger chain. An interesting 
angle of this rumored deal is that all of the stores con- 
tinued operating under their former names without any 
intimation to the public that they are commonly owned 
in their respective areas. 
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This stratagem, apparently, meets with full FTC ap- 
proval insofar as neither chain operates an entire store 
as a “loss leader” but merely applies the principle to 
individual trade-marked articles found most effective 
in diverting retail trade from independent competitors. 

This is what the FTC terms “giving the consumer the 
benefit not only of competition between manufacturers, 
but also between retailers.” What the FTC seems 
unable to understand is the fact that in the process, the 
consumer is made the unwitting tool by which retail 
monopoly is strengthened, to his ultimate entrapment for 
purposes of extortion. 

The contention, by the Commission, that the consumer 
must be assured the doubtful “benefit” of unrestricted 
license in competition between retailers, apparently 
should imply a recommendation that such license be pro- 
jected to include employment of an entire store as 4 
“loss leader” unit. | 

This is not an occasion for a detailed analysis of the 
FTC Report. However, it may be observed that the 
pretended report gives evidence of having been hastily 
scraped together out of indiscriminate FTC files covering 
some tentative 1939 samplings of a few selected markets, 
stores and products in a few cities, reflecting an incon- 
clusive effort to support, by such selective procedure, the 
traditional anti-Fair-Trade bias of the Commission. 


FTC OUTLINES VIEWS ON FAIR TRADE 


Statements made by the FTC in the report include 
the following: 

“Resale price maintenance fails to distinguish between 
price competition which is economically unsound or 
unfairly used and price competition that is sound and 
in the public interest. 

(Please turn to page 365) 
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Gem TRADE LABORATORY, ING. 


A. E. ALEXANDER, Ph.D., DIRECTOR 
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Founded by the Pearl and Precious 
Stone Dealers of New York 


Complete Optical and X-Ray 
Equipment Available to [est 
Gemstones and Pearls 


Your inquiry is invited 


608 FIFTH AVENUE—ROOM 805 NEW YORK, N. Y. 
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THE AMERICAN PLATINUM WORKS 


231 N. J. R. R. AVE. NEWARK 5, N. J. 
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PX Sales Training Scheme 


Can be Adopted by Jewelers 


A quick employee-training method which worked in Army 


stores can be just as practical for jewelers who find 


themselves with inexperienced but willing-to-learn help 


by DAVID MARKSTEIN 


UT of the wartime production experience of U. S. 

industry in making itself the arsenal of democ- 
racy have come many manufacturing twists and short 
cuts which are now proving valuable to industrialists 
in civilian production. Along with speeded up methods 
of making things, a wartime development in selling them 
more efficiently may prove of equal value to the nation’s 
retail merchants. 

Potentially of great interest to jewelers is a speeded- 
up system for training retail sales people on the job, 
teaching them in a few days the retailing know-how 
which before the war often took many weeks to give 
new employees. The system was developed, like most 
other wartime innovations, under pressure. It is the 
baby of Captain Earl Fischer, a post exchange officer, 
whose merchandising experience in operating a far-flung 
“chain” of exchanges and canteens as much as fifty 
miles distant from each other, forced him to develop 
a system for training his transient sales help in double 
quick fashion. 

Jewelers, of course, don’t like post exchanges—at 
least they don’t like their policy of handling jewelry and 
related merchandise at cut prices in addition to the 
little day-to-day conveniences for the soldier that the 
post exchanges were originally planned to sell. But if 


we can learn something from even an objectionable . 


competitor, it would be foolish to refuse to take ad- 
vantage of it. 

Heart of the Fischer sales training system is his 
“check list,” a five-page affair detailing nearly every 
point the new employee has to know in order to do his 
or her job efficiently. Most PX employees are wives 
of the enlisted men, transients and untrained. Today, 
many jewelry store employees are of the same sort. 

Because personnel turnover was so high-—and because 
it was as vitally necessary to the post exchanges to con- 
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tinue smooth operation as it is to the jewelry store— 
Captain Fischer discarded any notion of holding a 
formal school as being too slow and lumbering for his 
needs. He chose, instead, to train new employees right 
on the job, relying on manager education to do the 
trick, since it was the task of managers and other floor 
executives to see that their sales help knew the work. 

These minor executives receive Fischer's five-page 
check list, ““‘Training the New Employee.” It details 
every step the sales force must know, from how to 
ring a cash register to saying a polite “thank you” 
after completion of the sale. 

Page one is headed “Instructing the new employee,” 
and lists essential points: 

1. “Encourage the new employee to ask questions at 
any time.” 

2. “Introduce the new employee to his co-workers.” 

3. “Assign an experienced employee to coach him.” 

4. “Watch his progress closely until his training is 
completed.” 

5. “Put the new employee at ease.” ? 

6. “Be patient—be helpful.” 

The check rules read like a list of common sense items, 
but in Captain Fischer’s experience, they need constant 
re-iteration to managers in order to assure observance. 

Following pages go into details on these and other 
points to be observed in training the new employee. 
Heading the list is the injunction to explain the why 
of each point to aid the new employee in getting a 
more intelligent understanding of the work, and thereby 
becoming more efficient. 

In the detailed list of things to be impressed upon 
the new salesman ‘are such headings as the need for 
promptness and courtesy in serving the customer; the 
importance of proper dress and conduct; the necessity 

_ (Please turn to page 366) 
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King Co NOW AVAILABLE for Every Purpose / 










grit saul ————_ enw’ ae 
for Wedding Sob for Surplus Sek for General ts 
No. 6616—Half size ring case. No. 795—Full size ring case. Holds 84 No. 2151K — Half size ring 
Holds 20 wedding and en- men's rings or 120 ladies’ rings. Covered case. Holds 25 rings. When 


gagement ring sets. Covered with black imitation leather and lined with ordering be sure to specify 
with dark blue imitation best quality black, purple or champagne — whether wanted for ladies’ or 
leather, and lined with blue velveteen. Cover cushion and trim to men's rings. Case covered 
crepe velvet. Cover cushion match color lining. No. 794—Half size with black imitation leather 
and trim of champagne. ring case, same style as above, but holds and lined with best quality 
No. 6616G—Same as above 48 men's rings or 60 ladies’ rings. black, blue or champagne vel- 
but blocked to hold 20 men's veteen. Cover cushion and 
and ladies' wedding ring sets. Specify color lining when ordering trim of champagne. 


RUECKERT MANUFACTURING co. 69 SPRAGUE ST., PROVIDENCE 7, R. I. 


Makers of fine ring cases, displays and salesman's sample lines since 1890 
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Artistic engraving on 


Practical 
Easy lo chssemtle 


handles, appealing to babies, 
$39.00 per dozen sets, boxed, 


F.O.B. Los Angeles, net. Here is an inexpensive handy clip with 
beautiful design requiring no soldering 
operations or bending. After base is at- 
tached to the earring, just snap on the clip 


. and the earring is ready for wear. 


A pril Delivery 


Sold in all colors, 10 K and 14 K. 





Qw BLUE WHITE PRODUCTS INC. | SEMIS 7777 TARE nose SIASH) 


712 South Olive Street + Los Angeles 14, California 
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The Two in the Ad on Page 300 


The Girl: Blonde, brown-eyed Ruth Woods, heroine of this 
month’s International Sterling ad. 


Originally from Newport, Kentucky, Ruth’s been a Powers 
model for the last three years. 


Her ambition: To act. Right now, she’s studying with 
Gilbert Miller. Howard Hawks wants her in Hollywood. 
She’s trying to decide. . . 

The Boy: Handsome, husky Bill Van Sleet, just out of the 
Army, where he served in the five major European cam- 
paigns as member of an ack-ack unit. 
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FRANK SMITH SILVER COMPANY 
GARDNER, MASS. 











PATTERN EMPHASIS GIVES HIGH SALES VOLUME 
(From page 301) 





heavy stock-keeping job, and occupied too much Space 
During the next eight months when it is hoped that fat. 
ware shipments will increase, Mr. Fisher plans to Nar- 
row down to 24 or even 18 patterns, backed with a com- 
plete inventory on each, and to go after “complete Sales” 
to each customer, rather than a large volume of place 
setting sales which require hard work to fill in later o. 

“We may miss out on some volume through eliminat. 
ing several patterns,’ he summed up, “but the sales we 
do make will be larger and will be handled much more 
easily.” 


BRAZILIAN ANDALUSITE 
(From pcege -38) 


zone gives stones that are characteristic of their particu- 
lar locality, and anyone acquainted with this business 
can tell quite accurately, upon seeing the stones in their 
rough form, just what part of the zone they were take; 
from. 

From one locality they are of a darker green, while 
from another locality they have a peculiar type of etch- 
ing, and from another they have inclusions of other 
minerals, and from yet another they are found rarely 
of a light rose pink color and so forth. The rose colored 
stones are so much rarer than the more pleochroic ones 
that out of every thousand grams of darker stones which 
will cut, perhaps only three or four grams of light stones 
are found. One locality gives stones that are generally 
larger than those of other localities, but unfortunately 
the majority are filled with thin needle-like crystals of 
some other mineral. Another locality also gives larger 
than average sized stones but mostly with black specks 
of some other mineral inclusion. 


ROUGH SCARCE, POOR QUALITY 


During my three weeks of travel in this area I man- 
aged to find only a little over one kilo of rough stones, 
the majority of which were very poor small chips or else 
badly fractured pieces. As usual though, I heard all 
sorts of stories of large stones that had been found, 
which, of course, I never did see. The largest cut stone 
that I have heard of up to this time from this locality 
was a flawless emerald cut stone of around thirty carats. 
The largest piece of rough material that will cut a flaw- 
less stone that I was able to find weighs just twelve 
grams, and it is much larger than its nearest rival. As 
is the case with most pieces of rough andalusite, the 
shape of this stone is not very favorable for giving a 
good yield of cut material, due to its usual habit of 
occurring in long splinters because of the easy cleavage. 
I saw one very unusual round cut stone in a tie pin. 
This was about a two carat stone, flawless, and with 
a perfect dark red cross in the center of the stone. The 
remainder of the stone was a nice contrasting shade of 
green. 

Since the outbreak of the war, and the subsequent 
mad search for strategic minerals in Brazil, this andali- 
site bearing zone was rather thoroughly turned over in 
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y places by people searching for water-worn pieces 
many . : . P 

f rock crystal. As the andalusites are found in the 
0 ii : . ° 
ystal bearing gravels, the garimperiors (native 
rospectors ) also kept a lookout for the small green 
P ; : ie 
stones in their hurried scratchings through the gravels. 
As their prime interest was finding quartz they did not 
bother to screen the ground, so most of the smaller 
There are some stream 


same Cr 


stones escaped their search. 
beds in this same gem bearing locality which give pay- 
able amounts of placer gold, that also yields small 
andalusites which help the miner to pay 


amounts of 
In fact, very rarely does it pay the miners 


expenses. 
to work a location which gives only andalusites. These 
stones are so uncommon that they are usually taken out 
as a secondary product in the search of some other 
mineral. I visited several of such localities that had 
been turned over in the search for quartz crystals and 
talked with some of the miners. They told me that 
almost all of the clean pieces of quartz were water-worn, 
which indicates that they were carried some distance 
from their source. In the stream beds and river marshes 
the quartz miners had to dig a very few feet to encounter 





REPAIR DEPARTMENT FOSTERS WATCH SCHOOL 

“Fellows, here it is. Why don’t you try it?” With 
those words J. A. Merva, secretary of the Missouri 
Chamber of Commerce, laid a plan for a watchmaker 
training program before Arnold Montgomery and Rex 
Taylor, Poplar Bluff, Missouri, jewelers and watch- 
makers. 

The result? 

A watchmaking school operated by the Montgomery & 
Taylor firm—a school which includes in the course 


| 





The watchmaking and repair department of Montgomery & Taylor, 
Poplar Bluff, Missouri, genesis of a new school for watchmakers 
prompted and endorsed by the Missouri Chamber of Commerce. 


of study watchmaking, jewelry repair, engraving and 
elementary gemology. Tuition is low—$20 a month. 
And veterans and non-veterans alike attend, in coopera- 
tion with the Veterans’ Administration and state re- 
habilitation program. 

Both Montgomery and Taylor are graduates of watch- 
making schools, and both have had more than 12 years 
experience in the field. In add'tion, the firm employs 
five full-time repairmen and, during 1945, averaged over 
$1000 worth of repair work per month. 
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WE ARE EXTREMELY PROUD 
TO SAT “YES... 


WE ARE WHOLESALE DISTRIBUTORS 
OF COMMUNITY PLATE & 1847 ROGERS BROS.” 


Distributors Of These Famous Lines 


Marvella Pearls 
Shiman Mfg. Co., Inc. 
R. F. Simmons Co. 
Speidel Corp. 

Louis Stern Co. 

Van Dell Jewelry 


Seeland Watches 
Community Plate 
1847 Rogers Bros. 
Wm. Rogers & Sons 
Tudor Plate 
American Queen 


S. O. Bigney Co. Herschedes 
Bliss Bros. Ingersoll 
Bugbee & Niles Co. Ingraham 
Carl-Art Inc. McClintock 
Dorson Jewelry New-Haven 
Deltah Pearls Revere 
Excell Mfg. Co. Telechron 
lrons & Russell Co. Westclox 
Iskin Jewelry Ronson 


Hamilton-Beach 
Manning-Bowman 
Schick Shaver 
Toastmaster 

Terry Wallets 


FINE JEWELRY TOILET WARE 


Jacoby-Bender, Inc. 
Kestenman Bros. Mfg. Co. 
S. Korff & Son 

Laguna Pearls 

Marathon Co. 


DIAMONDS 


AISENSTEIN & GORDON, INC. 


712-714 Sansom St. Philadelphia 6, Pa. 











PHONE: WALNUT 3995 i 
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the quartz and andalusite bearing gravel layer. As they 
uncovered this layer it continued right to the sides of 
the valleys and up the slopes of the hills, but under an 
increasingly deeper layer of top soil and yellow clay. In 
some pits on the hill slopes, the miners dug fifteen and 
twenty feet down before encountering this layer of 
pay gravel. I searched the dumps of these workings for 
a couple of hours after they had been cleaned by a recent 
rain and I was rewarded with only three small chips 
of andalusite. 


OTHER LOCALITIES PRODUCE FEW STONES 


In addition to this locality in Espirito Santo, there 
are other places in Brazil that produce, from time to 
time, gem quality andalusites, although in smaller quan- 
tities. These localities are notably the gravels of the 
Jequitinhonha River and the Arassuai River. The head- 
waters of the former begin just a little to the southeast 
of the historic town of Diamantina in Minas Geraes, and 
it flows northward for a couple of hundred miles and 
gradually curves to flow almost due east to the ocean. 
The latter begins in the region east of Diamantina and 
flows northeast to enter the Jequitinhonha near the 
town of Arassuai. It was from the bed of the Jequitin- 
honha River that large quantities of diamond crystals 
were taken soon after their discovery was made known 
to the Portuguese Crown. Even today, certain parts 
of this river are still being worked and reworked and 
they still yield diamonds and gold along with many kinds 


of semi-precious stones. Although the andalusites of 


these localities are usually clear water-worn 
they seldom give stones larger than one to tw 
each. 

Due to the meager yields of these gem deposits ‘an 
of an uncertain market demand, the miners haye little 
encouragement to warrant greater mining activity in 
search of andalusites. So it is usually as a by product 
that once in a great while small lots of these stones 
make their way out to the gem cutting centers, Cut 
andalusites, because of their rarity, will probably always 
remain more as a collectors’ item than as a stone of 
commercial interest. 
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SINGLE-ITEM EMPHASIS BUILDS REPUTATION 
(From page 240) 


“dead” January month was featured by seven distinc- 
tive ring windows designed to focus attention on 
“rings for a purpose” and particularly to remind 
passersby that there are many varieties of rings on to- 
day’s market which have supplanted the “dinner ring, 
engagement ring and wedding ring” trio of the past. 
The ring market is substantially larger at the present 
than at any time prior to the war, LeRoy’s is con- 
vinced, due to more use of men’s wedding rings, men’s 
jewelry sold to servicemen, and more emphasis on per- 
sonal jewelry throughout both sexes. Therefore the 
series of displays which stopped traffic at LeRoy’s 
downtown store in January was classified sharply into 
distinct types of rings, and thus caught far more at- 
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INTRODUCING... 


Wount Vernon Ware 


SILENT BUTLER 


REALISTIC VIOLIN DESIGN 


Irs beautiful! It’s useful! It’s brand new! 
Women buy this Silent Butler on sight! Here 
is a sure fire hit that sells the year around. 
Precision made of aluminum. Individually 
gift-boxed. 


Overall length, 11 3/4 inches. 
Width, (at widest point) 5 
inches. Depth 1 1/2 inches 
* 
PROMPT SHIPMENT 


FINISHES 
Ivory Antique 
Satined Aluminum 


MANUFACTURED BY 


HAROLD A. STOLTZ AND ASSOCIATES 


Empire Bldg., 1783 East 11th St., Cleveland 14, Ohio 












THE JEWELERS’ CIRCULAR-KEYSTONE 











les, 


and 
ttle 


ut 
VS 








“ce i . ’” ° ™ 
tentfon than the standard type of assorted ring’ win 


dow could hope for. 
The entire left side of the store was used for the 


romotion. Windows were simply draped and decorated 

: focus attention on small items, and kept brilliantly 
lighted. The first window, facing one of Los Angeles 
most heavily traveled sidewalks, was devoted entirely 
to diamonds in a price range up to 33,000. The back 
and floor of the window were trimmed in red velvet, 
with a single large “TD” in white plaster at the rear. 
Branching out from a central display of popular dia- 
mond types, the window showed emerald cuts, multi- 
facets, novel oval and triangular cuts, in a price range 
broad enough to appeal to buyers in every income 
bracket. 


FEATURE MATCHED WEDDING RING SETS 

Adjoining this display, the next window (all full-size 
displays ) featured a variety of matched wedding ring 
sets for men and women. Plain bands, milled and 
decorated types, and set rings were included, likewise 
in a broad price range, and closely keyed with the 
“double ring ceremony” notation which now appears 
in a large percentage of Los Angeles wedding accounts. 
The matched sets were accompanied by a small show- 
card giving a description of the double ring ceremony 
and a short history of the custom. Shown in “twin 
boxes” side by side, 24 choices in matched wedding rings 
caused much comment, and requests to see the com- 
plete engagement and double wedding ring selection 
inside the store. This naturally led back to the first 
window, which contained diamond rings for every pur- 
pose, including engagement and diamond-set wedding 
rings along with dinner rings and other varieties. 

Another display included women’s wedding rings un- 
matched for the benefit of the buyer who doesn’t believe 
in the double ring. These were priced to $270 and in- 
cluded set types and plain wedding bands in a variety 
of precious metals. 

Into the store archway, the next display, likewise 
backed by plain red velvet, was developed around new 
ring mountings—a store specialty which has led to a 
heavy volume of remodelling and modernization of old 
rings. From its large stock of modern mounting styles, 
LeRoy’s exhibited some 30 choices, including austere 
heavy types for men, delicate scrolled settings for ladies’ 
diamond rings, built-up varieties for costume rings, and 
even several types of Tiffany prong settings for those 
who prefer the old fashioned mounting but ask for a 
new one to safeguard a long-kept stone. No prices were 
given in the mounting selection, inasmuch as this is de- 
pendent on several remodelling factors. 


EMPHASIS ON RE-STYLING 


This was followed by a large display of old-new 
samples cleverly displayed in twin boxes at the rear 
of the window—worn, old-fashioned mountings neatly 
shown with bright modern types of the same size or 
general description. The store is making a constant 
promotion of remounting ring stones, and intends to 
repeat this type of display individually in the future. 

In sequence, the next window was devoted to initial 
rings priced to $84, and predominantly masculine types. 
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One look at the FOMERZ SKIPPER 
will convince you of its real sales 
appeal. 

There is a compartment for 
every need. A readily accessible 
Kointeller cleverly slides out. Coins 
can’t fall out. Milady has a place 
for keys, a pocket for photos and 
identification... space for her 
“other things.” The NEW FOMERZ 
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in a handy, convenient, smartly 


nN : » designed bilo 


QUALITY 





Originators of the ""MERZFOLD,” “KOINTELLER,"” "STREAMLINER"™ and 


complete line of nationally advertised personal leather goods 
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ANNOUNCEMENT 
To Watch Importers 








Lodge and order emblems were featured along With 
simple and ornate initial types. This window, LeRoy’ 
feels, is an important addition to ring mere ‘ 





handising 
now that women have become accustomed to buying ring 
’ gs 


for men. Thirty types neatly shown in this smal] Win- 
dow carried out that idea, with emphasis on “the per- 
fect gift for men” theme. During the war when many 
business firms bought rings as a “company gift” {,, 
executives going into the services, as well as family 
buying for the same purpose, initial and emblem ring, 
demonstrated a far better future, the store found. 

The final window, one of the largest, was devots 
entirely to birthstones, including more than 100 choice; 
and neatly bracketed into months. Prices were $24 i, 
$255, including all types of previous and semi-precious 
stones for men and women, and even a selection fo, 
children. Cards included gave details for various months 
of the year, and pointed out the “lifetime gift” motif 
which gives birthstones a particular appeal. 

Every ring in every display was carefully polished 
before going on view, and the simple “props” of ring 
boxes and plush display mounds were similarly spruced 
up. In addition lighting was brought down close to the 
rings on view, to make the most of small-item display, 
and each ring was carefully separated from its neighbor 
for maximum attention. This “repeated punch” pro- 
motion received far more attention than the standard 
multiple-item display and will go a long way toward 
making Los Angeles people think of LeRoy’s when the 
subject of rings for any purpose come up. 


RIBBENTROP REGALIA 





In addition to our Watch Repairing Depart- 
ment, we now have a complete Watch Casing 
Service. 

All watches cased by us are timed for 48 hours 
before they are returned to you. Minor 
adjustments made without additional charge. 
We will also attach all types of Watch 
Attachments. - 


All work fully guaranteed 


MARUDO WATCH CO. 


48 WEST 48th STREET 
NEW YORK CITY 




































Finely worked in gold, silver, diamonds and rubies, the medals 
being examined by ex-WAC Lucille Mullins were once upon 
a time worn by arrogant Joachim von Ribbentrop. Primarily 
orders of honor from non-German countries such as Spain, 
Italy, Hungary, Denmark, Romania, Finland, Egypt, Japan 
and Russia, the medals were brought back from Austria as 
souvenirs by Miss Mullins’ brother-in-law. 
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YOU CAN'T SAY THAT! 

(From page -47) 
halcedony So-called “green onyx” is much darker 
c y- 


than chrysoprase. 
Sometimes other natural stones, such as calcite, are 


rtificially colored to represent carnelian, chrysoprase 
a * . . > 
nd blue chalcedony, in which case they should be de- 
a . 


cribed as “Carnelian-colored Calcite,” “Carnelian- 
8 


colored Stone,” etc. 


EMERALD 

A deep green to light grass green transparent to 
translucent variety of the mineral beryl which erystal- 
lized in the heaxagonal system. Its color is due to the 
presence of chromium. Its hardness ranges from 71% 
to 8, and its specific gravity from 2.67 to 2.75. The still 
lighter green varieties of beryl are correctly known as 
either green beryl or aquamarine and should not be con- 
fused with emerald. (F. T. C.) 

Imitation of emeralds, called ‘“Aquamarine Emeralds,” 
“Tecla Emeralds,” “Crystalline Emeralds,” are made by 
inserting layers of green glass or cement in compositions 
of aquamarine or rock crystal, or by green colored glass. 


GARNET 

Due to its many varieties, the garnet is often mistaken 
for other gems. Some resemble the ruby in color, and 
those from Arizona, Utah and South Africa are probably 
the most valuable. Other colors include deep crimson, 
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Heart Fob Pin..$30 retail 
Earrings .......... $20 retail 
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columbine red. Mostly cut in brilliant form, but also 
cut in rounded form and known as “Carbuncle.” 


JADE 

The mineral jadeite or nephrite; semi-transparent to 
opaque, grained stone, usually thought of as green, al- 
though it may be white, gray, brown, or other colors. 
Various inferior minerals, or imitations, are dyed and 
incorrectly described as “African Jade,” “Korean Jade,” 
etc. The term “Mexican Jade” has been incorrectly 
applied to marble or “Onyx Marble,” such as used in 
lamp bases, building, etc. It can be distinguished from 
genuine jade by the readiness with which it may be 
scratched with a knife, as compared with the hardness 
of true jade. The accurate description would be “Mex- 
ican Onyx Marble,” or, when dyed, “Mexican Dyed 
Onyx Marble,” or “Jade-colored Onyx Marble’; or 
“Tecali Onyx Marble,” to indicate place of origin. 


LAPIS LAZULI 

The term “Lapis’’ means stone, and the full name of 
the genuine lapis is “Lapis Lazuli,” meaning “Blue 
Stone.” It is also known as “Lazurite’”’ and “Azure 
Stone.” It is a natural, opaque stone, of dark to light 
blue or greenish blue color, sometimes blue shading into 
violet. Lapis is a mixture of several minerals of the 
sodalite group and is one of the lightest of stones. It is 
often characterized by veins, spots or other markings, 
and by specks of calcite or iron pyrites, but the most 
prized lapis lazuli is close grained, free from cracks, 


HEART FOB PIN 
AND EARRINGS 












be found in this deftly made set. The 
enchanting richness of STERLING SILVER 
blended with a vivid Brilliance of selected 


All the art of FINE Jewelry Design can 
Rhinestone. Rhodium Finish. 





“Our second decade of Service’ 


pepeSHRAGER | 


COSTUME JEWELRY + COMPACTS 






CHICAGO 
36 So Sreacr Wrovesaca Man 

















spots, or imperfections, with fine azure blue or ultra- 
marine color. 

“Swiss Lapis,” “Italian Lapis,’ and “German Lapis” 
are inaccurate terms sometimes used to describe simula- 
tions of lapis lazuli made by artificially coloring stones 
which readily absorb dye, such as Agate or other forms 
of chalcedony. Frequently, the artificial coloring can 
be detected when the stone is cut or when beads are 
drilled after dyeing. “Swiss Lapis” generally has a 
heavier specific gravity than genuine lapis, and the 
metallic inclusions in genuine lapis lazuli are not often 
successfully imitated. Stones other than lapis, artificially 
colored to resemble lapis lazuli, should be described as 
“Lapis-Colored Stones,” “Lapis-Colored Agate,” etc. 


ONYX 


A cryptocrystalline variety of chalcedony quartz, 
having even, parallel layers of different colors, usually 
white and black, white and red, or white and brown, but 
onyx is often dyed, e.g., black onyx. The term onyx 
should be applied only to that variety of quartz known 
as onyx. Onyx should not be described by the names 
of its related stones, such as Chrysoprase, Chalcedony, 
Carnelian. Stone cameos are made principally of onyx. 

The F. T. C. has taken action in various cases against 
use of the term “Onyx” to describe products not genuine 
onyx or which are imitations. Such terms as ‘“‘Marblex- 
Onyx,” “Crystal Onyx” are incorrect for products not 
onyx. 

“Sardonyx” is usually white and reddish, the reddish 
part almost the same color as carnelian. 





OPAL 


A solidified silica jelly, differing from other stones in 
its display of colors or color in its structure; of varying 
physical properties because its composition is not fixed, 
May be clear and semi-translucent or translucent, with 
characteristic milky appearance. Flashes of eoloy are 
caused by diffraction of light due to physical irregular- 
ities in the stone. 


PEARLS 


Pearls are lustrous concretions, consisting essentially 
of alternating concentric layers of carbonate of lime and 
organic material found in the shells of certain mollusks, 
the result of an abnormal secretory process caused by an 
irritation of the mantle of the mollusk consequent on the 
natural intrusion into the shell of some foreign body, 
(F. T. C.) (This foreign body might be a grain of sand, 
an egg of the mollusk itself, or perhaps some cercarian 
parasite, or an excess of carbonate of lime in the water.) 

A Cultured or Cultivated pearl is produced as a result 
of inserting a bead made of “Mother of Pearl” shell in 
the folds of a live mollusk by means of an operation and 
returning the molluks to the water. After a period of 
time (which may vary from a few months to four years, 
or, in a few cases, up to seven years), the bead is coated 
with pearl nacre and is called a cultured pearl. Such 
a pearl should be called a “Cultured Pearl” and should 
not be described as a “Genuine Pearl” or by other terms 
that might create the impression that it is a naturally 
produced pearl, as first mentioned above. It should not 











We take pleasure in announcing the opening of our new offices and showrooms in 


DENVER, COLORADO 


THE WILDA BUILDING, 1441 WELTON STREET 
TELEPHONE CHERRY 0121 


To better serve our customers in the Rocky Mountain Area 


J. J. Byrne & Sons 


Wholesale Jewelers 


OMAHA * DENVER 


DISTRIBUTORS OF LEADING LINES OF WATCHES, CLOCKS, SILVERWARE, DIAMONDS, JEWELRY AND 
ELECTRICAL APPLIANCES 
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be implied or represented that cultured pearls are as 


yaluable as genuine pearls of similar size and appear- 


ance. 
Distinction should be shown between natural pearls 


and cultured pearls. A Fresh Water Pearl should not be 
represented as a Salt Water Pearl. 
IMITATION PEARLS 

Imitation pearls are manufactured by blowing small 
spheres of opalescent glass and coating the interior with 
a preparation of an essence from fish scales and then 
filling the sphere with wax. Another method is to cover 
solid spheres of opal glass with many coats of fish scales, 
combined with a durable adhesive agent. All imitations 
of pearls should be described as such. The asterisk 
should not be used as a means of qualifying imitation 
pearls as such. 

To advertise imitation pearls without using a word or 
words conspicuously and clearly portraying that the 
product is an imitation and not genuine, with the effect 
of deceiving or misleading purchasers or prospective 
purchasers, is an unfair trade practice. (F. T. C.) 


INDESTRUCTIBLE 
The term “Indestructible,” or its equivalent, should 
not be used as descriptive of natural or imitation pearls. 


QUARTZ 

Quartz is crystallized silicon dioxide in many varieties, 
and numerous colors. Numerous other stones are vari- 
eties of quartz. 

The term “Green Quartz” should not be used to de- 
scribe fluorite. Fluorite and quartz are two distinct 
minerals, and one cannot be properly described by the 
name of the other. Fluorite is much softer than quartz 
and its composition is calcium fluoride, while that of 
quartz is silicon dioxide. Fluorite is frequently used 
for figurines, lamp bases, etc. 

Beads or other articles should not be described as 
“Rose Quartz” unless made of rose quartz, which has 
a natural deep rose color. Quartz or other stone dyed 
to imitate genuine Rose Quartz should be accurately 
described, e.g., ‘““Dyed Rose Quartz,” “Rose Quartz, 
Artificially Colored.” (See F. T. C. 1780, 1781.) 

Quartz covered or coated with a blue plastic or other 
material may be described as “Blue-Coated Quartz” or 
“Plastic-Coated Quartz” depending on the material used. 


ROCK CRYSTAL 


Rock crystal is a form of clear colorless quartz. A 
erystal of pure quartz is remarkably transparent. Not 
all quartz is crystalline. Only genuine. rock crystal 
should be described as such. The term “Crystal” may 
be used as an adjective to describe glassware, to indicate 
lack of color or crystal clearness, e.g., “Crystal Glass- 
ware,” but the term “Crystal” alone, or “Rock Crystal” 
is an inaccurate description of glassware. 

The term “Crystal” should not be used alone or with 
other words so as to imply that articles are natural rock 
crystal when such is not the fact. (See F. T. C. 2094.) 
(See also No. 774.) 


RUBY 
The name “Ruby” is given to the transparent to 
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( jas oS, : / 
~/aisies for — pring: 


They contain more than a hint of gavety, these 


exquisite heavy type Sterling silver pieces. Beauti- 
fully crafted for cherished wear, they will have a 


subtle appeal for your discriminating customers. 


Illustrated above: 
The Bracelet (632B) $6.75 Each 
The Pin (640) $3.00 Each 
The Earrings (638E) $1.75 The Pair 


GOLDBERG-KIRSCHMAN CO. 
501 MADISON AVENUE 
NEW YORK 22, N. Y. 
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Popular Priced 





Boys and Girls Rings 


Made in 14Kt Yellow Gold with synthetic 
Sapphires and Rubies 


Wedding Band in 14 Kt Pink Gold, set 
with 12 genuine Rubies 


No. 392... .$6.00 
No. 203....$4.75 


No. 219... .$5.75 
No. 174....$5.50 


No. 6... .$5.50 
No. 607. ..$35.00 


For immediate delivery Order Today 


AARON LEIKIND 


Manufacturing Jeweler 


94 Canal St. New York 2, N. Y. 


WaAlker 5-8869 
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jeweled accessories . 


———— 
SIGNATURE 


‘ 


NEW ADVERTISING SERVICE 
EXCLUSIVELY FOR JEWELERS 


BEAUTIFUL ART WORK — DYNAMIC Copy 
USES MODERN APPROACH AND TECHNIQUES 


We have made up and are offering to one jeweler in a 
city a complete newspaper mat service including art work, 
copy, mats, name plate and advertising counsel. A sample 
layout is shown above. 


THIS IS A POWERFUL SALES BUILDER 
Write or Wire Today for Samples and Prices for Use in Your City 


®) 


ADVERTISERS MART INC. 


522 FiFTH AVENUE, NEW YORK 18, N-Y. 


Copr. Advertisers Mart Inc. 1948 
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Costom Made for the Better Trade 
* 


LEONORE DOSKOW 


HANDWROUGHT 


STERLING SILVER 


OP 


eM Me 


Treble Clef Pin — On hats, handbags 
and lapels, this pin of gleaming hand- 
wrought Sterling Silver will shine with 


x 


simple grace. Designed to complement 
tweeds or formal dress, it's as appro- 
priate a gift to inaugurate a young- 
ster's first music lesson as it is for 
Grandma's birthday. 1/2 inches long. 
$12.00 per dozen. Matching earrings, 
$21.00 per dozen pairs. 


Me YS 


x 


Pipe Companion — Very 
practical—and very hand- 
some—this pipe cleaning set 
is an original Leonore Dos- 
kow design. Handwrought 
from Sterling Silver, it in- 
geniously combines a tame 
per, reamer and stem cleaner 





in one compact unit. Folded 

together, it measures only 
7 W 

2%"x¥2".$30.00 perdozen. 


A REQUEST on your business letterhead will bring you 
descriptive literature, illustrating other smart Doskow 
designs in Sterling Silver, pre-tested for their sales appeal. 


LEONORE DOSKOW, SILVERSMITH, MONTROSE, N. Y. 
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S orry...... 


UNTIL SHORTAGES ARE OVER 


We design and manufacture boxes of all descriptions, 
but due to acute shortages of materials, we are unable 
to supply new customers. Soon, we hope we may again 
create and manufacture boxes to fit your individual 
requirements. 

C & M MANUFACTURING CO. 


PAPER BOXES JEWELRY DISPLAYS 
112 Point Street, Providence 3, Rhode Island 
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translucent variety of the mineral corundum. Its color 


is red with only limited traces of other tints or hues. The | 


color is due to the presence of minute quantities of 
metallic oxides in the alumina. Its hardness is about 9 
and its specific gravity varies from 3.94 to 4.10. ‘The 
yariety of ruby which exhibits a six-rayed star is known 


as the “Star Ruby.” it. %. <) 
Synthetic rubies should be described as such. (See 


No. 590.) 

The American Gem Society declares it is unethical for 
its members to sell a variety of corundum as rvby which 
possesses & color lighter than a medium tone of red with 
possibly a trace of other hues. 


SAPPHIRE 

The name “Sapphire” is given to the transparent to 
translucent blue, yellow, green, orange, purple, pink, or 
other colored or colorless varieties of the mineral corun- 
dum, except red, or red with only limited traces of other 
tints or hues. The color is due to the presence of minute 
quantities of metallic oxides in the alumina. Its hardness 
is about 9 and its specific gravity varies from 3.94 to 
4.10. The translucent variety, or corundum of any of 
these colors, which exhibits a six-rayed star is known as 
the “Star Sapphire.” (F. T. C.) (The red variety is 
ruby.) Synthetic sapphires should be described as such. 


(See No. 590.) 


TOPAZ 


A mineral consisting essentially of aluminum fluosili- 
cate crystallized in the orthorhombic system. Its char- 
acteristic color is yellow, varying from canary to deep 
orange, but it is also white, greenish, bluish, pink, rose, 
red, etc. Its hardness is 8 and its specific gravity varies 
from about 3.4 to 3.6. This mineral, known in the trade 
as precious topaz, should not be confused with a yellow 
to brown variety of quartz (silica) generally known as 
Topaz Quartz, Citrine Quartz, or Citrine. (F. T. C.) 


TURQUOISE 


Ranks very high among all opaque stones. ‘I'he finest 
color is deep blue, but other colors are greenish, azure 
blue, greenish blue and bluish green. All turquoise may 
turn greenish or darker with age. 


ZIRCON 


Zircons are very brilliant and the colorless variety 
which is not common may be mistaken for a diamond by 
those who are not expert. The best known color is blue, 
but it comes in other colors, yellow to brown, orange to 
red. “Blue” does not occur naturally in zircon, but it 
is produced from other colors by heating. Transparent to 
opaque. 


Zircons should be advertised as such and not as “Dia- | 


monds,” “Oriental Diamonds” or by similar terms. Sim- 
ilarly, unjustified comparative claims such as “equal in 
hardness, brilliancy, fire and sparkle, to diamonds,” “ex- 
perts cannot tell them apart,” “exactly matching gen- 
uine diamonds,” “same blue-white brilliancy and rain- 
bow fire,” etc., should not be made for zircons. 

(To be continued next month) 
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The name Dee is known 
throughout the jewelry field 
as the Jewelry Trade’s Buy- 
ers of 


| OLD GOLD, SILVER, 


platinum, filled cases, spec- 
tacle scrap, rings, chains, 
pins, brooches, etc. 


WE ARE EQUIPPED 


to refine all forms of scrap 
| and waste containing pre- 
) cious metals economically 

and accurately. 

That is why you will find 

that 


DEE GHECKS SATISFY 


It pays to ship direct to 


— 


| 
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DEE<:CO. 
PRECIOUS METALS 
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WHOLESALERS SINCE 1899 
li H. SEGAL 
DIAL REFINISHING 93 N Street e New York City 7 
assau « 
CRYSTAL FITTING ” 
Room #612 
trom coast to coast “PROUD TO PRESENT”: 
AN OFFICE TO SERVE YOU W. C. EDGE MESH 14K YELLOW 
gents’ extra heavy attachments....... 37.50e 
We Are Celebrating ladies’ attachments ..............4.. 13.50 ea 
This Month Ladies’ white or yellow 1/20-12K center 
ge ee 5.00 dz 
20 YEARS OF CONTINUOUS Cellini bangle bracelets in sterling silver 
SERVICE TO THE JEWELERS (yellow and white) .:............. 6.00 dz 
OF AMERICA Sterling silver bow knot bracelets in yel- 
I I ack he ceweeewonws ees 3.50 ea 
Under the same management as in 1926, 
we are looking forward to giving our A REGAL PRODUCT 
customers BETTER SERVICE than ever FINE ENGLISH AND DOMESTIC STRAPS 
in 1946, Pigskin—Hazel—Glazed—Washable 
Morocco—Calf 
Cordovan fine finish straps. .5.00 dz 
44 ; F2 K- }? ; . ‘al D | A L oe) °] P White stainless steel men’s expansion bands 
LOS ANGELES el" Tien Veto: 10K service rings for men and ladies 
SAN FRANCISCO Gnas Masonic lapel pins in 10K and GF 
DALLAS PITTSBURGH = 




















RUGBY | 


OVER 


Complete "Sell Out Line" 59,000,000 


© Finest leathers plus hand crafted 


workmanship naturally create finest NATIONAL ADV. 
aneuais READERSHIP 


@ Built-in value creates consumers’ 








CQ 


Esquire * True * Pic 


aaa Good H Sat Eve Post 
- e 2000 s10use * Sa ve Fos 

lustrous finish © Consistent national advertising as- Seventeen * Vogue 
sures steady demand! Real Story © Movieland 


Screenland ¢ Silver Screen 
Real Romances 


hug-the-neck style 


@ Interchangeable counter & window 















CASES, COIN PURSES, CIGARETTE 


display units help move the goods! lh, Whee 
They're so lovely, your 
smart trade will love il) ‘i 
them! — and such value MEN’S & LADIES’ BILLFOLDS, KEY eal {lt oi) i 


in pearl chokers is 


CASES, COMPACTS & OTHER LEATHER 
bound to mean volume 


NOVELTIES, RETAILING 1.50 to $18, 
Removable shui ME i, 
:. 


Counter Stand 
with 2 swing 
legs fits atop 





#2273~—Two strand (il- 
lustrated) $24.00 doz. 


#2262—Single strand 
(not illustrated) 


$12.00 doz. cabinet. Both 
(GALS dust-proof glass 
covered. FREE 


WCE " x with asst. at 
(ie ihe 


. we $200 cost, 















Permanent showroom, 


sth Floor. Hotel New Yorker,N.Y-1 | RUGBY PRODUCTS CORP., 11 W. 32 St, N. ¥.1 vcs‘anceces 


General Offices : 404-06 Fifth Ave., McKeesport, Pa, 
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DISABLED VETS NEED SERVICE OFFICERS 
(From page 248) 


improvement and, to all intents and purposes, became a 
model husband. 

After a time, however, the in-laws returned to inform 
the DAV officer that the veteran was again wandering off 
and abandoning his wife. They wished to have him 
arrested. However, the officer held them off and did 
some additional investigating. It was disclosed that the 
in-laws had been exceedingly generous, aiding the couple 
financially, providing them with a modern home, etc. 
However, they also watched the younsters like hawks. 
They insisted upon approving all movies which the pair 
wanted to attend, voiced strong disapproval of dancing 
and other harmless pleasures and, in short, acted as a 
thoroughgoing “wet blanket.” 

With considerable difficulty the DAV officer was able 
to convince the in-laws that their interference and atti- 
tude were to blame for the veteran’s eccentric behavionr. 
And, when they left the young couple alone, the ex-GI 
“took hold’ and fulfilled his obligations as a citizen and 
husband. 

Lack of a DAV officer would, in this case as well as 
hundreds of others, have resulted in chaos for the vet- 
eran. He might have been arrested, committed to an 
institution or otherwise unjustly treated. The necessity 
for such officers, therefore, is readily apparent. 


Under the chairmanship of Charles Shipman Payson, 
the Disabled American Veterans are seeking $10,000,000 





with which to expand a rehabilitation program for dis- 
abled ex-servicemen. This, it is estimated, will be suf- 
ficient to train 400. additional national service officers 
and to expand and maintain the vital services they will 
perform. 

As chairman of the jewelry division of the campaign 
I have been assigned to solicit contributions from all 
those in the industry. If you have not already con- 
tributed, I urge you to do so now. Send your checks 
to me or, if you prefer, to the National Service Fund, 
Disabled American Veterans, 41 East 42 Street, New 
York 17. 


———— 


STAGE SETTING HIGHLIGHTS STORE 
(From page 250) 


of gray and, also, through related lighting effects. The 
impression of unobtrusive separation is produced 
through the use of corrugated structural glass partitions, 
spotlighted from below. 

Upon entering the store, the first section encountered 
is the jewelry and silverware department. The walls, 
finished in light gray, contrast only slightly from the 
fixtures which are of a dead, bluish gray. Two wall 
cases on either side have mirror backs with chartreuse 
trim, and a center case is finished inside with that color. 
Two six-foot showcases on either side have glass doors 
which give the tops a transparent appearance. Above 
each case a spotlight, concealed in the ceiling, permits 
the same brilliant display of articles outside of the show- 
cases as within. 
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returned express prepaid. 


JuLrus GoopMAN 
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We Can Move Your Lnactive Patterns 
iw STERLING SILVER 


P ATTERNS change and jewelers have in stock Sterling 
Silver for which they may never have another call. 


These are frozen assets which we will readily convert to 
cash at pre-war prices no matter how large the quantity. 


We will pay the expressage when you ship the merchan- 
dise to us and if our offer is not acceptable it will be 


JULIUS GOODMAN & SON seo Sewetry 


77 Mapison AVENUE e MeEmpuis 1, TENNESSEE 
JosePpH A. GooDMAN 


Reference: THe Jewe.ers’ Boarp or TRADE 


ttl adil ad ai a a oe —wwe at aw at aX a 


Core 


We are interested 


in purchasing 


ANTIQUE 


to any amount 
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EYED TO 
YOUR 
HEART 


Gold-plated Sterling 

Set with Simulated 

Pearls, Rhinestones, 

and Colored Stones. 
$18 each. 


This is one piece from our com- 
plete new costume jewelry line 
from $6.75 to $300 a dozen. 











Longines 
___ Way Spl 


Recommend These Different Types of 
Beautiful Crystals to Your Customers! 
(Write for complete information) 


PAUL LINN is happy to announce that his entire 
staff is at last back on the job! They served our 
great country for the past 4 years, and now they 
are ready to serve our valued customers in the 
Jewelry trade. Although we have managed (thru 
great efforts) to return all Crystal Fittings within 
24 hours during the war period—NOW, with our 
CAPABLE and SKILLFUL EMPLOYEES, we 
can definitely return all Crystal Fittings the VERY 
SAME DAY. 


OUR WORK IS GUARANTEED TO BE 100% SATISFACTORY| 


L | 


L | N N e 5 S. Wabash Ave. Chicago 3, Ill. 





Jobber of Watch Materials, 
Hemelers Supplies, Crystal Fittings 




















FOR HONEST RETURNS 
IN 


SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 


JOSEPH B. COOPER & SON 


PRECIOUS 


OFFICE: 


26 JOHN STREET. 
NEW YORK CITY 


FACTORY: 
BROOKLYN, N. Y. 

















= 


with a Kingsley Machine . .. 







; You can Stamp — 
Names or Monograms 
on 


FOUNTAIN PENS 
LEATHER GOODS 
PLASTIC GIFTS 
WRITING PAPERS 
XMAS CARDS, ETC. 








Right in You } 
Own Store! / 








~ WRITE FOR DETAILS 


KINGSLEY Gold Stamping Machine Co. 
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The second section, separated from the silverware 
and jewelry department by six foot piers of corrugated, 
translucent structural glass spotlighted from the floor, 
is devoted primarily to Oriental giftwares and decora- 
tive pieces. The gray motif is continued, here, with 
silverish, hand-blocked Chinese wallpaper. Wall cases 
depart from the gray of the silverware section, being 
treated in a rich, chocolate brown with tan trim inside. 

Section three, devoted to ceramics and antiques, is 
separated from the Oriental department by identical 
spotlighted corrugated glass partitions. The walls are 
covered with extremely pale gray hand-blocked wall- 
paper with a classical design, and the fixtures are finished 
in a somewhat darker gray with pink interiors. 

Lest the repetition of corrugated glass partitions 
create a feeling of monotony, the next division in the 
Miller store is accomplished by means of square parti- 
tions on either side, painted a bright jade green and 
containing shadow-box windows. This section, devoted 
to lamps and home accessories, is dominated by a long, 
sweeping curve on each side which features one large 
shadow-box window. The curved section is decorated 
in a grayish - blue hand - blocked wallpaper featuring 
Pegasus, the mythological horse. The interior of the 
shadow-box windows is finished in chartreuse. 

The fifth and final division of the store, separated 
from the lamp section by the outward sweep of the 
curve containing shadow-box windows, is known as the 
“Patio Shop” and features home bar and barbecue equip- 
ment. The side walls are executed in a white background 


with coral rooster designs, and the rear wall, surround- 
ing a huge shadow-box window, has a coral tint. The 
shadow-box, centered in the wall, is kept illuminated 
all night and presents an arresting appearance from the 
street. ; 

The colors used throughout the Miller store are far 
from “colorcard” samples—each of the 20 different com- 
binations was specially mixed for this particular store. 
The lighting, too, shows extraordinary care and atten- 
tion to detail, for although over 10,000 feet of wiring 
were installed and the combined lights average 15,000 
watts when all turned on, the effect is far from garish 
or overdone since all illumination is indirect. 

Good taste, ingenious use of materials and ideas and, 
above all, perfect attention to even the most minute 
details, have combined to make the Miller store one of 
the showplaces of the southwest. And the basic ideas 
can be used with profit by jewelers everywhere. 





ADLER'S USE STANDARD AD BORDER 


An effective format utilizing a “stock” border with 
changes of illustration and copy has given Adler’s, New 
Orleans jewelers, advertisements with individuality, 
high reader interest and dignified consistency. 

Items covered range from watches to silverware, bags 
to diamond rings, and hostess sets to lamps. The two- 
column insertions, run regularly, stimulate readers to 
“check the Adler’s ad,” thus combining the best features 
of institutional and spot insertions. 
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Repairs mean 
double trouble when they 
take up your selling time. 
ALMA efficiently repairs 
everything a jeweler sells. 
When repairs ‘‘get you 
down” try ALMA! 


THE NATION'S 
LARGEST 
WHOLESALE 
REPAIR SERVICE 


Watches & Clocks 
Plain & Complicated 
Chronometers 
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All Crystals Fitted 
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Dial Refinishing 
Case Repairing 
Recasing & Dialing 


Precious 
Semi-Precious and 
Birthstones 


Jewelry Special 
Order Work 
Mountings Made 
Stone Setting 
Soldering—Sizing 
Enameling 


Engraving 
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Plating 
Gold . . . All Colors 
Silver—Rhodium 
Chromium—Nickel 


Hollowware and 
Flatware 


Silverware Refinished 
Optical Repairing 
Pens and Pencils 
Cigarette Lighters 





ALMA. SERVICE COMPANY ae 


72 Bowery * New York 13, N.Y. + WAlker 5-5512 


‘‘We are as near to you as your postoffice’’ 
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AND $0 THE 


Like the Poor Dog who had none, we are bothered 
with shortages. 





Back into civilian production again, we hope 
the day will soon come when we get enough stock 


so you ean show and sell the full Silver City line | 


to your best customers. We promise you that we | 
will never deviate from the high quality of | 
workmanship, materials and design that have 
made Silver City such a favorite with the 
better stores. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 











Do your own Wedding Ring Sizing 


QUICKLY! EASILY! 
ECONOMICALLY! 
with the ELL-VEE Ring Stretcher 





IDEAL FOR 


RETAILERS e WHOLESALERS ¢ MANUFACTURERS 


Simple to use. yet absolutely accurate in increasing the size 
of a ring. Will not mar outside or inside engraving, or bend 
or weaken the ring. Just place ring on the proper hardened, 
ground, tapered mandrel and tap through die with mallet - 
or hammer. 


Complete with 16 half size dies, 4'/2 to 12, inclusive, numbered 
and arranged on a practical base with a cover included. 


$99: F. 0. B. CHICAGO 
MONEY BACK IF NOT SATISFIED 
NOW AVAILABLE — SIZES 12'/2-13-132 — $3.50 SET 


LOUIS VOGEL 
“DIVINE" RINGS 
39 S. STATE ST. CHICAGO, ILL. 
Stylist and Maker of Fine Wedding Rings since 1907 
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ENDRICK AND DAVIS TOOLS =» DIALS + CRYSTALS 








































E xperienced 
SALESMAN & EXECUTIVE 


with national following, exceptional con- 
tacts both buying and selling, desires to 
purchase outright, or to acquire large 


interest in established concern. Have sub- 


stantial capital to invest plus years of 
expericnce in every phase of the jewelry 
industry. Excellent bank and trade refer- 


ences. Negotiations confidential. 












Address: Box “A., 3033” care 


JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St., New York 17, N. Y. 
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FOR AN AMENDED REGULATION W 
(From page 252) 


private business, and they emphasize this over and 


with git 

ver again We, too, dislike unnecessary Government 
0 , . : "* 
interference with business, but a time comes when chars 
i 


would be created if some regulatory body were not set 
up by Government to correct conditions which private 
business alone was unable to cope with. 

We have our Interstate Commerce Commission to reg- 
ulate rates on our common carriers, and that law was the 
result of the abuses of rebates to favored customers which 
existed prior to the enactment of the law setting up inter- 
state commerce. We have our Federal Reserve System 
to regulate the flow of money, which was inaugurated at 
a time when privately owned banks could not cope with 
the situation themselves. We have our Maritime Com- 
mission. We have our Child Labor Laws and industrial 
safety laws to prevent unscrupulous businesses from 
taking advantage of situations which were unfair and 
against the best interests of the public welfare. There 
are many other regulatory laws besides those mentioned 
which are a necessity in our economy, and which few, 
if any, businessmen would want to throw out of the win- 
dow at this time. Surely in the enactment of all of them 
there was opposition at the time, but we have become 
used to them. We see the fairness of these laws, and 
today a great howl would go up if they were to be aban- 


doned. 





The condition now has come about where installment 
credit is so diversified that in our opinion it can no 
longer be regulated by private initiative. There was 
a time when most commodities sold on an installment 
basis were handled entirely by the retailer who sold the 
merchandise, and who financed his own contracts. 
Through trade associations, educational programs, com- 
munity credit policies, some reason prevailed in the 
length of the time of contracts and the amount of down- 
payments. However, by the time 1941 rolled around, 
the installment business had many ramifications. There 
were not only retailers in the field but the business had 
grown to where personal loan companies, industrial 
banks, commercial banks, large commercial loan com- 
panies, and manufacturers’ loan subsidiaries had entered 
the field—each vying with the other for a share of this 
business. There was no way to bring all these divergent 
interests together to create a common understanding or 
to formulate policies which would insure proper con- 
trols, and one of the last terms, before the advent of 
Regulation W, which we remember very well was “Notk- 
ing Down With 5 Years to Pay” on electric refrigerators. 


THREAT OF OVER-BUYING 

Past experience has proven that a_ considerable 
majority of the consuming public, who of necessity must 
use the installment method of buying, invariably over- 
buy, that is, they enter into purchase agreements and 
commitments over and above the amount they are able 
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Looks like Glass 
—_— Leather 
Sweatproof 
Comfortable 
Beautiful 


Cleans with a 
Damp Cloth 


Your jobber has Singapore 
Koroseal Watch Straps or 
can get them for you. 


* A trade-mark of The B. F. Goodrich Company 


A display card of Singapore 
Koroseal Molded Watch Straps on your counter 
will quickly convince you that they move fast. 


SINGAPORE 


These bright, modern straps sell the year around — make plenty of 
additional “word-of-mouth” sales. And the new Singapore Koroseal straps 


are even better than before. They are sold to the jewelry trade exclusively. 


Get a display card working for you — now! 


AKRON LINEN PRODUCTS COMPANY 


FOR MARCH, 1946 


STRAPS FOR WRIST WATCHES 
AKRON 4, OHIO 










































to meet from their weekly or monthly salaries—after 
the necessities such as food and shelter have been de- 
ducted. Such overbuying invariably leads to uncollectible 
accounts, replevins, loss of customers’ merchandise and 
good-will. 

Regulation W came into the field and saved us from 
ourselves, and if it should suddenly be dropped, nothing 
but chaos can come out of the situation which would 
be created. This would be especially true at the present 
time with the great shortage of merchandise which ex- 
ists. Some retailers would refuse to part with any of 
their short items unless the consumer agreed to buy 
the goods under lease contract at the longest possible 
terms that the retailer could get him to take, and witii 
a maximum interest charge based on the number of 
years the contract could be made to run. We happen 
to know that at the present time in the sale of second- 
hand automobiles it is next to impossible to buy a used 
car unless one agrees to take it on an installment basis. 

In the petition recently presented to President Tru- 
man by the Retail Credit Institute of America for the 
immediate termination of existing curbs on installment 
buying, the following statement is made: “The regula- 
tion will monopolize consumers’ credit into channels of 
big business and banking and destroy thousands of little 
merchants throughout the nation, who, for a generation, 
or generations, have served their customers’ credit needs 
on a flexible, personal basis.” This statement to me is 
most ridiculous. As a matter of fact, the principal pro- 
ponents of continuation of credjt control are the smaller 


dealers of America, who have seen big business and 
banking as described by the author of this article offer 
merchandise on such a low down-payment and over such 
a long period of time as to make it utterly impossible 
for them to compete and survive. 

Think of the condition that would prevail if the terms 
were extended beyond the present terms set up under 
regulation. This problem would be amplified many time, 
if all holds were barred. The competition for installment 
credit which would be created by the abandonment of 
Regulation W would set up a competitive situation jp 
which the sale of merchandise to consumers could be- 
come secondary to the sale of credit, and as goods be- 
come more plentiful it would load up people with leas, 
contracts in which few, if any, would have a proper 
equity in the goods which they purchase. It would throw 
back the responsibility to the dealer who sold merchan- 
dise on a down-payment which did not insure the cys- 
tomer owning an equity in the goods which he bought, 
and the number of months for which contracts would 
be issued would mean that until the last payment was 
made the consumer never would have an equity. De- 
preciation on all merchandise would be faster than the 
amount of money that he was paying for those goods 
under a lease contract. Retailers would have to hold 
the sack as the various types of lending agencies which 
would take their contracts would not only ask for sub- 
stantial discounts but insist on these retailers’ setting 
up large sums of reserves as insurance against future 
losses. The point would eventually come where a day 
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of reckoning would be in order and the retailer would 
be holding the bag, with the resultant mortality of re- 
tailers, which would be beyond anything that we have 
ever comprehended in the past. 

Few, if any, have seemed to take the interest of the 
consumer in mind as to his thoughts on Regulation W. 
One of these exceptions is the Des Moines Survey re- 
cently made in Des Moines, Iowa, in which consumers 
were polled as to their opinion on installment buying. 
The question was asked as to whether some sort of con- 
trol which would prevent people from signing for in- 
stallment payments totaling more than a certain per- 
centage of their monthly income should prevail. In ex- 
cess of 60 per cent of the people who answered showed 
that the people thought that that was a good idea. We 
believe that if more surveys were made of public opinion 
with respect to installment controls that the prevailing 
opinion would be in the affirmative. Why shouldn’t the 
opinion of the customer be considered in these matters? 
After all, he is going to be one of the principal victims. 

Another cry which goes out from our opponents is 
that the returning veteran can’t buy goods because of 
the stiff regulations. In a recent issue of Retailing, there 
appeared a most interesting article emanating from the 
Veterans’ Service Center of New York City, which in 
the 18 months it has functioned has been consulted 
by almost 75,000 members of the armed forces. I quote 
excerpts from this article as follows: “The most im- 
portant service home furnishing retailers can give to 





returning veterans trying to set up a home is to~help 
him .budget sensibly within his means.” Interestingly 
enough, the New York Service Center has no com- 
plaints to report against Regulation W by service men. 
One spokesman, however, said that he felt that there 
was a definite danger in the prewar, long term install- 
ment systems because they might induce the veteran 
to commit himself for too much. . 

I believe that the continuation of Regulation W, 
amended reasonably to conform to laws of supply and 
demand, will be a life-saver for the veteran. It will 
certainly teach consumers to spend their money more 
carefully and to fulfill their obligations within a specified 
perid. Without such control the veteran would be at 
the mercy of unscrupulous retailers and there would be 
no limit to the minimum down-payment or the credit 
stretch period. 

It is our belief that consumer credit is one of the 
most important forces in the economy of the United 
States. It is finally out of its swaddling clothes and is 
big business. It is beyond private enterprise to cope 
with this problem alone. It needs the help of regulatory 
laws. It will destroy itself unless this regulation con- 
tinues to prevail. It is our belief that the Federal Re- 
serve System has done a good job in administering Regu- 
lation W to date and that they have a complete knowledge 
of the problem. We believe that a law should be passed 
in our Congress making the regulation of credit a perma- 
nent function of our Federal Reserve System. 
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“Romance” is the name of this beautifully-detailed flower- 
and ribbon etched pattern, shown on a 14" torte plate and a 
9-ounce footed goblet. The design also appears on other 
stemware, plates, and occasional pieces manufactured by the 
Fostoria Glass Company, of Moundsville, West Virginia. 


Registration Runs 


High at Chicago 


Buyers crowd show but prove more careful 
in selection of merchandise; metal is in 


great demand; tableware still hard to get. 


EGISTRATION at the Chicago gift show, which 
opened on January 28 and ran for two weeks, 
went close to the 6,000 mark for the Palmer House and 
the Continental Hotel and well over 5,000 for the Mer- 
chandise Mart, according to the final tally. These figures 
top last year’s buyer attendance by about 1,000, a fact 
which tells its own story of the retailer’s sharp need for 
merchandise. It also reflects the situation noted at the 
gift shows held earlier in January in various parts of 
the country, where attendance records were broken and 
interest ran high. 
A survey of the show as a whole, however, revealed 
that in spite of their acute need for more goods, retailers 
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are no longer to be satisfied with anything that is offered 
them. That was a strictly wartime mood, based on the 
necessity for keeping shelves filled when there was very 
little with which to fill them. Today, the retailer is i. 
more selective. He is asking for good quality and good 
workmanship and he is enthusiastically ignoring the 
gadgety novelties which he would have bought a year o; 
more ago—reluctantly, perhaps, but he would have 
bought them. 

Apparently, he just isn’t playing that way now and 


This varied group of giftware items includes: 
Blown glass fish; California pottery bird; 
paper-weight vase in colored glass; pottery 
cigarette set; milk glass jewelry box, and 
pottery figure—all from M. B. Daniels & 
Company, 3! W. 27th Street, N. Y. C. 





Here is a California Dresden ceramic 
group from Avis, done in antique 
finish, decorated with lace, flowers 
and gold; bracket sells for $15, re- 
tail; the figure for $25. From Ebeling 
and Reuss Company, Philadelphia, Pa. 











THE JEWELERS’ CIRCULAR-KEYSTONE 





_TIFFIN 













laa! 


Y/ crystal gazing 


... into glass with a magnificent past, a brilliant future Genera- 
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tions of craftsmanship go into the flawless clarity, the brilliant fluidity of Tiffin 
Crystal. Modern art finds superb expression in its choice designs. See the masterly 
perfection of this Swedish Optic bowl by Tiffin craftsmen! Light lingers 
around it...swirls through it...as if charmed. A triumph of simplicity, of quality. 


A prize for a connoisseur, yet available to all who cherish beauty in their liome. 





UNITED STATES GLASS COMPANY + TIFFIN, OHIO 
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that is one of the chief reasons why the reports on busi- 
ness varied so widely from showroom to showroom. Ex- 
hibitors who chalked up the orders were those who had 
something really worth buying, and those who had re- 
lied on a re-hash of designs and items which had sold 
during the war years, found themselves watching from 
the sidelines. 

Metal, of course, was one of the most-wanted types 
of merchandise at the show. Its re-appearance on the 
market was welcomed with glad cries, and it unquestion- 
ably diverted some attention away from those other 
forms of accessories—ceramics, for example—which have 
had such enormous popularity in recent years. What- 
ever the metal—aluminum, silver, bronze, brass—and 
wherever it was shown, it attracted buyer interest and 
the orders piled up, even though in many instances there 





_ These steins are hand-made, high-glaze 
reproductions of old European collector's 
items, made in brown, ivory, green, tur- 
quoise, chartreuse, or orange; wholesale, 
$18 a dozen; smaller size, $15. From A. L. 
Larimer, 225 Fifth Avenue, New York 10. 





Here is one of many different arrange- 
ments of Everlast florals—dried flower 
groupings which are sold, without the bowl, 
in white, florists’ boxes. Priced from $12 
to $45 a dozen, wholesale. Write for cir- 
cular to Everlast, 225 Fifth Ave., New York. 








In hand-worked aluminum by Bruce Fox is this group 
of accessories of which the salad fork and spoon js 
priced at $6.25 a set, wholesale; leaf bowl, $8.50; 
fish platter, $12; and the jonquil candlestick, $4.75, 
From the Sun Glo Studios, 225 Fifth Avenue, New York, 


were no promises of immediate delivery. The delivery 
situation was disappointing to the retailers, of course, 
but most of them recognized that the manufacturer has 
many problems to meet in getting back on a peace-time 
production basis, and they were willing to wait. What 
they wanted was to get their orders on file, ready to 
be filled as soon as production gets rolling. 

Sharing top honors with metal was interest in the 
staple lines of china and glass tableware. Almost all 
of these lines are on a quota basis and the manufacturers 
cannot take on new customers. Their showrooms, never- 
theless, were among the busiest of all at the show. 
Jewelers who have carried these lines for years but 
whose quotas are only a fraction of their needs, visited 
the showrooms with the hope, however faint, that a way 
had been found to increase the shipments. Others who 
have added giftware departments to their stores during 
the war and have found them so profitable that they want 
to build them up with regular dinnerware and stemware 
lines, hoped that the factories might now be able to add 
new names to their list of customers. In most of the 
showrooms, however, jewelers in both categories found 
that there is no change in the situation; that they must 
continue to be patient for a while longer. 

A few import lines were on display, largely glassware 
and English china, while one famous line of Swedish 
glass, just back on the American market, was being sold 
from catalogue. Customers were hungry for the glass- 
ware, particularly, since they have been able to get some 
English china throughout the war. But amounts are 
extremely limited and there was nothing for immediate 
delivery. Former customers were given preferential 


treatment, as was natural, and those who had never car- 
ried these glassware lines found chances slim for getting 
it in the near future. 
American glassware lines were in somewhat better 
shape’than the domestic china lines. But here, too, some 
(Please turn to page 846) 
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HER PREFERENCE INSURES 


Hour after hour, day in and day out, 
year after year, consumers are reminded 
of America’s trade marked, quality mer- 
chandise . . . by radio, by newspapers, 
by magazines. Branded merchandise never 
rests on its laurels, never gives the con- 
sumer an opportunity to forget that there 
is no substitute for quality. 


Trade marks are familiar names in every 


ew PROFITS 








household. They breed respect, build confi- 
dence, make selling easier. Ultimate profits 
are assured when customers find these 
nationally advertised brands in your store. 

We take pride in our trade mark. Through 
long and consistent advertising, Fostoria 
crystal has become a proud possession in 
millions of American homes. /t’s a good 


name to work with. 





(-ostoria 


FOSTORIA GLASS COMPANY - MOUNDSVILLE, WEST VA. 






MADE | IN USA 
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~Disdinclion in 


CERAMICS 





Artistry in design and decorations 


combined with master craftsmanship in production 


completes pieces noteworthy for jewelers. 


MONTICELLO DINNERWARE 


—truly a tribute to the American Home 


REGAL VELLUM DINNERWARE 


—handsome patterns for promotion sales 


VONTURY ART PORCELAIN 


—masterpieces of the ceramic art 


CONCORDE FINE CHINA 
—decorative pieces—table service accessories 
and short lines—in distinctive designs 


"ORSAY" FINE CHINA FIGURES 


—true reproductions of Antiques 


OMEGA CERAMICS 
—American made Old World Figures and 
other decorative accessories 


We invite your inspection of these 


lines when in New York 


HERMAN C. KUPPER, INC. 


39-41 WEST Z3rd STREET e 


NEW YORK 10, N. Y. 





















By MADELINE LOVE 


IDWAY through the spring gift-show Season, a 

few “trends” are beginning to take form, They 
are not, by any means, style trends. That term j, 
pretty much of a war casualty, inasmuch as both Manv- 
facturer and retailer are considerably more interested 
in getting all those back orders filled than in trying to 
bring out new designs. 

Where the present trend is observable is in the way 
a majority of the retailers are thinking—and are buying. 
Their inventories are low—in many cases lower than 
they were at this time last year—and it is not as easy 
as it was during the war to explain to an impatient cus- 
tomer why that long-ordered matching has not arrived, 
These stores need fresh, new things to bring life to their 
displays and to lift the morale of the salespeople. 

In spite of all this, however, there is a definite ten- 
dency among the retailers—jewelers, gift store opera- 
tors, and department store buyers, alike—to give 4 
second and more thoughtful glance at merchandise be- 
fore they place an order. One can almost see burns on 
their fingers as they back hastily away from more of 
the same kind of makeshift merchandise which has been 
cluttering their shelves for the past few years. 

Staples are what they want—staples, that is !—dinner- 
ware, stemware, and giftware which they can sell to 
their customers with confidence and pride. They wanted 
that kind of ware last year too, of course, and the year 
before, as well. But the difference now lies in their 
almost universal refusal to accept substitute merchandise, 
With all of the shortages that prevent him from getting 
the things he needs so badly, the retailer of 1946 is 
almost as choosy about the quality of his purchases as 
he was back in the 1930’s. 


* * * 


ENOX, Inc., has been granted a price advance of 
20% on dinnerware—the first increase since 1937. 
This announcement, important to all of the many 
jewelers who carry Lenox china, has been made by the 
president, Leslie Brown, and he states that the order 
from Washington granted permission to the firm to pass 
along the actual dollar increase on products that are 
resold in the same form. It is so worded, however, that 
only the dollar increase is passed on and is not pyra- 
mided along the line. The order is retroactive to 
February 1, and so all invoices from that date will have 
20% added to the net price. It should be made clear 
that this order is an individual one, and has nothing to 
do with an industry-wide increase in the price of china. 


* * # 
HE Rookwood Pottery Co., of Cincinnati, O., one 
of the country’s oldest producers of art pottery, 

dating back to 1880, which was recently purchased by 

the firm of Sperti, Inc., has opened new showrooms 
located in the Merchandise Mart, Chicago. The show- 
rooms are in charge of Miss Marie Hirsch, and it has 


THE JEWELERS’ CIRCULAR-KEYSTONE 











“FoR Marcu, 1946 


FOUR SMART LINES 


Exceptional merchandise in four entirely d ifferent styles and materials, all exquisitely 


designed and executed, at prices that will prove them all to be extremely popular. 


EVERLAST METAL 


The ever famous 
metalware that has 
proven its success, 
designed for better 
service, 








GOLDSCHEIDER 
EVERLAST 


~The undisputed 
Royal Family of 
Ceramics, made in 
America after the 
best traditions of 
Europe. 








MARIGOLD 
STUDIOS 


A new line of deco- 
rated wood in many 
shapes for many 
purposes, delight- 
fully different. 





EVERLAST 
FLORALS 


Dried Florals in the 
California manner, 
designed by an 
acknowledged mas- 
ter craftsman. 


























YOU CAN HAVE MUSIC! 































C6 *OID 








27222 


GIFTS THAT PLAY TUNES, 


Equipped with Genuine ‘ 
Swiss Musical Instruments 







#718 Powder Box fashioned of spun aluminum in 
four different pastel colors—$5.75 each. 


Other styles priced from $5.50 to $7 each. 













#CB401D Cigarette Box, modern in styling and made of 
handsomely finished walnut—$6.75 each. 
Other styles, piano or Midgetone priced from 
$6 to $9 each. 

# 2L-222 Liquor Chest of mahogany, with 8 whiskey 





glasses fitted into removable racks, and a rack 
for liquor bottle. Plays two different melodies 
—$14.50 each. 


NANKING COMPANY 


423 Second Ave. New York 10, N. Y. 
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been announced that new accounts are being openeg me 
a limited basis. 





* * * 


LASSWARE names from the other side of the 

Atlantic, which had disappeared from the market 
in the United States during the years of the war, are 
gradually coming back into the trade news. For in- 
stance, at the showrooms of A. N. Khouri & Bro., New 
York, the first samples of Stuart Crystal from England 
chave been put on display and orders are being taken, 
although there is only a small sample line and the major 
portion of them will be arriving in a few weeks, Also, 
samples of several lines of French glass are expected 
at this showroom some time this month. They include 
such famous names as Baccarat, Lalique, and Daum, 
In order to give proper display to these and the other 
lines carried by the Khouri company—Royal Worcester 
china, Aide sterling silver, and Aspry of Bond Street— 
the showrooms are being entirely remodeled. 


ORRECTION! The discount on the electric table. 

cooker called the Kitchenmaster, made by the Mal- 

ley Mfg. Co., of Los Angeles, and illustrated in our 

January issue, is not Keystone, as was stated, but is 
40% off the list price of $15.95. 


* + 


ISTED as members of the newly-formed “Registered 
California” organization of giftware firm in Los 
Angeles are the following: Sam B. Archer, American 
Ceramics Products, Batchelder Ceramics, Belford 
Studios, Belmont Plastics Co., R. G. Block, Brayton 
keaguna Pottery, Cemar Potteries, Crest China, W. A. 
Currie, E. R. Darvill, Dillon-Wells, Worth Durham, 
Gayet Ceramics, Gladding McBean & Co., The Grimes, 
Guppy’s California Ceramics, N. S. Gustin Co., Halde- 
man Potteries, Hollywood Mfg. & Distributing Co., 
Knowles, Taylor & Knowles, Dick Knox Displays, Los 
Angeles Potteries, Marsh-Fairchild, S. B. McCulloch, 
Frank M. MeNiff, Victor McNutt & Associates, Pacific 
Clay Products, Paramount Leather Goods, Pasadena 
Woodcraft Co., The Patio Work Shop, Olive Read Crea- 
tions, Roselane Pottery, Santa Anita Potteries, Scatter- 
good of California, Eugene S. Schneider Plastics, Max 
Schonfeld Co., A. E. Shahan, Evan K. Shaw Co., 
Theresa Shroder; Victor Sorensen Welding & Mfg. Co., 
A. L. Suman Potteries, Vernon Kilns, Walker Potteries, 
Max Weil of California, M. C. Wentz, Wolper Art 

Studios. 

* * # 






EWSETTES: Recently added to the sales force of 

Castleton China, Inc., covering the southwest ter- 
ritory, is Carleton Kendall, who formerly represented 
several jewelry wholesale houses in that area. D. F. 
Larimer, nephew of the giftware wholesaler, A. L. 
Larimer, is a civilian again after serving in the Navy 
and he has taken over the Kandle Kraft Novelty Studio 
in Lincoln, Neb., creators of wooden candles; he will 
also manufacture solid bronze and aluminum candle- 
holders. The Clarolyte Co., New York, manufacturers 
of Sheerlyte toilet accessories, has appointed Frank J. 
Tommins as its sales representative in the Midwest. 
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Bs odd 


A 


9018 Bracelet 
$45. doz. 


OF 


VICTORIAN WOVEN MESH JEWELRY 


of assorted colors — combining formal elegance with 


classic simplicity. - 


9020 Bracelet 
$45. doz. 


or Silver Finish. Sold individually or in matched sets. 
ILLUSTRATIONS ACTUAL SIZE 


CREATED and FEATURED EXCLUSIVELY b 












HAND BLOWN GLASSWARE 
IN EXCITING JEWEL TONES 


A fast-selling line of vases, 
jugs, candy dishes, etc., 
distinguished for beauty of 
design, alluring colors and 
fine craftsmanship. Made 
in aquamarine blue, ame- 
thyst and tropical green. 


Shipment in 30-45 days. 


~ BEACON” 








57-Piece Introductory Assortment in Three 
Colors — $47.49 plus carton charge 











WRITE FOR 4-COLOR FOLDER. 


BEACON GLASS COMPANY 


DEPT. J.. 71 W. 23RD ST., NEW YORK 10, N. Y. 


. > — Permanent. Showrooms a —- . — 
x i x . Santor 
208 Fifth Avenue 906 Representatives 1045 8. Hill St. 
Atlanta Chicago Dallas 

Earle Smith E. M. Meder Company Rad Keel 

821 Forsyth Bldg. 1570 Merchandise Mart Santa Fe Bldg. 


San Franeisco Portland, Ore. Seattle 
1D. E. Sanford Co. 


981 Mission St. 


D. E. Sanford Co. D. E. Sanford Co. 





a 
533 S.W. 12th 8t. Terminal Sales Bldg. 














Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 





Lowestoft Stone China 


Made by 
W.T. COPELAND & SONS, LTD. 
England 


Available from STOCK in New York 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10,N. Y. 





























REGISTRATION RUNS HIGH AT CHICAGO 
(From page 340) 


of the leading houses were at the show only to greet 
customers—not to sell. And there was little that was 
new in their field, since the factories are continuing with 
their policy of producing as much as possible of existing 
items rather than introducing new ones. Stemware was 
still hard to get, and this was more disappointing to 
most jewelers than the lack of new designs. Orders fo- 
stemware replacements are piled sky high, they say, 
and as with china dinnerware, their need for replenished 
stocks is extreme. 


Decorative ceramics were still much in demand, andj 
while it is possible that there were not quite so many 
figurines on display as before—or as many as were shown 
at the Los Angeles Show—it is certain that their quality 
has improved. Some figures of unusually fine modeling 
in the higher price ranges were featured in several of 
the display rooms, and they were being snapped up by 
jewelers. American ceramic artists have by now proved 
their ability to create pieces equal to and sometimes 
superior to those of Europe, and here is one market 
which is likely to remain here even after imported figures 
are available. 

Reports on the costume jewelry business were highly 
satisfactory. Only a limited number of concerns ‘were 
included in the list of exhibitors, but they were all busy 
throughout the show. And this is true, too, of the silver 
houses which displayed merchandise. Most of this was 
antique silver and it attracted much buyer interest. 


Because of advance warnings concerning travel dif- 
ficulties and reservation troubles at the hotels, attendance 
at the show was spread out fairly evenly over the two 
weeks. It is true that in some of the showrooms, the 
jam of buyers was almost continuous, but for the most 
part traffic was comfortably scattered. Bus service 
between the Palmer House and the Continental Hotel 
was frequent enough to take care of the crowd, and it 
was conveniently arranged. One whole floor of the Co2- 
tinental was given over to the displays, which were 
arranged in booths. Exhibitors here did not, of course, 
get the traffic that went through the halls of the Palmer 
House and the Merchandise Mart, but this was natural 
since buyers have long been accustomed to dividing their 
time between the Palmer House and the Mart. 

The George Little management staged a dinner dance 
at the Palmer House during the second week of the 
show, but the Mart dispensed with the affair which it 
usually gives. 






MOVIE TIE-INS REQUIRE TASTE 
(From page 254) 


nounced to attract the attention of the passer-by. The 
primary objective of the window display must never 
be subordinated to the glamour of the films. 

The easiest, and one of the most effective methods 
of tieing-in jewelry promotion with a current “smash 
hit” is through the use of movie stills, tastefully mounted 
in the window. As in the accompanying illustrations 
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Pr display in Philadelphia, such stills may be shown 
-. combination with the jewelry being shown, with a 
‘ ll card at the bottom of the window performing the 
stl between film and gems. Further reference to the 
motion picture would tend to minimize the jewelry on 
OPT sation to exercising a check on the vivid imag- 
ination of the theatre operator or his promotion aides, 
the jeweler must also be extremely careful in choosing 
films which afford tie-in possibilities. Just any old 
picture will not do—there must at least be a tenuous 
connection between the picture’s theme and some jewelry 
items which will be displayed. Far better to have only 
an occasional joint promotion than a steady succession 
of film titles which strain the imagination in providing 
links between the jewelry and the movie. 

A horrible example of failure to heed the principles 
of checking theatre operators’ enthusiasm and willy- 
nilly use of picture attractions as window tie-in subjects, 
is afforded by the hypothetical instance involving a film 
with World War II Pacific battles as a theme. If left 
to his own devices a theatre operator would undoubtedly 
fill a jewelers’ window with sand, machine-guns, tropical 
camouflage suits, and whatnot, together with poster- 
sized references to the thriller. One can hardly blame 
a film promoter for adopting such tactics, since selling 
the picture is his business. However, a little thought 
on the part of the jeweler involved would disclose that 
the picture was unsuitable for joint promotion in the 
first place. Aside from far-fetched references to pearls 
or coral, virtually no tie-in would be practical. 

Generally speaking, cinema subjects most suitable 
for window display tie-ins are those which lend them- 
selves readily to the use of such terms as “glamour,” 
“breath-taking beauty.” “loveliness,” ete. Those ob- 
viously unsuited are films which primarily concern 
themselves with sordid, maudlin and earthy topics. 

Put the movies to work for you—absolutely! But 
exercise restraint and commonsense in order to make 
such window display promotions pay off. 


DID YOU MAKE THESE MISTAKES? 


(From page 298) 


amount to $20. The customer shook his head, took the 
watch and walked out. When asked by a bystander if 
the estimate was not excessively high, the repairman 
explained in detail all the work which would be required 
to put the watch in serviceable condition. 

The error? The explanation was given to the wrong 
person. 

A detailed explanation of the work involved should 
have been given the owner of the watch, possibly with 
the statement that it would be easier to purchase a new 
watch than have the old one repaired. Then an offex 
to display a current model could easily be made. 

Reason? All doubt of the store’s fairness must be 
removed from the customer’s mind, and a full explana- 
tion would accomplish that. Also, although the customer 
was apparently reluctant to spend such a sum on re- 
pairs, he might be more than willing to purchase a new 
watch. 

7. The saleslady was deep in the business of show- 
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23 EAST 26TH STREET 503 Brack Shops 
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ELABORATE DEEP HAND-CUT 
Crystal Photo Frame. No. 18C 


Hand polished with corduroy easel back 
specially constructed not to warp. 


For 5" x 7" to 8" x 10"' $12.50 a El a ree $14.50 
BOR eS ie cc cticsncivenianas $16.50 


Also Same all mirrored. No. 18M 
For 5" x 7" to 8" x 10" $15.00 


A complete line of Frames from $1.75 to $20.00 each 


MIRRO NOVELTY CO. 


Ploneers, Originators and Manufacturers since 1925 
225 FIFTH AVE. © Room 933 °¢ 


NEW YORK 10, N. Y. 
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BETHWOOD ROYAL CHINA 


ENRICH YOUR GIFT DEPARTMENT WITH 
BETHWOOD GIFTS AND ACCESSORIES 


Lovely hand-painted accessories in fine china available in 
these decorations: Ivory Floral, Petal Rose, Soft Blue. Also 
large selection of hand-painted accessories in fine milk glass. 
Rose & Bertha Glebard 
1296 Mdse. Mart, Chicago, III. 


Harold Abrahams 
Merchandise Mart, Dallas, Tex, 


BETH WEISSMAN 


Katherine Zipper 
712 So. Olive St., Los Angeles, Calif. 


Creators & Manufacturers 
of Gifts and Lamps 


49 W. 23rd St., New York 














What we have YOU GET- 
Promptly 


Our principal lines continue fairly constant and 
workable despite shortages. We fill orders on de- 
pleted items as fast as merchandise arrives. Many 
salable items, always. 





RIALS ond 
wee one Crowns, Jewels, ona 
panne Mionds. Second Hands, 

Min’ 

Springs. ete- 


INDINGS =... Spring 
JEWELER'S FINDEN cling ser ain 

































Visit the 
ES Boxes, 
JEWELERS S tch Boxes, Locket : 
Ring Boxes, WoIe” Filled Boxe, TOV" TOLCHIN 
ae Lucite Displays- COMPANY 
ITEMS ig silver ond OK 
ed, Sterling finds of GO BOOTH 
t th - ACG. J. 
S Crosses, BObY. at the N. A.C. J 
Srecelets, Pins, Earrings. CONVENTION 
s , 
LEATHER oer Leather Watch one STEVENS HOTEL, 
Ladies ins, Bi ‘ * 
leather Watch Chains Chicago 
ing Sets, etc: 
July 29, 30, 31 


Aug. 1 


5 N. Wabash Ave. 
CHICAGO 2, IL. 


725 South Spring Street 
LOS ANGELES 14, CALIF. 


348 








ing an interested customcr some necklaces. A friend f 
the saleslady entered the store, whereupon the as 
excused herself and engaged in a boisterous ginlgniags 
sion with the new arrival. The customer glanced toward 
the pair several times, finally caught the sales] 
eye, announced that she was not interested in any 
after all, and left the store never to return. 


ady’s 
thing 


The error? The saleslady’s rudeness. 


The friend, not the customer, should have been asked 
to wait. 


Reason? Obviously, a purely social visit should never 
be allowed to interfere with business. Even if the 
social-caller had arrived first, the saleslady should have 
left off visiting and attended to the customer’s needs, 
Ignoring a customer in favor of a friend is very bad 
business practice. 


8. The saleslady, displaying pins to a customer, per- 
sisted in showing them against the background of her 
own dress. 


The error? Poor salesmanship. 


The pins should have been shown against a dark 
cloth on the counter or, better still, they should have 
been placed on the customer’s dress and viewed in a 
mirror. 


Reason? The customer, not the saleslady, is going 
to buy the pin. The odds are that the customer wants 
the pin for wear with the very dress she has on; if not, 
she is, at any rate, the one who will wear it. There is 
no point in a saleslady attempting to act as a model. 


9. The young man was extremely bashful and nervous 
about buying an engagement ring for his fiancee. The 
salesclerk joked with him and “kidded’’ about the 
miseries of married life. 


The error? Increasing the customer’s nervousness. 


Instead of joking, the clerk should have adopted an 
understanding and sympathetic attitude, talked in a 
subdued voice and asked questions about the bride-to-be. 


Reason? When people are ill at ease they need con- 
fidants, not wits. Had the clerk gone out of his way 
to create the impression that he was anxious to do every- 
thing possible in helping to select just the right ring, 
and by acting as a confidential adviser, the customer's 
self-confidence would have returned and he would re- 
call the store as a helpful, considerate place to visit. 
As it was, the customer probably never returned for 
fear of further “kidding.” 

10. In a very busy store a group of customers had 
been waiting for some time for attention. When a sales- 
clerk was free, he addressed a customer who had just 
arrived, to the exclusion of those who had been waiting. 
Three of the waiting customers, thoroughly irritated, 
left the store immediately. 

The error? Careless observation. 

If in doubt as to which customer had been there the 
longest, the clerk should have inquired ‘“Who’s. next, 
please?” 

Reason? People resent injustice, even when it is 
not intentional, and no effort was made to determine 
which customer had priority. Actually, salesclerks 
should keep a weather-eye out for customers entering 
the store and remember the order of their appearance. 
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SILVER OYSTER SHELL COMPOTE ... 


gracefully posed on a fish stem. A stunning piece, 
made of copper . . . polished and repolished; then 
heavily silverplated after which each piece is polished 
to gleaming perfection. The same careful craftsman- 
ship and silverplate as that used in Dodge's Old 
English reproductions. Height 6!/,"; diameter 9". 
$10.00 net. 


DODGE INC. 


401 East Sixth Street? 
Los Angeles 14, California 



















OUR Swe LATEST 
CHARM CREATIONS 


These exciting new 
charms ‘‘Lights, 
Camera,'’ and 
‘They're Off" exe- 
cuted in sterling 
silver finely detailed 
workmanship, 
moveable. 





Write today for full 
details of our 
moveable charms. 























STATIONERS SPECIALTY COMPANY 
19 West 21st Street New York 10, N. Y. 


Manufacturers of Leather Desk Sets 









CREATIONS 


424 South Broadway 
Los Angeles 13 

















GEMS AND GEM MATERIALS 


By EDWARD H. KRAUS and CHESTER B. SLAWSON 
Price $3.00 Postpaid 


THE JEWELERS' CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 




















WATCHMAKING 


Construction, repair, adjustment 
SSS NE COMPLETE 
7 2 

Practical Course in Horology 
for beginners and professional repairmen. All essential steps. Theory, 
operation. Many test cases. Full coverage of tools, materials. Fully 
illustrated. Only $2.75 postpaid. Money back guarantee. We supply 
tools, materials at lowest cost. 


MODERN TECHNICAL BOOK CO. 

Dept. MCK 55 West 42nd St., New York 18 
We specialize in all books on Watchmaking, Jewelry, 

Metalcraft, Gems, Gem Cutting, etc. Free catalogue. 
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WATCH CRYSTALS 
Srpanscqgs@iled 










All Types, 
= Styles, Colors Fitted. 
Write for Price List 


SPECIALIZING IN 
FANCY ROCS AND LUCITES 


ARTCRAFT 
CRYSTAL CO. 


542 So. B’way 
LOS ANGELES 13, 
CALIFORNIA 
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California Gift Show 
Breaks All Its Past Reeords 


























These handsomely designed ceramics, made 
in a thin body and richly decorated, were 
displayed in interesting framed display units, 
The ware is the creation of Clare Lerner, 1009 
West 7th Street, Los Angeles 14, California, 


Unusual in idea and styling is this ceramic 
Chinese maiden who serves as a colorful 
wall bracket flower holder. It is from 
Max Weil of California, 520 West 
Seventh Street, Los Angeles. 14, California, 


Large number of buyers place some $12.500, 
000 worth of orders at 22nd Semi-Annual 
Gift and Art Show at Los Angeles, Calif. 





. This new two-way shell with its Victorian handle 
LL of its past records for attendance and for ip smaleted an eunper, ond © be peed @ 


amount of money spent were broken in California’s $10 net. This was shown by Dodge, Inc., 40! 
22nd Semi-Annual Gift and Art Show, held in Los East Sixth Street, Los Angeles 14, California. 
Angeles, January 20 to 25, when more than 4500 buyers 
from all parts of the country, Alaska, and Hawaii, placed 
orders totalling some $12,500,000. Scores of out-of- 
town jewelers were among those who thronged to the 
six-day event. 

Braving transportation and housing difficulties, buy-— 
ers jammed the showrooms of 325 exhibitors, where 
there were thousands of new gift and artwares, most 
of them displayed so attractively that buyers went home 
with a wealth of new ideas on how to display giftwares 
more effectively. 

Tops in display artistry were beautifully appointed 
tables, set completely in California-made ceramic 
dinner-wares, with handloomed napkins and tableclothes 
carrying out the California motif. Even the dried Cali- 
fornia flowers were painted to carry out the color 
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the SANTA AMTA & . 


ow v me Pat. Pending 


of California 









originals by Jus 


Made in Sterling, goldplate on Sterling, 
14 carat gold, the ‘Santa Anita’’ was gracefully 


fashioned by the finest California craftsmen. 


Cebfpnis jody Cri 


JEWELRY MANUFACTURERS 









424 SOUTH BROADWAY GEG LOS ANGELES 13. CALIFORNIA “Trade Mark 
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A fine simplicity of line characterizes these 
silverplated dinner accessories that were 
created by Metalaire of Los Angeles. By 
Claude Sperling, Los Angeles and New York. 













These authentically costumed ‘peasant figures 
in hand-made ceramic, trimmed with real lace, 
are priced at $30 Keystone. Originated by Bea 
and Bill Ceramics, 2420 West 54th St., L. A. 





scheme of the new shades that have been perfected in 
ceramics. 

Buying was heaviest in staple items, the majority 
of exhibitors noted. Practical gift and homewares were 
in highest demand, and in these lines, price still seemed 
to be of little object. However, in novelty and non- 
utility items, buyers were more selective in their order- 


ing than they have been during the war years. Judg- 


ing from orders placed by jewelry stores, jewelers 
anticipate continued heavy gift sales this year. 
California ceramics seemed to interest buyers most, 
and they found a sparkling array of new designs, glazes, 
and new ways in which this versatile medium was being 
used. Figurines were still best sellers, especially if 
they were not decorative but also served a purpose. 
Lamps and dinnerware were among the most eagerly 
sought ceramics, but stocks were still low. Vases, book 
ends, candlestick holders, cigarette and candy boxes, 
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Hand-made tulips decorate this ceramic candy 
box, 8!/2" wide and nade in white, gray, 


~_ -—_——. 


blue or turquoise. Priced at $60 a doz., they 
are available from Fleurette Ceramics, 7963 
Melrose Avenue, Los Angeles 46, California, 





ash trays, and wall pockets were still found to be 
popular with the gift buyers. 

New and appealing were ceramics with Dresden lace 
appliqués, which embellished figurines as well as 
cigdrette and candy boxes and ash trays. Massive, 
vividly colored ceramic centerpieces, in bright Chinese 
lilies or in realistic looking strawberries, also captured 
the interest of buyers. Unique were the phosphorescent- 
painted ceramic Christmas tree ornaments that glowed 
in the dark. Another new ceramic decorative piece was 
a cluster of gardenias, roses, or appleblossoms that was 
fitted so that it could slide right on to the edge of a 
mirror. Ceramic jewelry, which has been discontinued 
by many manufacturers, was scarce, but few bemoaned 
the fact. 

California porcelains and semi-porcelains are achiev- 
ing new elegance. They were shown in new vase pat- 
terns, period figurines, ash trays, cigarette and candy 
boxes, and wall pockets. Outstanding were translucent 
porcelain demi-tasse cups and saucers with hand-made 
appliqued flowers and gold-painted edges. 

With the end of the war it was natural that the use 
of metals in giftwares would skyrocket. Many artisans, 
once engaged in war work have taken over war-surplus 
metals like aluminum, chrome, and war developed alloys, 
and moulded them into a hundred different gifts and 
homewares. Copper, a favorite medium with California's 
craftmen, was in greatest evidence at the show. Most 
striking use of copper was in modernistic, hand-wrought 
coffee tables. Spun aluminum cocktail sets made their 
(Pease turn to page 860) 
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WITH CLEO-DEL 


CHARMS! 


Sterling Silver Cast Charms! 
Fine Details! Superb Finish! 


1 
| No. No. | 
Small Ow \ French Horn 


& 
¢ 10 SoeS eS 


\— SS 
+h No. 19 
QZ French Phone 
No. 18 


Tall Phone No. 21 Diver 


No. 23 
Dancing Girl 


OKs a) No. 31 —-No. 27 No. 29 


ek Bae BB asoesile, Fence nee Sam 


No. 103 Blind Mi 
No. 32 G, 1. Joe Shoe 
(Heavy SHOE with gc. 1. 
JOE ENGRAVED on so.e) 

CHOICE 


$7.50 


DOZEN 





Terms 30 pany net peel enn Py A psn 
If not rated will ship” charm usually sold for $12.00. 
3% C.O.D. At Cleo-Del - - - $10.75 Doz. 


Same numbers in 10 Karat Quick Delivery — all numbers 
gold. Send for price list! ; in atecht 














OF HOLLYWOOD 


Smart Jewelry 


21 LOEW'S STATE BLDG., LOS ANGELES 14, CALIF. 
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Original designs 
styled in true 
Western fashion, 
combining beauty 
and practicability. 


Hand-tooled watch 
band, Sterling silver 
buckle and tip hand 
engraved ... $36.00 
per dozen. Gold 
inlay and solid gold 
available. 


Hand-tooled belts. 
Sterling silver 
hand-engraved ° 
buckle set... 

$60.00 per dozen. 
Sizes 28 to 42. 
Gold inlay and 

solid gold available. 


Hand-tooled and 
engraved genuine 
California calf, 
double stitched 
wallets. Secret fold. 
Boxed... $72.00 
per dozen. 






plate baby cups and spoons 


that are outstanding in quality. 


Baby's spoons curved ...... . $10.20 doz. boxed 
Youth spoons Dae erties Shes creas $10.20 doz. boxed 
a a ee - $19.20 doz. boxed 


ALTMAN-BLUE 


( Wholesale P )e welers 
315 West 5th Street, Los Angeles 13, Calif. 








WINDOW SHOPPERS MADE CUSTOMERS 


(From page 308) 


excellent opportunity for unobstructed counter displa 

Other display areas inside the store include es 
cases set almost flush, and another table located further 
back in the store. Lighting for the wall Cases jg 
fluorescent, set outside the cases and protected by ply- 
wood baffles to prevent glare. Shadow boxes in chs 
wall and hung from the ceilings immediately behind 
the glass entrance partition, provide further display 
area. All in all, this average size store has two outdoor 4 
display cases, eight wall showcases, two large display — 
counters and their shadow boxes, yet the effect is not 
one of crowding, but of spaciousness. The table dis- 
play cases rest on fairly narrow legs, leaving consider- 
able floor space in view; the wall showcases, because 
they are flush with the wall and have no excess hard- 
ware or trimmings, appear to take up hardly any room, — 





WALi PAPER UNIFIES DECOR 


Mr. Fernandez uses one of his favorite devices, 
marbelized wall paper, to tie together the store’s color 
scheme. This type of paper, long identified with ths 
Victorians, becomes, in Mr. Fernandez’s hands, a 
thoroughly up-to-date wall covering. In it are com- 
bined the gold, off-white and gray of the store’s color 
scheme. The graceful swirls of the marbled paper on 
two walls add interest without distracting” the eyer. 
Blue-gray paint is used on the third wall, while the 
ceiling is a pale gold. These light tones are balanced 
by the blue linoleum flooring with its darker blue stripe. 
The beige tones of pickled oak woodwork add more 
color to the store. Combined with softly diffused over- 
head lights, these colors make an excellent background 
for both jewelry and diamonds. 





PROBLEM: AN UNWANTED STAIRWAY 


One of the problems Morris Steigler handed over to 
his architect was a stair case which came down through 
the store and had an entrance on the street. M. Steiglez 
wanted the outside to be wider to accommodate one of 
the show windows, so Mr. Fernandez obligingly turned 
the staircase into the store, gave it oak balustrades and 
plate glass partitions. The only evidence of it was on 
the outside of the store is a plywood backing behind 
the smaller showcase. 












The handling of the store’s name was another piece 
of original work. Only Mr. Steigler’s name appears 
in neon script over the entrance, while the word 
“jeweler” is done in cut-out wooden letters projecting 
below the top of the entrance. The showcase lights be- 
hind the letters put them in sharp relief and make them 
easily seen even at a distance. The name is repeated 
in the same script on the two showcases and the door. 
The slogan, printed with the name on the windows is, 
appropriately enough, “the store of tomorrow.” Mr. 
Fernandez and Mr. Steigler have indeed produced a 
store of tomorrow in keeping with the needs of today. 
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V6 4 Look What HAND CARVED Colorful Lucite and 


H 
} 


GOLD PLATED Sterling Bring Forth 
3\¢ ‘ y in Fashion Jewelry 


in Classical Design of Universal Appeal 
to Discriminating Customers 





Brooch 


e Number 101P 
Earrings $6.00 each 
Number I101E 
$6.00 a pair 


Pictured Actual Size 


TEMPTING COLOR TONES 


@ Striking Jet Black @ Delicate ice Blue 
@ Just a Blush of Pink @ Sparkling Crystal 


Heavy Gold Plated Sterling Combined With These 
Hand Carved Lucite Stones — Luxurious in Effect 


Just one of 100 different designs created by Elzac in 
Necklaces, Bracelets, Earrings, Pins. 





NEW ELZAC COMPACTS 


Jet black Lucite top ornamented with sterling silver—both ster- 

ling and gold plated finish. Transparent Lucite bottom. Extra Bracelet 

flat, light in weight. New sterling catch, closes more effectively 

and adds to beauty of design. CIGARETTE CASES TO MATCH. Number 1018 
$15.00 each 














Choker 


Number 101N 
$30.00 each 


NEW YORK: 347 Fifth Avenue (Jewelry) 
LOS ANGELES: 607 South Hill Street 
, CHICAGO: 1512 Merchandise Mart 
Pictured DETROIT: 206 East Grand River Avenue 
eneeetees ATLANTA: Chamber of Commerce Building 
TORONTO, CANADA: 7 Wellington West 


NC OLIVER MAIDA. 








WOMEN IN THE JEWELRY TRADE 


(From page 310) 


that can boast so many grand people,” she said in ex- 
plaining her change of heart about New York. “And 
that’s another reason why I recommend the jewelry 
business as a field for women,” she added. 

It is easy to see why people get along so well with 
Johnnie Byrd, and she with them. Her personality com- 
bines just the right proportions of Southern charm and 
keen intelligence. There’s a goodly amount of forth- 
rightness and humor in the Byrd make-up; you can 
see it in the frank expression of her blue-gray eyes and 
the humorous little twist of her mouth as she talks. 

Like most Floridians, native and adopted, Miss Byrd 
is inordinately fond of the outdoors. An expert fisher- 
women, she spends as much of her spare time as she 
can out on the beautiful lakes surrounding Orlando. 
Her ambition, a modest one for an angler of her talents. 
is to catch a 15-pound black bass. She has already 
caught one within three and a half pounds of her goal 
and now she’s looking forward to the day when she'll 
land that big one. She would also like to own “ 
good little boat” as a base for her fishing operations. 

Aside from fishing and travel, MissByrd has anothet 
hobby which, she says, has proved a boon in her work 
at Lawton’s. The hobby is gemology and a year and a 
half of study was recently rewarded by the title “Regis- 
tered Jeweler.” Mr. Lawton had been a registered 


a really 


jeweler for some time when Miss Byrd took up the 
study to keep pace with the boss. She found it fascinat- 





ing but not easy and she says it took real effort to 
earn the coveted title. In a recent letter to Mrs 
Lydamar Reese of the American Gen Society she -_ 
pressed her attitude succinctly: “Indeed I am ha 
to have earned the title of Registered Jeweler,” she 
wrote. “The course was a revelation to me and | be- 
lieve it imperative for the progressive jeweler of the 
future.” 

The job which was to have been a two-week syb- 
stitution opened up a varied, always-interestingcareer for 
Johnnie Byrd. Starting at the beginning with a grow- 
ing firm, Johnnie learned watchmaking and gemology, 
window display and store management. Most important, 
she has earned the friendship of hundreds of people 
both in the trade and in the city of Orlando. 


KEEP MAILING LISTS UP TO DATE 


(From page 312) 


“Moved” or “No such street number” or “Not there,” 
etc. It enables him to take that name from his list. 

Another system is to put each name and address of 
your mailing list on separate cards or slips of paper, 
Send them to the post office of the city or town where 
these names are located. Ask for a complete check-up. 
his will include the new address, if known, in case the 
person has moved; and corrections in the initials o: 
spelling of the name or address. The cost of this ser- 
vice is one cent (lc) per name, with a minimum of 25 
cents. 

But probably the best method, and certainly the 















Dump Truck 
$24 doz. 


$24 doz. | 


tS WEST FIETH STREET 


356 


LOS ANGELES 13, 






Typewriter 
$30 doz. 


New Movable Charms 
Made of Sterling Silver 


The Charms in the circle are brand-new, 
comparable to others in price. Charms 
- are recommended highly to Jewelers who 
want to increase their sales. Send for our | 
list of many other Charms. oe 


asl L Smit 








CALIFORNIA 
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MOVABLE CHARMS 


BANGLE BRACELETS 
[newt 
EARRINGS 





THE LATEST CHARMS AND NEW JEWELRY IDEAS 


Made in California in the workshops of J. A. Meyers & Co., the West's 
largest producer of clever, original and unusual jewelry creations. This jew- 


elry is modern in design, sophisticated in styling and compellingly attractive. 


NEW hel EARRINGS 

(Illus. actual size) 

A. Sterling Silver—plain . $18.00 doz. pair 
B. Sterling Silver with bright 

red stone settings . $30.00 doz. pair 


BANGLE BRACELETS IN CALIFORNIA CHARMS... 


STERLING SILVER the new movable miniatures. (illus. actual size) 
(Illus. shghtly under actual size) ae: Sou 

; ; ; Lawn Mower. . $9.00 doz. $5.50 ea. 

TORS Geek...eeneeint ae Toilet . . . . $9.00doz. $4.00 ea. 
fine sterling braid $33.00 doz. Pump .. . $9.00 doz. $6.00 ea. 

2622 Round medium size . $22.80 doz. Bicycle. . . . $18.00 doz. $6.50 ea. 
2629 Round intertwined with Roller Skate . . $12.00 doz. $5.50 ea. 
sterling braid . $39.00 doz. Kiddie Kar . . $12.00 doz. $6.00 ea. 


J.A. Mevers & Co. 


1031 West Seventh Street Esteltaned over one-third of o century Los Angeles 14, California 


FOR Marcu, 1946 








Built and designed with improvements over lighters 
that retail from $10 up! 








An Extablished Favonite / 
Among (etten Lighten. 


Nothing to get out 
of order 


Easy to light up 
with “roll of the 
thumb” action 
that never bruises 
your thumb 








Ample fluid 
capacity. 








Carries extra 


flint 


wUfereramalrserec lin’ 
designed. 
Light weight 
Screw driver 
Tale evel acelin mee) i 
aerre mredareVinlet=as 
to make flint re- 


placements easy 






Keystone 
$48 Doz. 


2%—10 Days; 
Net 30 






Factory guaranteed. 
Actual size 2” x I" x 2%” 
Immediate delivery 


4 


SPSCALTESS COMPA 







315 W. FIFTH STREET LOS ANGELES 13, CALIF. 





















most popular one, is the use of Post Office Form No 
3547 in one of its several variations. This Service pes: 
vides that a card (Form 3547) be sent to the mailer 
on each undeliverable piece of mail. — 

Surprisingly, many firms who mail third class matter 
are unaware of the many advantages available to them 
in the use of this form. 





If you are only interested in getting the new address 
of the addressee, if same is available, this inscription 
should be printed (or rubber-stamped) in the lower left 
hand corner of the address side: 

“Postmaster: If addressee has moved and new ad- 
dress is known, notify sender on Form 3547, postage 
for which is guaranteed.” In this form the sender will 
be notified only if the new address is available. Then 
the piece of mail itself will be destroyed. 

Perhaps you yant to know which are not delivered 
for various reasons, such as “Moved,” “Unknown,” “No 
such street number.” “Forwarding address expired,” 
etc. Then use this inscription: 

“Postmaster: If undeliverable FOR ANY REASON, 
notify sender, stating reason, on Form 3547, postage 
for which is guaranteed.” In this case, too, the unde- 
liverable mail is then destroyed. 

If, however, you desire the return of the mail itself-- 
as, for example, an expensively made-up booklet which 
you might want to send out to another customer or pros- 
pect—simply add “RETURN POSTAGE GUARAN.- 
TEED” in either of the foregoing examples. 


But perhaps you would like to have the addressee 
get your mail, and at the same time you would like his 
new address for future mailings. Then use this form: 


“Postmaster: If undeliverable for any reason, notify 
sender, stating reason on Form 3547, postage for which 
is guaranteed. In case of removal to another post office, 
do not notify addressee, but hold matter and state on 
Form 3547 the amount of forwarding postage required, 
which sender will promptly furnish.” 

The form is elastic, and you are permitted your own 
choice of words to a certain extent. Some firms would 
do well to add (in the second example of it given 
above): “Postmaster: If undeliverable FOR ANY 
REASON, OR IF THIS IS A DUPLICATE COPY, 


” 


Ce. . 4 


One such firm is a large store in one of our biggest 
cities. It outdoes all its competitors in mail advertising. 
Frequently in a single week it will send out three or 
four different advertisements. It uses Form 3547, but 
doesn’t include in it “. . . IF THIS IS A DUPLI- 
CATE COPY, etc....” 


Its list is composed almost entirely of its charge ac 
count customers, but it isn’t aware that it is often 
mailing two or more similar advertisements to the same 
home—to members of the family who have individual 
accounts. Each family would be perfectly willing to 
share one advertisement; in fact, many resent the waste- 
fulness of the extra ones, feeling that in the long ru 
they are paying for them. 

Form 3547 costs you two cents each at the time of 
delivery to you. It then enables you to correct your 
mailing list with the last known address, or in case of 
no address available you are able to take the name of 
your list. The small cost is offset by the fact that you 
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131—$12.00 Doz. 
Wolf Trap 
(Mechanical) 


ight House 
dechanica!) 





No. 118—$24.00 Doz. 
Poseyville Trolley 
(Mechanical) 


$12.00 ol : 

No. aon Chair = ies 
Mechanica 42—$18. . 
- @ sity Go Round 

ae (Mechanica og > 


| No. 90—$15.00 Dor. 
Mixmaster 
a (Mechanical) 


1 Neo. 70—$18.00 Doz. 
. french Phone 
} (Mechanical) 


No. 92—$24.00 Doz. 
Rickshaw 
(Mechanical) 


Eminning 
Mechanical) 








’ 00 Doz. 
. 134—$8.00 Doz. avenge 
» Future Plans dis _ wow ree 
echanical) . aoe uoaeall 


$21.00 Doz.\ 
Week-end « o. 145—$6.00 Doz. 


ichanical) % Troapan Horse 
(Mechanical) 


Z > < 
UPS gu x 

Be 8 Ci 

4 bigs Sg 
res 
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No, 135—$15.00 Doz. 
T for 2 


‘or 
(Mechanical) 


‘No. 138—$12.00 Doz. 
= 6oing My Way 
(Mechanical) 7 


« 80—$12.00 Doz. 
=? Trailer House 
(Mechanical) 


| No. 129—$24.00 Doz 
= Man in Dog House 
(Mechanica!) 


©. 87—$18.00 D 
Greyhound vn 
(Mechanical) 


. 128—$24.00 Doz. 
aggie in Dog House 
TMechanical) 


Fire Place 
(Mechanical) 


2-—$12.00 Doz: 
as Station 


ee sag Doz. 
adie Car 
(Mechanical) 


127—$12.00 Doz 
On A Date 
(Stop & Go) 
(Mechanical) 


6404 HOLLYWOOD BOULEVARD 
HOLLYWOOD 23, CALIFORNIA 


7.4 oor eres 
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are immediately notified of the first copy which is un- 
deliverable—you won't be sending out mail, perhaps 
for years, that only finds its way into the baler. 

Talk over Form 3547 with your Postmaster or one 
of his assistants. They are anxious and willing to ad- 
vise the particular type of 3547 you need. 

“But,” some will say, smiling with self-satisfaction, 
“that advice doesn’t apply to me. I’ve been using Form 
3547 for years!” 

Fine! Many firms do use Form 3547—but fail te 
correct their mailing lists after receiving the informa- 
tion from the post office. Some have been known to 
have been sent more than a dozen notices of change 
of address, etc., (after as many different mailings), and 
each one cost two cents, yet have continued to mail 
to the same old incorrect address! 

Is the person in charge of your mailing list making 
the necessary corrections after you go to the expense 
of getting them? 


CALIFORNIA SHOW BREAKS ALL ITS RECORDS 
(From page 352) 


debut at the show and were snapped up by enthusiastic 
buyers. 


PLASTICS PROMISE FUTURE 


Plastics were plentiful and showed evidence that 
much experimentation and refinement have taken this 


facturets- 


Our mounting 
vo jobbers ony 


material out of the “war baby” category. In heay 
lucite there were lamps, chairs, cocktail tables, serving 
trays with hand-carved and sand-blasted designs, magni. 
cent wall and counter display mirrors, and dresser get, 
in delicate pastels. There were pins and earrings of 
lucite stones that gleamed like gems, but lucite jewelry 
was scarce as compared with the war years. Black 
lucite that looked almost like onyx was seen in cigarett. 
cases and compacts which were given a new, rich look 
by the addition of a touch of gold plate or sterling. The 
were lucite aquariums for mantel or coffee table. 


CHARMS IN ASCENDANT 


Sterling silver charms were bigger and _ brighter, 
Colored charms and charms with movable parts were 
preferred by most buyers. There were thousands of 
new patterns shown and sales were brisk. 

Sterling silver baby spoons, forks, cups, belt buckles 
and tips, and compacts showed fine craftsmanship, 
Sterling earring and ring sets in the birthday flowers 
of the months were among the smartest jewelers’ items 
seen in the show. 

Indian-type turquoise and silver jewelry was more 
massive but more refined ‘than it has been before. Ob- 
sidian and blood agate are being used in many of the 
Indian-type jewelry lines. Many of the rings made of 
coin and sterling silver covered half the finger with the 
tendency seemingly away from reservation-made tor- 
quoise jewelry. 


ALBERT NALICK COMPANY 


Suite 301, 424 South Broadway, Los Angeles 13, (reli celaaite 
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Successors to 


J. EPLEESS: @-< CO. 


makers of famous WRISTMASTER 
Sh iellal ix Met i-1-] me ceh taal olelale 


for men 


430 SOUTH BROADWAY - LOS ANGELES 13 Wie NSE wed ScaF: 
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Olde Thompson 
Pepper Mills 


A complete line of fast selling, high quality Pepper 
Mills in gay plastic, lustrous hardwood, and 


gleaming crystal; all with silvery chrome fittings. 
All models equipped with the advanced “Olde 
Thompson” lifetime mechanism. 


LIBERAL DEALERS’ DISCOUNTS 


To Retail At 
Nitty Greil conc sdveicadicsasecicsceeecs eee 


Natural finish hardwood in romantic urn shape.... $4.95* 
Swedish Modern shape in natural finish hardwood... $4.95* 


Old fashioned barrel in red, green, yellow or ivory 
DE Satidnacs i tain leuk es si Nien K Sinn oe WR R eS $3.95 


Minimum Order: | dozen of any style 


By Individually packed in decorative gift boxes. 
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LOS ANGELES DENVER 
Greenberg & Behm Hugh Gunnison 
712 So. Olive St. 2020 S. St. Paul 

CHICAGO NEW YORK 

Bolender & Co. A. E. Rosenberg 

1551 Merchandise Mart 1776 Broadway 
BOSTON DALLAS 
H. P. & H. F. Hunt Co. The Sauberts 
93 Summer St. 1635 Pacific Ave. 


GEORGE S. THOMPSON 
CORPORATION 


LOS ANGELES :32 CALIFORNIA | 














PERSONNEL KEY TO CUSTOMER SOOD-WILL 
(From page 314) 


5. Established procedure for dealing with em 
employee problems. 

6. Advance notice of changes in policies, 

Another specific that employees desire is “Explana- 
tion.” For all changes affecting employees there shoul 
be full and adequate explanation, both orally and in 
printed form wherever practicable and possible, If your 
company has a policy or policies, why not write them 
down for all to see and understand? 

In my own organization, every segment of operation; 
and of policy thereon, is printed in a series of loose-leaf 
manuals. If a store manager, a supervisor or any other 
employee wants to know about some practice, he has 
only to look in the proper book and there it is. If jt 
isn’t there, it is not a policy so he is privileged to sub. 
mit the suggestion, question or idea if he so desires, 
How to submit it is printed in the book. With such q 
system there is little room for justified misunderstand- 
ing. 

Another specific is “Consultation.” To develop high 
morale and resultant high productivity requires adequate 
two-way contact between employer and employee for 
the purpose of: 

1. Discussing performance. 

2. Giving deserved credit. 

3. Offering constructive criticism. 

4. Considering the employes’ suggestions for improve- 
ments. 


ployer. 


5. Clearing up misunderstandings. 

Another specific is “Grievances.” Adequate oppor- 
tunity and simple procedure must be provided for ex- 
pressing employee grievances, either individual or col- 
lective. 

Other specific are “Wages and Classifications ;” “Job 
Security” and “Social Responsibility.” We believe that 
employee productivity is increased through knowledge 
of a reasonably secure position with fair wages and 
those thoughtful extras which include protection against 
accidents, sickness, old-age penury, and economic dis- 
aster. 

These can be provided, of course, by insurance, pen- 
sion, hospitalization and sick benefit plans. 

A very important specific is “Training.” Its objective 
is to help every employee get the results expected of 
him. This requires: 

1. A clear description of the duties to be performed. 

2. Instruction in the best method of performance. 

3. Continuous supervision and instruction to insure 
the maintenance of standard performance and to increase 
pride in this job. 

4. Follow-up the employee on the job to see what 
further help and training he needs, and to give him en- 
couragement in the things he has done well. 

The last specific we will mention is to provide at 
regular intervales a “Personnel Inventory.” Here, in- 
dividual progress is noted, shortcomings and _ strong 
points are inventoried, upgrading or transfer or dis- 
charge is decided. Such a regular inventory of the 


human element and its condition is just as necessary 
(Please turn to page 365) 
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das valuable as a physical accounting of parts, mer- “Price maintenance has been fostered where produc- 
an 




























chandise and money. tion is concentrated in a few manufacturers or where a 
Many of the above principles are practiced by many large number of manufacturers are organized in closely- 

rer distributors. They should be adopted and activated by knit trade association groups. . . .” 

every distributor. They —_ pee of proven effective- “Lack of adequate enforcement of the anti-trust laws 

ness. They are not theories. They are facts. Let's face leaves a broad field for organized trade groups to utilize 
na- them and implement them more widely. fair trade for their own advantage and to the detriment 
uld If we are to distribute more goods and services, we of consumers. Enforcement of Fair Trade contracts 
in must first recruit ever higher grade employees and then through state and local fair trade committees adds to 
Due train them carefully and completely. This procedure manufacturers costs and hence to ultimate price and 
em will give us better personnel relations, and better _— enhances high living costs. . . .” 

sonnel relations will bring about better public relation, “The Miller-Tydings amendment legalizes contracts 
ns, for after all good pubile relations is just geod private whose object is to require all dealers to sell at not less 
at relations—turned inside out. than the resale price stipulated by contract without ref- 
er ; nie 


erence to their individual selling costs or selling policies. 
‘as FAIR TRADE EXTENSION WILL END PRICE WARS The Commission believes that the consumer is not only 


entitled to competition between rival products, but to 





b ihlatth iaaalineai competition between dealers of a single product.” 

Ss. “Resale price maintenance serves as a focal point for ; 

. dealer cooperative efforts to pressure manufacturers to REPORT IGNORES VITAL PROBLEMS 

i fair trade their products at prices yielding dealer mar- The desperation of the opponents of the Saltonstall 
gins satisfactory to organized dealer groups. “District of Columbia Fair Trade Bill,” in grasping for 

jh “Fair Trade is used to create consumer belief that effective material with which to stall the Bill in commit- 

te the identified product is superior to less well-known com- tee, should be apparent to anyone who has read the 

. peting brands so as to conceal the fact that the same report. The report naively presumes acceptance of a 
substance or article of equal quality may be purchased type of testimony which would be rejected as incom- 
under other names and often at distinctly lower prices. petent in any court of law. 














SE Glawek yor Ghose” Mane rele 


Here is a Jewel-like copy of old Dresden china, finished in a true old American Motif to charm your customers. 

Twenty-two molds were used to build the intricate base. The Pastel colored flowers are individually hand made, and real lace formed 
the framework for the China lace decoration. 

Colorfully finished with an old Dresden paint formula in pastels, no two are the same, and they are signed, numbered and registered. 
Make this your choice display piece and attract people who will come to see and most likely buy this gorgeous “Heirloom of Tomorrow 

created by Beatrice Fallon. Registration slips are given to dealers. Write for price lists and illustrated catalog. 






C. E.STEPHENSON & CO., INC. C. E. STEPHENSON & CO., INC. C. E. STEPHENSON & CO., INC. 
Unit #2, Santa Fe Building 406 State Life Building 637 Madison Avenue 
Dallas 2, Texas Indianapolis 4, Ind. New-York 
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For example, the two most significant economic influ- 
ences of Fair Trade, favorable to the consumer, are 
completely ignored in the FTC report. ‘These influences 
are the disarming of the piratical reseller and avoidance 
of what has come to be known as the “quality squeeze.” 

It is respectfully suggested to the gentlemen of the 
FTC that they pause to consider what would happen 
to such rapacious plans of the high priests of monopoly 
of distribution were all manufacturers of trade-marked 
or otherwise identified products required to fix the resale 
prices of their wares (independently and fairly under 
threat of defeat by competition), and if all resellers were 
required, under penalty of law, to sell at those prices. 
This, the basic intent of all Fair Trade Laws, is tv 
disarm the predatory price cutter at the stage at which 
his evil processes begin. 

The “quality squeeze,” results from compulsions upon 
the manufacturer to reduce his costs in order to meet 
the demands of retail monopolists for still further reduc- 
tions in their cost, to support continuing spiralling o7 
retail prices. At such a stage the predatory price cutter 
usually has a substantial monopoly of distribution of 
the particular product under assault, because straight- 
forward retailers long since withdrew it as unprofitable 
and as discreditable when compared with prices posted 
by competitors. , 

On the other hand, manufacturers free of the destruc- 
tive pressures of the cut price spiral (as when operating 
under Fair Trade agreements) often find ways by whica 
they can add to their cost of production of a given 
trade-marked product, and thereby increase the value 
of the product to the consumer in a proportion greatly 
exceeding the increased cost. Thus, an operation which 
adds 10 per cent to the cost of an article, may increase 
efficiency and durability 200 or 300 per cent. Under 
Fair Trade the manufacturer can confidently invest in 
such an opportunity ; without Fair Trade it is impossible. 

To impede stifling monopoly, the interests of the 
American people in the economic advantages of Fair 
Trade must be preserved and enhanced. Congress must 
be persuaded to invite testimony from those productive 
citizens who are most familiar with the functions of 
Fair Trade. Vital public interests are in jeopardy, and 
the conventional greeds of politics must yield to con- 
science. 





PX TRAINING CAN BE ADOPTED BY JEWELERS 
(From page 318) 


for having stock and counters neat and clean; and for 
accurately recording every transaction through knowl- 
edge of the stock and the location of various items. 

Under employee relationships, it is emphasized that 
each new man or woman must be promptly and fully 
informed about working hours, recess periods, vaca- 
tions, and insurance, bond and tax deductions. 

Instruction in “‘sales procedure” includes knowledge 
of prices, price and code markings, the details of mak- 
ing out sales slips and other sales records, handling cash 
and making change, the showing and putting away of 
goods, and so on. 

Methods of taking inventory are also explained, in- 
cluding the preparation and gathering of stock for 
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counting, the classifying of items, the designation of 
various departments and lines on price tags and records 
and the system of insuring an accurate counting al 
recording. 

Finally, in order to see that all these facts on hoy. 
to-give-lessons are scrupulously observed by his depart- 
ment and canteen managers, Captain Fischer holds 
weekly “operational” meetings for his executive staffs 
Each store executive, concession operator, department 
manager—or head of anything at all—must attend. The 
meetings are held at a regular, stipulated hour each 
Wednesday. 

At the meetings, the Post Exchange assistants ang 
civilian executives are “briefed” in every phase of retail 
operation from merchandising and the “how” of selling, 
a certain item to the proper methods of store house- 
keeping. 

The meetings serve another useful purpose by furnish- 
ing a round-table discussion spot where executives and 
managers may bring up wrinkles and ideas which look 
good to them and which might prove valuable for the 
retailing operations as a whole. Many working fillips 
which cut corners today in Captain Fischer’s post ex- 
changes have come to him along this route. 

But Fischer’s biggest operational corner-cutting job 
is in quick—and highly efficient—training of sales help. 
A post exchange sells everything, from soup to furni- 
ture to nuts, and the sales training system which has 
worked so spectacularly for all of his diversified PX 
departments will also work, he states, for any sort of 
retail store. 


MARRIAGES NEAR ‘42 PEAK 
(From page 264) 


able women. This occurred after World War I when, 
in Europe, women of marriageable age exceeded eligible 
men by as much as 20 or 30 per cent. Many see in this 
a cause for alarm, asserting that the marriage rate must 
necéssarily decline. 

However, it must be borne in mind that when eligible 
women outnumber the men, the chances of a man te- 
maining a bachelor are slim indeed. For one thing, 
every man, no matter how repulsive he may be, becomes 
fair prey for the frenzied ladies who seek the security 
of married life. Also, men who tend to have extra- 
ordinarily high standards for a mate (standards which 
might not be met if the sexes were equally divided) have 
a larger field to choose from when the women pre- 
dominate. 

Thus, the number of men who ordinarily would not 
marry if it were not for the surplus of women, tends to 
offset the number of men who would have married had 
they not become war casualties. More concisely, the 
same number of women will be married in either in- 
stance. 

In short, there will be no dearth of marriages in 1946. 
The 45 level will probably be maintained, if not ex- 
ceeded, and jewelers will do well to continue aiming 
their advertising and merchandising efforts in the same 
direction as Cupid. A conservative estimate tracing one 
quarter of all jewelry store sales to weddings and bridal 
gifts, tells John Jeweler in advance that ’46 will be a 
big year for him. 
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Providence Jewelry Factories Scraping Bottom of the 
Barrel as Brass Strike Continues and Green Bill Wanes 


While the labor shortage has eased to 
some degree, Providence jewelry manu- 
facturers are unable to step up pro- 
duction to desired levels because of the 
shortages of brass and silver. 

Silver deliveries have slowed down to 
a walk as the industry awaits legisla- 
tion in Washington which will allow the 
Treasury to resume sales of its free 
silver at the 71.1l-cent level. Since ex- 
piration of the Green Bill at the end 
of the year, silver receipts at Providence 
plants have grown progressively smaller 
and many firms, particularly the smaller 
plants, are nearing the end of inven- 
tories. There appears little hope that 
relief via legislation will be forthcoming 
at an early date and the situation has 
reached a point where the majority of 
manufacturers would be willing to pay 
more than 71.11 cents in order to get 
the metal. 

The silver rider to the Appropriations 
Bill is considered to have a chance of 
surviving the opposition it is meeting. 
The rider, if finally sent back to a 
joint conference committee, is likely to 
get considerable support from House 
members as both Majority Leader 
Joseph W, McCormack and Minority 
Leader Joseph Martin both are known 
to favor silver relief. In fact, it was 
Rep. Martin who sponsored the rider. 


BRASS SUPPLIES LOW 


Meanwhile, brass supplies are dwin- 
dling as the strikes continue in the 
brass mills. Well-informed opinion, 
however, leans to the belief that the 
shortage of brass is not as acute as 
some manufacturers state for the record, 
although admitting that many of the 
smaller firms are nearing the bottom of 
the barrel. On the basis that they would 
not be quoted, three large firms told 
JC-K that they have no worry that 
their inventories will last the duration 
of the strike. It was pointed out that 
all brass plants are not struck. 

Jewelry manufacturers continue ex- 
tensive advertising for more help but 
there is distinct evidence that their 
situation is improving. The greatest 
difficulty at the present is the lack of 
the skilled help, such as polishers, color- 
ers and tool makers. In common with 
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many other Rhode Island plants, 
jewelry makers are increasing their ratio 
of female workers. Reflecting the im- 
provement in the employment picture is 
the report of the Rhode Island Depart- 
ment of Labor which shows that em- 
ployment in Rhode Island jewelry and 
silverware plants in January was 5 per 
cent ahead of the preceding month with 
total weekly payrolls up 7,5 per cent. 


OPA Revises Ceiling 
Prices for Platinum 
And Its Allied Metals 


A revision of ceiling prices for the 
six platinum group metals, designed 
to make more uniform the prices that 
sellers may charge various classes of 
buyers, has been announced by the Office 
of Price Administration. 

At present the available supply of 
these metals is exceeded by demand. 
Previously, ceilings for the six platinum 
group metals (platinum, palladium, 
ruthenium, rhodium, iridium and o0s- 
mium) were the highest prices indi- 
vidual sellers charged purchasers of the 
same class during the base period of 
January 1, 1942, through March 31, 1942. 

Under this action, which became effec- 
tive February 25, dollar-and-cent prices 
for the metals are established which no 
seller may exceed, even though his base 
period prices were higher, 

Also established is a second list of 
dollar-and-cent prices which are $1 to 
$2 per troy ounce below the first list. 
Any seller may charge prices as high as 
those provided in the second list, even 
though his base period prices are lower 
than those of the second list. 





THE NEW PLATINUM PRICE 


Here, for example, is the way the new 
pricing works in the ease of platinum: 

1. The highest net price which any 
seller is permitted to charge is a newly- 
established dollar-and-cent ceiling, which 
is $35 per troy ounce. He may charge 
no more than $35 per troy ounce, even 
though he may have had a base period 
price which was higher than $35 per troy 
ounce. 

(Please turn to page 391) 








St. Louis to Be Scene 
Of First Spring Confab 
In 5 Years March 10-12 


Both sides of the imported versus 
domestic watch question will be given a 
hearing at the forthcoming mid-year con- 
ference of the American National Retail 
Jewelers Association, to be held in St, 
Louis on March 10, 11, and 12. T. Albert 
Potter, president of the Elgin National 
Watch Company, is slated to discuss the 
American watch industry at the Tuesday 
morning session, while S. Ralph Lazrus, 
of the Benrus Watch Company, will talk 
on “the importance of watches and move- 
ments of Swiss manufacture to the 
American market—past, present and fu- 
ture” at the Monday, March 11, session. 

Other topics of current interest to %e 
covered at the three-day meeting at the 
Hotel De Soto include the silver situation, 
the current industry-wide publicity cam- 
paign, credit selling, and the problems of 
price control. William G. Thurber, chair- 
man of ANRJA’s silver committee will 
discuss the silver situation at the Tues- 
day morning meeting; W. Waters 
Schwab, chairman of the Jewelry Indus- 
try Publicity Board will cover that 
group’s greatly expanded activities; and 
Charles J. Michaels, past president of 
ANRJA, will talk on credit selling in 
the post-war era at the Tuesday morn- 
ing session. 

It is ANRJA’s intention to give a 
more national character to this first mid- 
year conference in five years, than was 
evidenced in earlier meetings of this 
type. Mid-year conventions held in 
Minneapolis, San Francisco, Kansas 
City, Oklahoma City, Boston and At- 
lanta in pre-war days were conducted 
as regional meetings, while this March 
the meeting will be broader in scope and 
calculated to secure a wider representa- 
tion, 

Convention sessions will be held on 
Sunday afternoon and evening, Monday 
morning and afternoon, and Tuesday 
morning and afternoon. Following the 
Sunday evening session an informal 
“get-together” with buffet and dancing 
will be held. On Tuesday evening the 
convention dinner will take place, fol- 
lowed by entertainment by the Missouri 
Mules. 

Although the conference does not 
feature an ANRJA-sponsored jewelry 
show, an exhibit, under the direction of 

(Please turn to page 393) 
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300 Attend Gala Boston Jewelers Club Banquet 


The long-awaited (and overdue be- 
cause of ODT regulations) 58th annual 
banquet of the Boston Jewelers Club will 
awaken memories in many a household 
for years to come. ‘The nearly 800 mem- 
bers and guests who attended the affair 
each received a certificate for this year’s 
souvenir—a Telechron Musalarm. ‘These 
gifts will be shipped from the factory 
when manufacturing conditions make 
them available, and, when properly ad- 
justed, will provide a favorite radio pro- 
gram as the awakening alarm cach 
morning. 

The banquet was a gala affair, and 
guests included Secretary of the Com- ’ 
monwealth of Massachusetts Frederick rite a eee a . 
W. Cook; Capt. John S. Barleon, Chief | NEMJ&SA: Con y Pte wan 
of staff of the First Naval District; Col. Ald d. USN: oS Willi ae 
Morton C. Smith and Col. Arthur FE. St an ; foe Me $ BIC. 
Burnap, of the First Service Command; a a © i 
Commander Thomas Aldred, and Lt. 

Commander John J. Healy, of the U. S. 
Navy; the Rev. John Nicol Mark, of Ar- 
lington; Howard W. Boynton, President 


(Please turn to page 900) JC-K'S CAMERA GETS AROUND AT BOSTON 
JEWELERS CLUB BANQUET 










On the dais: Secreta 

Commonwealth Predete + 
Cook; Capt. J. §, Batleon, 
USN; John S. Kennard, presi. 
dent of BJC; and Col, Morton 
C. Smith, USA, 








Left, at the head table: Albert R. Kerr, 
former secretary of the BJC; Edward A, 
Bigelow; Everett C. Hardy; L. Blaine Libbey, 
past president of The Boston Jewelers Club, 


Right, P. M. Fahrendorf, president of JC-K; 
Harold T. Partridge, president of the Mass. 
& R.|I. RJA; Henry Arnold, Arthur Horn, 
and Carl F. Lawton, all post presidents. 





John S. Kennard, president, holds one of the Telechron Left to right: John H. Parks, past president of the club; the Rev. J. Nicol 
Musalarms, certificates for which were distributed to the Mark, Arthur E. Burnap, USA; Howard W. Boynton, president of the 24 
guests. On his left Capt. John S. Barleon, USN, Col. Morton Karat Club of New York City. 

Smith, USA, at right. 
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China, Watch, Silver 
Firms Among Those With 


50 Year Old Names 


irtteen brand names long familiar 
Pee appeared on the list of 206 
which were awarded Certificates ; of 
Public Service at a dinner given Feb- 
ruary 5 at the Hotel Astor, New York, 
by the Brand Names Research Founda- 
tion. Representatives of companies 
whose brand names have been in existence 
for 50 or more years received the 
awards, the greup of firms including, in 
order of age, the Worcester Royal Por- 
celain Co., Ltd., Josiah Wedgwood and 
Sons, Ltd., W. T. Copeland and Sons, 
Ltd., Theodore Haviland and Co., Inc., 
International Silver Co., United States 
Time Corp., Longines-Wittnauer Watch 
Co, L. E. Waterman Co., and Hamilton 
Watch Co. 

Oldest of the entire group, dating back 
to the latter half of the Eighteenth Cen- 
tury, were the three English china 
prands—Royal Worcester (1751), Wedg- 
wood (1759), and Copeland’s Spode 
(1770). These, together with Haviland 
(1842), were awarded centennial anni- 
versary certificates, which were accepted 
by Edward N. Khouri, vice president of 
Worcester Royal Porcelain Co., Inc., 
Hensleigh C. Wedgwood, vice president 
of Josiah Wedgwood and Sons, Inc.; Sid- 
ney E. Thompson, president of Cope- 
land and Thompson, Inc., importer of 
Spode; and Theodore Haviland II, vice 
president of Theodore Haviland and Co., 
Inc. 


VENERABLE FIRMS 


Topping the list of the group of brand 
names more than 75 years old, which 
were given diamond anniversary cer- 
tificates, was 1847 Rogers Bros., of the 
International Silver Co., and a sister 
company, William Rogers and Son, 
(1866), was given a similar award, both 
of them received by Roy C. Wilcox, 
executive vice president of International. 
A third branch of the firm, Holmes and 
Edwards (1887), was given the golden 
anniversary certificate, accepted by 
George Holmes Edwards, secretary of 
International. 

Waterbury clocks (1857) and Inger- 
soll watches and clocks (1893), of the 
United States Time Corp., won diamond 
and golden anniversary awards, respec- 
tively, received by the director of sales, 
Pierre Godart. Mr. Godart presented 
the certificates to George T. Terhune, 
who has been associated with the com- 
pany for more than 50 years. 


DIAMOND CERTIFICATE 


John P. V. Heinmuller, president of 
the Longines-Wittnauer Watch Co., re- 
ceived the diamond anniversary certifi- 
cates awarded to the Longines and Witt- 
nauer brands, both of them dating back 
to 1866. Golden anniversary certificates 
were given to Waterman’s, whose name 
dates back to 1884; and Hamilton, 1892. 
These awards were received by Col. A. 
W. J. Pohl, vice president of L. E. 
Waterman Co., and Calvin M. Kendig, 
president of Hamilton Watch Co. 

Senator Albert W. Hawkes, of New 


(Please turn to page 381) 
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Credit Men See Upturn in Installment Selling Toward 


The End of 1946 But Lack of Goods Will Retard Gains 


Speakers at the Northeastern and 
Mid-Atlantic Credit Conference held 
last month in New York agreed that 
1946 will be a big year for credit selling 
if 1) Regulation W is eased and 2) 
more durable goods are made available. 

According to Albert S. Kleckner, 
credit manager of the Namm Store, 
Brooklyn, N. Y., the latter part of 1946 
will see the beginning of expansion of 
installment credit “such as has never 
been seen before.” He told the confer- 
ence that “our day of tremendous in- 
stallment sales and increased business 
is coming.” However, he added that the 
great day would come not this year, but 
next, due to the shortage of most dur- 
able goods. 

Harold A. Wallace, general manager 
of the Associated Credit Bureaus of 
America, recommended expansion of the 
activities of local credit bureaus to per- 
mit them to give information to all types 
of retailers, business and professional 
men. These reports, in addition to credit, 
would cover personnel, farmer, petro- 
leum credit, public record and business 
reports. 


WOULD EASE REG. W 


Four steps for the easing of Reg- 
ulation W were set forth by the pres- 
ident of the group, Farl E. Paddon. Mr. 
Paddon made these proposals: 

“We should ask that the duration of 
the contract be extended to eighteen 
months on hard merchandise. We should 
ask that the down payment be reduced. 
We should urge extension of the freeze 
date to the last day of the second month. 
We should suggest that amounts of $25 
or less shall not be subjected to this 
freeze requirement.” 

Mr. Paddon commended the estab- 
lishment of a committee of credit men 
in each Federal Reserve district city to 
represent the national organization for 
the purpose of discussing changes in 
Regulation W of interest to the members 
in that particular district. 


SOUND PRINCIPLES 


The need for sound credit principles 
was stressed by Richard A. Herrick, 
credit manager of C. F. Hovey Com- 
pany, Boston. “We are all in agreement 
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that it is undesirable to return to the 
practices of the past in competition in 
credit terms—that method of nothing 
down and the balance when you catch 
me, which only resulted in a situation of 
dog-eat-dog, to the benefit of no one and 
the detriment of all,” Mr. Herrick said. 


Jewelers Are Reminded That the 
Use of Tin in Jewelry Is Still 
Restricted by the CPA 


Despite rumors to the contrary, there 
are still restrictions on the purchase and 
resale of tin. The original order by the 
War Production Board still stands al- 
though it is now under the jurisdiction 
of the Civilian Production Administra- 
tion, WPB’s successor. No person may 
buy or sell jewelry, art objects, brit- 
tania, pewter, buttons or trophies with- 
out due autherization from the CPA. 


The full restriction on purchases and 
sales of tin-articles reads as follows: 


“No person, for the purpose of resale, 
shall receive. from a manufacturer any 
new article of the kinds listed below, if 
the article contains tin plate or tin in 
any other form except solder used for 
joining purposes, unless he has an 
authorization in writing from the Civil- 
ian Production Administration or the 
War Production Board-for the sale or 
delivery. ett 

“A person who: wiShes to get such an 
authorization should apply to the Civil- 
ian Production Administration by letter 
in triplicate, giving a report of his in- 
ventory of all 6f; the items listed below 
containing tin plate or tin in any other 
form excépt solder used for joining 
purposes, showing the quantity of each 
such item in his possession on March 1, 
1915, the names and addresses of the 
sellers from whom he bought the items, 
and the dates the purchases were made. 


“Authorization will ordinarily be 
given, except where it appears that the 
purchases were in violation of Order M- 
43. ‘New article’ means one which has 
not been used by the ultimate con- 
sumer. A purchaser for resale of articles 
of the kinds listed below may rely on a 


(Please turn to page 397) 





ASSOCIATE JEWELERS DINE 





This photograph was taken fust as dinner started at the annual dinner meeting of the Associate 
Jewelers Inc. The — was held at the Hotel New Yorker on January 24 and was attended by lead- 


ing prec 


ous jewelry manufacturers in New York City and environs. 


371 











Clock, Watch, Silver 
People Affected by New 
Administration Order 


Finally recognizing the impos- - 
sibility of holding a rigid price linc 
without maintaining wage controls, 
the Administration has granted per- 
mission to manufacturers, who are 
faced with wage increases, to imme- 


New Poliey Allows For More Price Increase, 











diately apply for price relief. Pre- 


viously, a six months waiting period 


was required. 


Under the terms of an executive order, 
issued by President Truman on Feb. 14, 
manufacturers who have had wage in- 
creases approved by the National Wage 
Stabilization Board may immediately 
apply for price increases, but only if 
their 1936-39 average profit structure is 
endangered, and provided they are not 
operating at an abnormally low rate of 











PRESS THE 
BUTTON 


- “ it lights automatically 


These Thorens Lighters, imported from 
Switzerland, will surpass all your expec- 
tations of what a cigarette lighter can be. 
No difficulty lighting a pipe with Thorens. 
See the Thorens styles at better stores 
everywhere, $5 and up. 






Re, SLAVE YOU SEEM 
pth light? 


#16602 
z= CHROME 
$6 


SLIDE THE BUTTON 
it lights automatically 


Illustrated here is the world’s 
newest, most perfect lighter. 
You merely slide the button 
and this obedient servant un- 
failingly produces-a light in a 
flash. At better stores every- 
where, $6 and up. 





~ NATIONALLY ADVERTISED 





REXON GENERAL DISTRIBUTORS 


INC. 
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capacity. The latter phase a 

be one of the stumbling blocks int 
order since it would prohibit immediate 
application for a price guaranteein 
1936-39 profits if a plant was not operat 
ing at full capacity. 

At the same time the President ap. 
nounced the elevation of Price Adminis. 
trator Chester Bowles to the post of 
Stabilization Administrator and the ap- 
pointment of Paul A. Porter, Chairman of 
the Federal Communications Commission, 
to replace Mr. Bowles as OPA chief 
Mr. Porter was formerly head of OPA, 
rent department. 





“MORAL” VICTORY FOR BOWLES 


This change in Administration policy 
has been described as a moral victo 
for Mr. Bowles in his fight over steg] 
price increases with Reconversion Direc. 
tor John W. Snyder, but actually Mr, 
Bowles has only been given authority to 
attempt to hold a new, but higher price 
level, despite the President’s attempt to 
defend this breakage of the “hold the 
line” order of 1943. 

Wage increases to be approved by 
NWSB, according to the President, wil] 
follow the pattern of wage increases 
since V-J Day. No set figure is men- 
tioned in the executive order, which is 
recognized as a clear concession to or- 
ganized labor. However, increases fall- 
ing within this pattern would range from 
15 to 20 pct, and from l5c to 22¢ on 
an hourly basis. 


In addition, Mr. Bowles in his new 
post has been given the authority to de- 
termine those classes of wage increases 
which may be put into effect without 
requiring prior approval by NWSB and 
without any waiver of any right to ask 
for price relief. 

Where there is no general pattern to 
follow in approving wage increases, pro- 
vision has been made for the approval 
of increases found necessary to eliminate 
gross inequities as between related in- 
dustries, plants or job classifications, or 
to correct substandards of living or to 
correct disparities between the increase 
in wage or salary rates since Jan. 1941, 
and the increase in the cost of living be- 
tween that date and September, 1945. 


WAGE CEILING 


This section is one of the most im- 
portant contained in the executive order, 
since it would have the effect of setting 
the highest existing wage level within 
particular industries as the maximum 
within the limits of the new wage-price 
policy as outlined by the President. 

The President also pointed out that 
the order takes into account the thou- 
sands of wage agreements reached be- 
fore and after V-J Day, but he warned 
that “the program is not to be in- 
terpreted as permitting indiscriminate 
wage increases.” 

The President called upon all agencies 
of the government to aid OPA in carry- 
ing out the new policy and warned that 
priorities and allocations will be used 
to prevent increases in prices and that 
inventory controls will be strictly en 
forced. Congress was urged by Presi- 
dent Truman to extend immediately the 


(Please turn to page 395) 
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Golden Roosters Crow 
For 25th Time at 
Silver Jubilee Dinner 


ver Jubilee dinner dance given 

i an of the 25th year of the 

a ization of the Golden Roosters of 

taeee held in the Grand Ballroom of 

the Drake Hotel on Saturday, February 

16, exceeded in every phase any previous 

effort of this organization. All of the 

circus bill adjectives could be used ‘n 

describing the music, the entertainment, 

the dinner, the souvenirs and every other 
detail. To the past Chanticleer, Herman 

Kramer, the newly elected Chanticleer, 

Alvin Lauschke, Henry Vidt, Irving Jen- 

sen, Rudolph Samuels, and Vincent New- 

man must go much of the credit for 
the successful arrangement of the affaiv. 

Herman Kramer, opened a brief busi- 

ness session, thanked the membership for 
its loyal support and presented to Dick 

Maske, of the Division Street YMCA, a 
check for $3,172.00, this year’s donation 
to the fund for sending underprivileged 
boys to Camp Channing. Mr. Maske 
expressed his appreciation and stated 
that this sum would give close to 220 
boys an opportunity to spend two weeks 
at the camp. Mr. Kramer then turned 
the gavel over to Chanticleer Al Lau- 
schke, who expressed his pleasure at 
having the honor to serve the Golden 
Roosters. In a few brief words he pre- 
sented Mr. Kramer with a Chanticleer 
medal and inscribed scroll expressing the 
high regard in which he is held by the 
members, 

Special souvenirs, mementoes of the oc- 
casion were given. To the ladies a sterling 
silver picture frame, appropriately let- 
tered, the one presented to the wife or 
sweetheart of a member containing a pic- 
ture of her Golden Rooster. The mem- 
bers souvenir was a leather bound 
historical book containing names of all 
past officers, the picture of each member, 
together with a brief history of the or- 
ganization, which started on February 
10, 1921, when 18 men of the trade gath- 
ered at the Hamilton Club, elected of- 
ficers and launched the Golden Roosters 
as a jewelry organization for fun and 
frivolity. That the serious side of life 
has not been neglected is attested by 
their years of contribution to the camp 
fund of the Division Street YMCA. 


Oregon Jewelers Elect 
Gilroy New President 


Holding their first postwar convention 
in Portland, Ore., the Oregon State 
Jewelers’ Association held an election of 
officers in this annual meeting :which 
boosted into the president’s chair Joseph 
F, Gilroy of Portland, who will lead the 
Jewelers in postwar progress now under 
way. 

Other new officers selected include Ed- 
ward Drews of Newberg, Ore., first vice- 
president; George Donnally, Pendleton, 
‘Ore., second vice-president; John Bear of 
Bend, third vice-president; Rene Rueff, 
of Portland, secretary and treasurer. 

€w members elected to the board of di- 
rectors are A. A. Rickbeil of Klamath 
Falls, Sydney Stevens of Salem, and B. 


W. Cobb, Oscar Smith and Rene Bloch 
of Portland. 
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When Time Means Money 


AIR EXPRESS EARNS 
ITS WEIGHT IN GOLD 


22% slash in rates since 1943 
makes this fastest delivery service 
a better business buy than ever 


Do you need something fast — to keep 


i i 'd men at work, 
your business going an +_— 


to serve a customer or to get one: we 
you need “delivery speed “ n P 
merchandise or sales pieces “ey i. 
customer happy? Then use Alr . ° 
press. Let its speed save time ( —_ 
ter of hours from coast-to-coast). a“ 
the time you save means money 
money that makes this fast- 

est delivery service “earn 
its weight in gold! 





-® 


HERE'S HOW LITTLE IT COSTS (U.S. A.) 


aR Over 40 Ibs. 
mites | 2% | $ ls. | 25 tbe.|40 tbe. |Over 40 Me. 


149 | $1.00 | $1.00/ $1.00] $1.23 3.07 
349 1.02} 1.18) 2.30} 3.68 9.21 
549 1.07 | 1.42] 3.84) 6.14 15.35 
1049 1.17] 1.98] 7.68) 12.28 30.70 
2349 1.45 | 3.53) 17.65 | 28.24 70.61 


Over 
2350 1.47 | 3.68) 18.42 | 29.47 73.68 


Specify Air Express — Better Business Guy Than Ever 


Shipments go everywhere at the speed of flight between principal U. S. 
towns and cities, with cost including special pick-up and delivery. Same- 
day delivery between many airport towns and cities. Fastest air-rail 
service to and from 23,000 off-airline points in the U. S. Service direct by 
air to and from scores of foreign countries in the world’s best planes — 
manned by the world’s best crews — giving the world’s best service. 















GETS THERE FIRST 


Write Today for new Time and Rate Schedule 
on Air Express. It contains illuminating facts 
to help you solve many a shipping problem. 
Air Express Division, Railway Express Agency, 
230 Park Avenue, New York 17. Or ask for 

it at any Airline or Railway Express office. 

f\ Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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Prof. Paul Kerr of Columbia, Frederick Morris of MIT 


Named to Advisory Board of Gemological Institute 


The first action of Dean Edward H. 
Kraus in his capacity as president of 
the Gemological Institute of America 
was the re-appointment of Robert M. 
Shipley, founder of the institute, to con- 
tinue in his position as Chairman of the 
Advisory Board of the Institute. 


Of even greater interest is the creation 
of the positions of vice-chairman and 
secretary to which positions respectively 
Professors Kerr and Morris have been 
elected. 

Professor Paul Kerr who was also 
recently elected as president of the 
Mineralogical Society of America is the 
Executive Officer of the geology depart- 
ment of Columbia University. He is co- 





author with A, F. Rogers of the text 
book Optical Mineralogy, but is best 
known in the gemological and jewelry 
trade circles as instructor of evening 
extension courses in gem stones and gem 
determination at Columbia University. 


Dr. Frederick Morris, professor of 
geology at Mass. Institute of Technology, 
was, aS a younger man, an instructor in 
the same gem-stone classes at Columbia 
under the late Prof. Moses. He has re- 
cently succeeded the late Dr. Wiggles- 
worth as Educational Director of the 
Boston Guild of the American Gem So- 
ciety. 

The activities of this Advisory Board, 
which recently held its annual New York 





Seeland “direct-second” 


movements are recently 
off the drawing board. 
They bring a new idea 
in horological engi- 
neering. 


The “second” arrangement is an integral 
part of the movement— not just a leaf 
spring. Thus, permanency and abso- 
lute dependability are assured. 
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KEEP AHEAD WITH SEELAND WATCHES. KEEP YOUR CUSTOMERS SATISFIED. 


=> PP lant Watches 


1837 








City meeting, is to advise 
and board of governors as 
of policy and authenticity ¢ j 

institute’s curriculum "and const 
methods of instruction, both by residene 
and by correspondence. It also acts is 
advisory capacity regarding qualifies, 
tions of instructors and laborator “< 
rectors; the acquirement of import A 
laboratory or research equipment Hs ; 
recommends research projects. , 


_Mr. Shipley, who appoints the Ad- 

— — Po ei the selection of 
e following officers and m 

the year 1946-47: a 


the President 
to questions 


ROBERT M. 
SHIPLEY 





Vice-chairman, Paul F. Kerr, Ph.D, 
Columbia University, New York City; 
secretary, Frederick K. Morris, Ph.D, 
Mass. Institute of Technology, Cam- 
bridge, Mass. 

Members of the board are: B. W. 
Anderson, B.Sc., F.G.A., director Lon- 
don Gemological Laboratory, London; 
Sydney H. Ball, Ph.D., consulting Geo- 
logist and internationally-known diamond 
authority, New York City; Thomas 
Clements, Ph.D., head, department of 
geology, University of Southern Cali- 
fornia, Los Angeles; George Engelhard, 
publisher, National Jeweler, Chicago; 
P. M. Fahrendorf, president, Jewrxens’ 
Cmcutar-Keystone, New York City; 
W. F. Foshag, Ph.D., curator of minerals, 
Smithsonian Institution, Washington, 
D. C.; Samuel G, Gordon, associate 
curator, Academy of Natural Sciences 
of Philadelphia, Philadelphia; R. P. D. 
Graham, D.Sc., professor of mineralogy, 
McGill University, Montreal, Canada; 
Paul Grodzinski, technical adviser, The 
Diamond Trading Company, Limited, 
London, England; Edward Gubelin, 
Ph.D & C.G,, Director Gemological In- 
stitute of Switzerland, Lucerne; Harry 
H.- Hess, Ph.D., Assistant Professor 
Geology and Mineralogy, Princeton 
University, Princeton, N. J.; Ralph 
Holmes, Ph.D., Columbia University, 
New York: David H. Howell, CG. 
instructor, Pomona College, Clare- 
mont, California; Lt. (j.g.) Richard T. 
Liddicoat, C.G., director of research, 
Gemological Institute of America; G. H. 
Niemeyer, chairman, Jewelers’ Vigilance 
Committee, New York; Robert M. Ship- 
ley, Jr., Major U. S. Army, retired, 
Cloverdale, Calif.; W. D, Shipton, M.S, 
associate professor geology, Washing- 
ton University, St, Louis; Chester B. 
Slawson, Ph.D., Mineralogical Labora- 
tory, University of Michigan, Ann Ar- 
bor; G. F. H. Smith, British Museum 
(Natural History), London; L. J. Spen- 
cer, Sc.D., editor, Mineralogical Maga- 
sine, London; Alpheus F. Williams, 
B.Sc., formerly technical director, De- 
Beers Companies, Cape Town, Union of 
South Africa. 
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For the Memo Pad 


March 


3-5—Ohio RJA Convention, Hotel Desh- 
. lick, Columbus. 
ee ree Gift Show, Hotel Statler, 


Bradford. 
oe are Gift & Jewelry Show, The 


A ANRIA Mid-Year Conference, 
Hotel De Soto, St. Louis, Mo. — 
10-14—St. Louis Jewelry & Silverware 
Show, Hotel Statler. ; 
a e2__-Philadelphia Gift Show, Hotel 
Adelphia. 

April 
1-3—California RJA Convention, Hotel 
Biltmore, Los Angeles. 
7-8—Nebraska RJA Convention, Paxton 
Hotel, Omaha. ; 
15—-NACJ Regional Meeting, Seattle, 
Washington, 
NACI Regional Meeting, Portland, 
Oregon. 


May 


5-1—Michigan Jewelers 
Hotel Olds, Lansing. 
5-1—Wisconsin RJA Convention, Hotel 
Schroeder, Milwaukee. 

13-17—China, Glass & Housewares Show, 
Atlantic City Auditorium, Atlantic City, 
N. J. 

5-6—Maryland-Delaware-District of Co- 
lumbia Jewelers Association Convention, 
Emerson Hotel, Baltimore, Md. 

20—New York State Jewelers’ Conven- 
tion, Hotel Syracuse, Syracuse, N. Y. 
19-22—International Toy & Gift Show, 
Municipal Auditorium, San Antonio, 
Tex. 


Convention, 


July 


29-Aug.2—NACJ Annual Convention, 
Stevens Hotel, Chicago. 


August 


29-Aug. 2—National Jewelry Fair, Stev- 
ens Hotel, Chicago. 

26-30—ANRJA Annual Convention and 
Jewelry Show, Waldorf-Astoria Hotel, 
New. York City. 


California RJA To Hold First 
Three-Day Convention in Four 
Years April | to 3 in Los Angeles 


The first full three-day convention of 
the California Retail Jewelers’ Associa- 
tion in four years will be held in Los 
— at the Hotel Biltmore, April 

to 3. 

H. W. “Jerry” Ostermier, Podmore’s, 
Huntington Park, heads the convention 
executive committee. Working with him 
are A. P. Care, E. W. Reynolds Co., L. 
Behrstock, I. Behrstock Co., James A. 
Apffel Co., Durward Howes, D. S. 
Howes & Son. 

Registration will open at noon on Sun- 
day to accommodate those who will take 
in the golf tournament on Monday, this 
event will be followed by the annual stag 
party. Business sessions in the morning 
and afternoon will be the main features 
on Tuesday and Wednesday with au- 
thoritative speakers on many pertinent 
aspects of the jewelry business. There 
will be a theatre party Tuesday night 


and the annual banquet on Wednesday 
night. 
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Retailers Object to Proposed Swiss Watch Quota 


At Special Hearing of the Tariff Commission 


Representatives of both national re- 
tail jewelry associations voiced their ob- 
jections to the proposed reduction of 
Swiss watch imports at a special meet- 
ing held in Washington by the Tariif 
Commission. Because of the real danger 
of watch shortage, both the American 
National Retail Jewelers Association, 
represented by Charles T. Evans, secre- 
tary, and the National Association of 
Credit Jewelers, represented by Secre- 
tary William Wagner, pointed out that 
any cutting of watch imports would 
hurt the industry as a whole more than 
it would help the domestic watch firms. 

Mr. Evans revealed that of the more 


than 400 replies received from members 





of second-hand watches, reconditioned 
of the ANRJA on the question of the 
Swiss quota, the majority did not favor 
the reduction. Said Mr. Evans: “Bear- 
ing in mind the fact that the American 
watch companies are not yet reconverted 
to peacetime production, and it is not 
at all certain as to when they will be 
running at full capacity, grave doubt 
is expressed by retail jewelers on the 
wisdom of sharply curtailing the Swiss 
imports.” 

Two major results of such curtailment 
would be, he said, 1) an immediate re- 
sumption of black market activities 
with the “bootlegger” profiting and the 

(Please turn to page 391) 





WE WILL PAY 


pot Civ 


OR YOUR 


JEWELRY STOCK 


HIGHEST PRICES PAID 


No transaction too large . . . none too small 


% We are expanding .. . We are not auctioneers. 


We'll buy your stock and fixtures as a going busi- 


ness and continue operation of the store or we'll 


buy any part of your inventory. All inquiries strictly 


confidential and our representative will call at your 


convenience. Bank references furnished on request. 


CHARLES SHANE Jr. 
and rbssociates 


7 
Ne 


@oast to Coast 
Operation 


Phone CHerry 5811 


or wire at our expense! 


234 EUCLID AVE... CLEVELAND 14, OHIO 






























































Precious Stone Dealers | DIAMOND DEPT. 
Proffer Aid To Small 
Business Committee 


Such organizations as the Smaller War 
Plants Corporation and the Small Busi- 
ness Committee of Congress frequently 
have need of experts in the widely varied 
fields with which they deal and are some- 
times at a loss as to how to go about 
selecting the right man or men for such 
consulting service. 

To aid them in making good selec- 
tions, when questions on gems are in- 
volved, the Precious Stone Dealers Asso- 
ciation has offered its services for this | the recent expansion of D. C. Percival & 
= On Feb. ll, Max Stern, presi- Company's offices in Boston not only gave 

ent of the association, wrote to the to the Washi . 
Smaller War Plants Corporation and to them an entrance to the Washington Build. 
| the State Department as follows: ing, but made way for a new and enlarged 

“May we bring to your notice the diamond department, as shown above, 
existence of the Precious Stone Dealers 
Association, whose membership consists 
of most of the major importers into the = 
United States of precious and semi- 
precious stones. Mest of our members What's New... ? 
have devoted many years to the study If you've moved your store to a new 
of the business. They are acquainted not | Jocation, opened a branch store, re- 
only with all of the aspects of this in-| modeled and installed new fixtures, 
dustry but with the individuals and | celebrated your golden anniversary in 














groups who are engaged directly or in- | the jewelry business—or returned from 
directly in this business. the Army—we’d like to hear about it. 
“The Association and its members JeweLers’ CircuLar-Keysrone wants 


news from you and about you—it’s your 


hereby offer to pl themsel t 
y offer to place themselves at your magazine! So if you have some news 


disposal in the solution of any matters 

which relate to the industry. We can about yourss! sae your Sesiaas, Gas 
either provide you with or recommend fp begesy go Ag EE gg —_ 100 
to you individuals who are competent . ine na ve 


g ; to conduct surveys or act as consultants 
qi for your Department . . . and who are 








thoroughly familiar with all the phases 
of the stone industry. The choice of 


such a consultant would not, of course, The Tool that Industry 
b i - 
e restricted to members of the Asso rates “INDISPENSABLE” 


for ciation.” 
; BURGESS vibro -tool 
JEWE [RY New Merchandise Mart to Open MARKS, ENGRAVES, FILES, 
This Month in Kansas City CHISELS, HAMMERS —on the 


A y Gs With Extensive Facilities hardest metals, glass and _ plastics. | 


The new Kansas City merchandise mart ENGRAVING JEWELRY is easy 
will have its formal opening early in with the BURGESS vibro-tool. 
March, according to an announcement Extra engraving needles, cutting 
from its director, Homer E. Anderson. kni dh " : ilable 
Tenants began moving into the mart in ae an ae a 
ning creations in the middle of January, although lease | § for this tool. 
Costume Jewelry re- dates read February 1. 

Exhibitors at the new mart will have 
individual display windows, sales show 
all time’ — inducing rooms, and office space. The mart will 
also have rooms for group meetings and 
luncheons, facilities for receiving and 
craves and cherishes shipping, stenographic service, printing, 

long distance telephone and telegraph 

Pa ual Manes Gk thane communications, and ample transporta- 

kers, Bracelets, Pearls ond tion space. There will even be advertis- 

as i ca ing experts on tap, according to present 
plans. 

The mart, which is located at Twenty- 
second and Grand Streets, will comprise 


300,000 to 400,000 square feet of operai- 
THE on ing space within a year or two, when 
¢ leases and purchases are completed. 








She knows our stun- 





flects the ‘beauty of 






















the admiration she 






with 20 engraving 


“This coordinates Kansas. City’s dis- needles 
303 FIFTH AVE., NEW YORK 16 tribution functions with the other re- 
sources of the city and area for con- 
HICAGO SHOW ROOM structive service to manufacturers, Jos. B. Bechtel & Co, Inc. 
25 STATE STREET wholesalers, and retailers,” says Mr. 729 Sansom St. Phila. 6, Pa. 














Anderson. 
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N. Y. Horos Hear Lively 
Debate on Watchmaker 


Licensing Laws 


“Shall Watchmakers be Licensed?” a 
heated debate pitting B. W. Heald, 
father of Wisconsin’s watchmaker licens- 
ing law against H. P. Rickles, Toledo, 
Ohio repair-shop operator, was the out- 
standing feature of the February meet- 
ing of the Horological Society of New 
York on Feb. 4. Mr. Heald upheld the 
affirmative of the proposition, and Mr. 
Rickles argued the negative. 

The essence of the affirmative, as stated 
by Mr. Heald, was that licensing of 
watchmakers protects the public through 
the raising of standards within the pro- 
fession and, also, through setting up the 
machinery by which those who wish to 
enter the profession may be trained and 
tested. States lacking licensing laws, 
he said, have no means of setting up 
standards, determining the qualifications 
of would-be watchmakers, or providing 
training for them. 

Mr. Rickles, contending that licensing 
laws were, generally speaking, ineffectual, 
pointed out that they invariably con- 
tained a “grandfather clause” whereby 
watchmakers already established were 
automatically granted certificates regard- 
less of their skill or qualifications. Also, 
he maintained that watchmaking laws 
which exist at present tend to invest an 
examining board with tyrannical power 
which may be used for the purpose of 
limiting the number of licensed practi- 
tioners. 

After initial speeches by the pro- 
ponents of each side, short periods of 
rebuttal were alloted to each to con- 
trovert the arguments which had been 
advanced. 

During this period Mr. Rickles reit- 
erated his contention that licensing failed 
to protect the consumer and also stated 
that boards, in certain cases, attempted 
to restrict interstate commerce illegally 
by forbidding the sending-out of watches 
for repair. 

Mr. Heald, replying to the arguments 
against licensing, pointed out that Wis- 


SERPENTINE WALLS 





This is an architect's conception of the 
first unit in the post war expansion program 
of the Meyer Jewelry Company, Detroit. In- 
novations in the interior design will be the 
serpentine walls and show cases. Show 
cases, panelled in Australian mahogany, 
will follow the curving lines of the walls to 
the height of seven and a half feet, above 
which it will be tinted. Unique counter cases 
of mahogany and glass will duplicate the 
serpentine curves of the walls. 
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consin’s board conducts watchmaker ex- 
aminations on an average of once each 
week and, far from consisting of bureau- 
cratically-inclined individuals who seek 
personal power, the boards are composed 
of members who serve for extremely 
modest fees and who frequently have to 
dip into their own pockets in order to 
carry on their work. 

Following the rebuttal, Fred V. Cole, 
JC-K editor who acted as moderator, 
called for questions from the floor on the 
subject of licensing, pro or con. Far 
more persons present at the meeting had 
views to air than could possibly be called 
upon, but a representative collection of 
ideas was evoked. 

Barney Goldstein, New York retailer, 
inquired if watchmaker licensing would 





protect watchmakers against unscrupu- 
lous customers and was informed, by 
Mr. Heald, that since all watchmaker 
boards are composed of men who were 
watchmakers themselves, there would be 
slight chance of a “frame up.” 

Norman Pedrick, secretary of the 
Pennsylvania MHorological Association, 
provided a stimulating period in the 
questioning by inquiring what steps a 
non-licensing state could take to create 
standards for apprentices and newly- 
graduated watchmakers. Although the 
question was not answered with com- 
plete satisfaction, the consensus of 
opinion was that increased emphasis 
should be placed on the teaching of the 
horological craft in specialized courses in 
public schools. 
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WHERE “GOOD ENOUGH” ENDS 2 
FULTON ez JUST BEGINS & 
For every step in the production of Ful- .387 
ton FIT-TITE Watch Crystals revolves = 
around one factor . . the determining 
factor in watch crystal satisfaction... Z 
true, never-wavering fit. More than that, 2: 
in Fulton FIT-TITE Watch Crystals, you Z 
have . . genuine glass, carefully and 
painstakingly selected . . the finest 
workmanship that skilled hands and 


modern equipment can produce . . com- 
plete assortments . . service based on 


\to" 










first-hand knowledge of the market and its needs . . an 
exclusive system of numbering for error-proof identification, 
where every FIT-TITE Crystal carries not only Fulton’s num- 
ber but competitors’ comparative numbers as well. 

NO WONDER THEY'RE FLOCKING TO FULTON} 


Ask your watch material wholesaler about Fulton FIT-TITE regular 
and Rock Crystal Cabinet Assortments. Or write for catalog. 


FULTON 
. il as WN 





121 Fulton Street ¢ 


WATCH CRYSTAL CORP. 


Established 1931 
New York 7, N. Y. 











Plastic _—! 
uso SOURCE 


for 
ALL 


ss FINDINGS 


Our extensive line 
of findings, _ plus 
efficient organization 
is your assurance of 
obtaining - ee 


ORY 


WHAT YOU NEED 
WHEN YOU NEED IT! 


4 4 


MS 130 


es =~ 


MS 160 MS 88 


A few of the items 
available in volume, 
for immediate  ship- 
ment are — 


Mesh Plastic Dises 
Chain 3 Necklace Clasps 
Ear Wires Bracelet Clasps 
sf — Joints & Catches 
Coil Pins Safety Catches 
Collar Holders 


Pin Stems ‘ 
Jump Rings Tie Holders 


Screw & Button Backs 


— | . 


MS 180B 


Whether you need small or large 
quantities of any metal or plastic 
findings, you can rely upon us for 
immediate service. Write or wire in 
detail today. 


Address Dept. E3 


MARTIN M. 
STEKERT 


ae | | 














With the Retailers 








q Harry Gamler, Buffalo jeweler, has 
left on a two-month airplane tour of 
30 U. S. cities to study jewelry store 
architecture and merchandising methods 
preparatory to launching a $150,000 ex- 
pansion of his store at Main and Genesee 
Sts. in Buffalo. He will be accompanied 
by his son, Herbert A. Gamler, who 
served in the Air Corps as a first lien- 
tenant and who will be associated with 
his father in the jewelry business, Mr. 
Gamler’s plans include expanding the 
present store to take over the adjoin- 
ing building at 520 Main St. which he 
purchased recently. 

q Mrs. Madeline Eckhardt has been ap- 
pointed buyer of costume jewelry at 
Adam, Meldrum & Anderson Co., 
Buffalo, succeeding Mrs. Helen Dickin- 
son, resigned. Mrs. Eckhardt had been 
buyer at Spohr’s, Inc., of Buffalo. 

4A certificate of partnership has been 
filed for Exquisite Ring Co., 505 Root 
Building, Buffalo, Partners are Ernest 
S. Freudenheim, 495 Lafayette St., and 
Robert J. Wyndham, 605 Richmond Ave. 
q Diamond’s Jewelry and Luggage Store, 
104 W. Main Street, Oklahoma City, has 
been sold by the former owner, A. H. 
Diamond to Bill Raskin, according to 
announcement made this week. Raskin 
said that $10,000 will be spent on a com- 
plete remodeling of the store and that 
the new name will be The Richards 
Jewelry Store. Raskin is also owner *f 
Bill’s Jewelry and Loan Co., 14 South 
Robinson, Oklahoma City, 

q.H. Laemmle of Seattle, Washingon, 
has chosen a rather dangerous spot to 
carry on his watch repair business. He 
is located in a shooting gallery recently 
opened at 1117 First Ave., safely out 
of rifle range. His work bench is a 
spacious roll-top desk fully equipped 
with all the necessary tools and ma- 
chinery of the experienced watch repair- 
man. 

@ The jewelry and watch-repair estab- 
lishment of Paul Sunderhauf, formerly 
in the Hotel Georgian, Seattle, is now 
at 1002 Green Building, Seattle. 

q Previously located with Alvin H., 
Hankins Co., jewelers at 1417 Fourth 
Ave., Seattle, Percy Lintott, engraver, 
has now set up his engraving equipment 
with Pashley & Brower, manufacturing 
jewelers, 404 New World Life Building, 
Seattle. 

4.C. W. Uffenbeck has opened a modern 
jewelry store at 103 South Main St., 
Fond du Lac, Wis. 

4 Krail Jewelry, Inc., is the name of a 
new corporation formed to carry on the 
business of the Irving W. Krail jewelry 
store, 105 N. Main St., Fond du Lac, 
Wis. Brauer A. Bullinger, D. P, Nehs 
and Dorothy J. Ohde comprise the in- 
corporators. Capital stock consists of 
200 shares with a par value of $100 
each. 

q Dwight K. Fisher, jeweler, was re- 
cently re-elected president of the Credit 
Bureau, Inc., Wilkes-Barre, Pa: 

q Another in the Tappin chain of jewelry 
stores will be opened about May 1 in 
Plainfield, N. J, To be located at 112 
West Front St., the new store is the 
eighth store in this aggressive chain. 
Other stores in this group are located 
in Newark, Orange, Irvington, Pater- 
son and Camden, New Jersey; and Phila- 
delphia and Upper Darby in Pennsyl- 
vania. 


q Ado.ph J. Cubitto reports that busi 

ness is excellent and the climate is 
—e His new store, opened a few 
months ago, is in Safford, i 

421. Main’ St. Arizona, a 
4q Ken’s Jewelers of Buffalo, N. y has 
leased property at 638 Main St. for an 
addition to its present store at G4 
Main St, The addition will more than 
double floor space and give the store 
a 40-foot frontage on Main St. 

q Ben Youkilis, Ohio jeweler, dropped 
in at the JC-K office recently to tell ys 
about his new store in Elmwood, 4 
suburb of Cincinnati. A  successfyj 
jeweler for the past 20 years, Mr, You- 
kilis also runs Ben’s Jewelry Store jn 
Norwood, O. 

q Miss Virginia Backus has purchased 
Hartman’s Jewelry Store in Wapa- 
koneta, Ohio, where she has been em- 
ployed for the last twelve years, Qne 
of the oldest jewelry establishments jn 
the state, Hartman’s original founder, 
Henry Hartman, is 92 years old. Miss 
Backus plans to continue under the 
well-known Hartman name and will 
share the premises with Dr. C. S. Hart- 
man, optometrist. 

q B. C. Clark, Oklahoma City jeweler, 
was chosen a director of the Oklahoma 
City Retailers Association. Mr. Clark’s 
firm is located at 113 N. Harvey and his 
firm is known as Oklahoma’s oldest 
jeweler. 

q Simon S. Levy has sold his half in- 
terest in the Alvin Jewelry Company of 
North Hollywood, Calif., to his brother 
Alvin, who will continue the business. 
Simon Levy will open his own store at 
11223 Magnolia Blvd,, North Hollywood, 
under the name of Kenneth Jewelers. 














ATOMIC 


WATERPROOF 
WRENCH 


Made by watchmaker. Will open cases 
when others can't. No slipping or scratch- 
ing. No worry in holding the watch. Sim- 
ple, sturdy, adjustable. All sizes, shapes, 
Can use 2 prongs, 3, 4, 5, or 6 at a time. 
The tool no watchmaker or jewelry store 
should be without. Guaranteed to do the 
jot. Order direct or through your jobber. 
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Patent Pending. 


PRICE $14.75 
HOWARD LATHROM 


356 American Avenue, Long Beach 2, Calif. 








THE JEWELERS’ CIRCULAR-KEYSTONE 


























THE OUTING CLUB HAS A JOLLY TIME 





Always outstanding as one of the 
season’s highlights in the department of 
social jollification and good fellowship, 
the annual winter affair of the Maiden 
Lane Outing Club for 1946 was no ex- 
ception. 

With attendance limited only by the 
—_ of the quarters available in the 

Tower Club of the Park Central Hotel, 
where the party was held on the eve- 
ning of Feb. 14, some 300 members and 
guests of the club, assembled at 6:30 
for the cocktail hour preceding the din- 
ner. At the dinner itself, Harold Blasi, 
president of the club, acted as chairman 
and toastmaster. Accompanying him at 
the head table were the other members 
of the Dinner Committee—Dave Weinberg 
the club’s vice-president, Andy Ander- 
son, Harry Bromley, Sol Gordon and 











Ready-Boxed and Price- Tagged 
AS ORIGINATORS of "Yours Truly’ 
line, we offer you greater profit op- 
portunities. The 10-K Gold Ring, with 
genuine Aquamarine, '/, carat, shown 
comes in fine velvet boxes, with your 
selling price tags furnished. Cost Key- 
stone, 24.00. Order 84/4234. 

Write in for your FREE COPY of Our 
Monthly res yy) ARRIVALS” 
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Jack Klecka, together with Jerome [.. 
Grant, perpetual secretary and treasurer 
of the organization. 

Following the singing of the “Star 
Spangled Banner” which as usual was 
the first event on the program, mem- 
bers stood at attention for a moment cf 
silent tribute to the one member who 
had died during the past year, Frank J. 
Haltenbach. 

As usual speechmaking was dispensed 
with and again as usual the dinner was 
followed by an entertaining floor show 
thoroughly enjoyed by the diners. 

At the close of the entertainment the 
assemblage dissolved into smaller groups 
in the lounge for the purpose of conduct- 
ing extensive researches into the laws 
of chance and probability. Some of the 
investigators appeared to be highly suc- 
cessful while those who persisted in pur- 
suing their studies as to the probability 
of filling an inside straight reported 
that the results of their research were 
distinctly negative. 


President of Palestine Diamond 
Manufacturers Says Big Problem 
Is Obtaining Rough Diamonds 


In a declaration made to JC-K’s corre- 
spondent and other members of the press, 
Mr. Ben-Ami, president of Palestine’s 
Diamond Manufacturers’ Association, 
said that the lack of raw material for 
the diamond industry will last there for 
at least two or three years. He also 
emphasized that the Diamond Manufac- 
turers Association is not looking for any 
“monopolistic” favors. 

During his stay in London, Mr. Ben- 
Ami told the press, he tried to get “raw 
diamonds” not only from the Interna- 
tional Diamond Syndicate but also from 
private individuals who were in posses- 
sion of rough diamonds. He realized, 
however, that “the only source of raw 
materials can be the International Syn- 
dicate.” He added that “there should 
be a way to get regularly the necessary 
raw materials.” Mr. Ben-Ami further 
stated that there will be no opposition 
from the Diamond Association toward 
the opening of new workshops. 





Harry Mahren Company, Inc., for- 
merly located at 303 Fifth Avenue, has 
moved to larger quarters at 41 Maiden 
Lane. The firm specializes in costume 
rings and novelty jewelry. 
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QUALITY’S UP 














NOW there is becoming available the 
kind of material best suited to 
clock production. 


NOW the results of a long and careful 
program of employee training are 
becoming manifest. 


NOW the production lines ruthlessly al- 
tered to meet war production re- 
quirements are Jined up to make 
clocks again. 





Today, production is still consider- 
ably below the prewar normal while 
the demand is far above that figure. 
Thus, a shortage is still in evidence. 


That, however, is actually encourag: 
ing for it proves the stability of the 
demand. From now on, steadily in- 
creasing clock supplies will be re- 
flected in steadily increasing profit 
—a profit that does not depend on 
abnormal wartime conditions for its 


maintenance. 











ASK YOUR WHOLESALER 






Cheek makers ds the walten tines $807 


THE WM. L. GILBERT CLOCK CORP, 
WINSTED, CONNECTICUT 


Laconia, New Hampshire 


551 Fifth Avenue 141 W. Jackson Blvd. 
New York 17, N. Y. Chicago 4, Ill. 
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best sellers 


wherever displayed ! 


Neloalite- 


SUNGLASSES 


@ 6 base ground and pol- 
ished lenses, scientifically 
made to highest ophthalmic 
standards 


@ Absorb 96% ultra-violet 
and infra-red rays. 


@ Smart styles in latest 
fashion trends 


@ Gold-filled and assorted 


colors zyl frames 


@ Exceptionally beautiful 3- 
color individual box (with 
leather case) 


@ Sales-producing, colorful 
displays 


@ Priced for profit 


Illustrated folder and prices 
of complete line available 
from your wholesaler —or 
write us direct. 


IDEAL 
OPTICAL CO. 


Inc. 


845 FLATBUSH AVENUE 
BROOKLYN 26, N.Y. 
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New Ad Code Up for 
Approval by Chicago 
Credit Jewelers Assn. 


In a move to halt unethical jewelry ad- 
vertising, the Credit Jewelers Associa- 
tion of Chicago, in cooperation with the 
Chicago Better Business Bureau, has 
formulated and proposed a set of new 
regulations and rules of conduct. These 
will be incorporated in the present Code 
of Ethics after further discussion by the 
board of directors and membership of 
the organization. 

Roundly condemned by the association 
are the use of misleading descriptive 
statements in advertising and deceptive 
illustrations. Specifically, the new rule 
states that “the use of false, misleading 
or deceptive layouts or statements re- 
garding the metal, substance, quality, 
mrade. size, color, performance, name, 
brand, make, model, mark, guaranee, de- 
sign or origin of a set, mounting or 
jewelry of any nature or other merchan- 
dise sold in a jewelry store” shall be 
deemed an unfair trade practice. 

As to art work, “the use of an illus- 
tration showing an article or part there- 
of to be larger or smaller, or out of pro- 
portion in size to the rest of the piece, 
or having a different shape, or more cut 
surfaces than is a fact, shall be deemed 
an unfair trade practice.” 

Also recommended in the revised code 
are the following resolutions: 

1, Statements reflecting unfavorably on 
competitors or their products shall be 
considered unfair trade practice. 

2. Failure to describe used, second- 
hand, reconditioned or imperfect mer- 
chandise as such, shall be considered as 
unfair trade practice. Second-hand 
watches shall be labeled and advertised 
in accordance with the Illinois statute 
covering the sale of such merchandise. 

3. All merchandise advertised or on 
display shall be for sale and willingly 
sold at the prices and terms offered. 

4. All statements pertaining to the ex- 
tension of credit, carrying charges, etc., 
shall be stated clearly. Such statements 
as “direct from factory,” “wholesale 
prices,” etc., shall not be used in any 
form of advertising unless literally true. 

5. The use of asterisks to direct read- 
ers to qualifying explanations shall be 
considered an unfair trade practice, ex- 
cept when such asterisks are used to ad- 


(Please turn to page 392) 


Patent Ruled Invalid 
On Jewelry Display Case 


Federal Judge John Knight ruled in- 
valid in Buffalo District Court the patent 
held by the Warner Jewelry Case Com- 
pany for a plastic jewelry-display box 
made with a “hidden-hinge” arrange- 
ment. 

Opposing Warner’s suit for an injunc- 
tion prohibiting the manufacture of 
jewelry boxes with the same arrange- 
ment, Wolfsheim & Sachs, Inc., another 
jewelry-case manufacturer, contended 
the patent was invalid because it lacked 
features which would distinguish it from 
earlier inventions. Judge Knight up- 
held this claim. 







Diamonds Are Cheap but Scarce 
In Vancouver With Low Ceilings 
And Unusually High Demand 


Vancouver, British Columbia, hag 
boom in diamonds. It’s even more heetie 
than the one which followed the First 
Great War. 

Money is more plentiful, people are 
hungrier than ever for the luxuries of 
peace after many years of sacrifice and 
economy, and a fine diamond has always 
symbolized gracious living. Vancouver 
jewelers, however, cannot begin to zi 
enough to go around! . 

One reason why diamonds are so pop- 
ular is that they are cheaper in Canada 
than anywhere else in the world, dye 
to the Canadian price-ceiling setup. One 
merchant recently estimated a diamond 
ring selling at $300 in Vancouver would 
cost $450 in New York City. 

Recently Ottawa lifted the ceiling on 
diamonds imported. from certain aregs 
such as Britain and South Africa, but 
the Prices Board has asked the dealers 
to sell their existing stocks at ceiling 
prices. Thousands of Americans have 
availed themselves of low Canadian prices 
by buying diamonds in Canada, 

One dealer said there .has been a 
thorough exploding of a former public 
belief that the big diamond syndicates 
had vast quantities of stones and were 
holding them back to meet postwar de- 
mand. “Diamonds are scarce every- 
where,” he said. 

Diamonds, both rough and _ finished, 
are among the sterling area’s biggest 
dollar-earners, probably second only to 
gold. 














CASH BUYER 


of 


UNREDEEMED 


and 


' TRADE -IN 
WATCHES 


and 
JEWELRY 


Check mailed upon receipt of 
merchandise. Merchandise 
held intact for 10 days. 


REFERENCE: 


JEWELERS BOARD OF TRADE 


PAUL ROSENBERG 


5 So. Wabash Ave., CHICAGO 
Phone RANdolph 7249 
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illinois Retail Jewelers 
Organize Under New Charter; 


Reject ANRJA Dues Plan 


In spite of the unfavorable conditions 
of travel and hotel accommodations the 
annual meeting of the Illinois Retail 
Jewelers Association held at the Sher- 
man Hotel on January 28 was well at- 
tended and nearly 100 were present at 
the banquet that evening. President 
Charles D. Jacobs, West Frankfort, re- 
viewed the work cf the past year and 
paid high tribute to Charles H. Baker, 
executive secretary, Springfield, for his 
efficient service. 

The first order of business was to or- 
ganize under the new incorporation form- 
ed last November by the officers and di- 
rectors. The incorporation was ap- 
proved and a constitution and by-laws 
were adopted. The convention also ap- 
proved the action of the directors in re- 
gard to the dues arrangement with the 
American National Retail Jewelers <As- 
sociation whereby dues above the $10.00 
bracket were collected by the National 
association with variable portions re- 
mitted to the state organization. The 
percentages were deemed unfair to the 
state association. A new schedule of 
dues was adopted and members will be 
billed by and remit to the state associa- 
tion. The dues are for stores with sales 
up to $50,000, $10 a year; from $50,000 
to $100,000, $15 a year; over $100,000, 
$25 a year. The per capita to be re- 
mitted to the national association awaits 























EDGAR PRESENT 


-A nnounces 
the Opening 


of an Exclusively Wholesale 
Jewelry Concern 


Specializing in... 


@ Recognized brands of gold and 
filled jewelry 


@ Diamonds and mountings 
@ Watches and clocks 


@ “Exclusively Yours” rings 


1023 SisLeY Tower BLpe. 
Rocuester 4, N. Y. 








an agreement between the two organiza- 
tions. 

Mr. Jacobs was re-elected president 
and Paul Becher, Belleville, first vice- 
president, M. C. O’Dell, Waukegan, sec- 
ond vice-president, and C. H. Barker, 
Springfield, secretary-treasurer were also 
returned to office. 

The following directors were elected: 
for one year term, R. M. Martin, De- 
catur; Paul Becher, Belleville; Carl 
Lindquist, Rockford; James Koba, Chi- 
cago; C. D. Jacobs, West Frankford; to 
serve two years, M. C. O'Dell, Wauke- 
gan; R. G. Putman, Eldorado; Earl H. 
Swingle, Hillsboro; George W. Gerdes, 
Sterling and Thos. E. Keers, Paris. 

The principal speaker at the banquet 
was P. Irving Grinberg executive vice- 
president of the Jewelers Vigilance Com- 
mittee, who told of the splendid work 
done by this organization in behalf of 
the jewelers of the country during recent 
years particularly in war years when 
Washington did not deem jewelers of 
much importance to the war effort, and 
their continued service to protect and 
promote the interests of every branch of 
the trade. 





| Ceramic Jewelry Exhibit Is Hit 
| At Detroit Housewares Exposition 

A demonstration of the manufacture 
and design of ceramic jewelry proved to 
be one of the popular exhibits at the J. L. 
| Hudson Company’s Housewares Exposi- 
| tion held on the tenth floor of that de- 
| partment store in Detroit January 21 to 
| February 2. An estimated 400,000 people 
visited the exposition. 


Miss Kay Harrison, Detroit artist, 
| started with the beginning of the design 
of lapel pins, earrings, and similar pieces 
before a crowd of interested onlookers 
at regular intervals through the day. 
Completing the execution of the piece in 
clay, she “fired” the jewelry in a small 


kiln. 


The few items offered for sale were eag- 
erly bought up by the visitors. In gen- 
eral, however, the exposition gave manu- 
facturers an opportunity to display 
sample products while merchandise sell- 
ing was largely discontinued on thé tenth 
floor for the period of the display. 


Another exhibit of interest to jewelers 
was California Row, a group of gift pot- 
tery items made by California artists. 
Shown in various colored shadow boxes 
and brightly painted circus tent topped 
island displays, this section included 
many types of figurines. Particularly at- 
tention-attracting were the American 
desert pieces and animal models. 











Brand Names .. . 
(From page 371) 


Jersey, who was the principal speaker 
at the dinner, described the brand-name 
system as the “keystone of the American 
system of distribution.” and added that 
“distribution is the arch which supports 
our whole economy.” 

This dinner was the fourth in a series 
being given by the Brand Names Re- 
search Foundation in the trade centers 
throughout the United States. Previous 
dinners were held in Chicago, Cincinnati, 
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and Philadelphia. 




































































® Smart and unusual de- 
signs featuring genuine 
precious and semi-pre- 
cious stones in Gold and 
Platinum mountings 


e PINS 

e RINGS 

e EARRINGS 
® BRACELETS 
e GADGETS 












GOLD, SILVER & PLATINUM 
CASTING. 


Scientific methods, to give 
precision work, accurate 
reproductions and 


smooth slick surfaces. 


| N.E. Manufacturers Ask 
| Increased Air Service 
| For Providence Area 





Castings made from your 
models, for your use only, 

Or Our unique designs. ; 
Remember—for the tops ° 7: 
in Castings, ‘ 
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OL IKE 
ALADDIN’S LAMP... 
COMES 


A Mew MOLD © 
LUBRICANT! | 


FOR RUBBER AND METAL MOLDS, 
TO BE USED IN JEWELRY AND 
INDUSTRIAL CASTING 





7 











* LEAVES NO BRUSH MARKS. 
* WILL GIVE CLEAN, SHARP WAXES. «© 


* WILL NOT EVAPORATE OR 
BECOME GUMMY. 


* IT IS WATER SOLVENT. 
* DOES NOT HARM RUBBER MOLDS. 


* CAN BE APPLIED WITH BRUSH, 
AIRBRUSH OR ATOMIZER. 


national | 


CASTING 
1510) 0) 01 SOF 
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| Air, 


Additional direct air service to Provi- 





dence is essential for immediate needs of | 
Rhode Island manufacturers, representa- | 
tives of the New England Manufacturing | 


Jewelers’ and Silversmiths’ Association 
told a Civil Aeronautics Board hearing in 
Philadelphia recently. 

Briefs showing need of increased air 


| service through Providence were filed by 


the Association as well as by Gorham 
Manufacturing Company and American 
Screw Company of Providence and by 
the Fram Corporation of East Provi- 
dence. The jewelers’ association and the 
three Rhode Island plants all cited. in 


| their briefs the traffic potential both in 
| personnel and air service available. 


Ed- 
ward O. Otis, Jr., executive secretary of 
the association, had planned to testify at 


| the hearing, but was prevented from at- 


tending by illness in his family. 
The jewelers’ statement to the ex- 


| aminer said in part: 


“The industry finds generally that the 
present air service is inadequate for its 
needs and feels that such a route as pro- 





posed by Transcontinental and Western | 


Inc., entering Providence from 
Pennsylvania via Wilkes-Barre, Scranton 
and New Haven is absolutely necessary 


in Providence and Pawtucket, R. I., and 
in Attleboro, North Attleboro and Plain- 


| ville, Mass.” 


Pointing out that it is the largest 
manufacturer of sterling silver in the 
world and that it owns the largest 
statuary bronze factory in the country, 
the Gorham Company, citing its large 
domestic and foreign trade and the fact 
that much of the merchandise it manu- 
factures can be shipped economically by 
air, said in its brief that the proposed 
direct service from Providence by TWA 
across the Atlantic to Europe and North 
Africa and Southern Asia “is one of im- 


portance to the Gorham Company.” 


Providence, the Gorham Company said, 
is the turn-around point for a substan- 
tial preportion of silverware buyers from 
every state. Air travel to and from 
Providence today necessitates obtaining 
reservations at least two weeks in ad- 
vance, the company statement asserted, 


| adding “we are convinced that additional 
| air service is essential to the maintenance 


| and convenient for this industry located | 


of our position as leaders in the sterling | 


silverware industry.” 





Watch Crystal Repair Prices 
May Be Advertised, Oklahoma 
Attorney General Decides 


The Oklahoma state attorney general 
has settled a fine point in watch-making 


—when is a crystal not a part of a | 


watch?—for the state board of exam- | 


iners in watch making. 


Carl D. Hurst, board secretary, asked | 


Attorney General Mac Q. Williamson, if | 


it was unethical for a watchmaker to ad- 
vertise the price of replacing watch 
crystals. 

State law, the opinion held, forbids 
advertising prices on watch repairing, 
but a crystal is part of a watch case, 
not of the movement itself, and there- 
fore crystal prices can be advertised. 











Original ee 


Headquarters for 


Repairing and Rebuilding 


EXPANSION BANDS 
& BRACELETS 


FACTORY METHOD— 
USING GENUINE PARTS 


All Work Fully Guaranteed—Price Ligt 
Sent Upon Request. 


Servicemen’s Bands Returned By 
Return Mail. 


SPECIAL FEATURE 
Bands Replated Like New for Addi. 
tional 50c at Time of Repair. 


PROMPT SERVICE 


JEWELERS SERVICE CO. 


‘Specialists in Expansion Bands and Bracelets” 


355 So. Broadway 


Los Angeles 13, California 
Michigan 9966 TUcker 2968 

















EXCLUSIVE 
DESIGNS 


FINEST 
QUALITY 


14K GOLD AND GOLD 
ON STERLING SILVER 
PINS — EARRINGS 


and 
COMBINATION SETS 


Write for Our New 
Ilustrated Catalogue 
WHEN IN CHICAGO VISIT OUR 


HANDSOMELY APPOINTED SHOW- 
ROOMS 


JOHN J. CERKOFF JEWELRY CO. 


Suite 1600-5 No. Wabash Ave. 
CHICAGO 2, ILLINOIS 
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Governor Pastore of Rhode Island 
Toasts Jewelers at NEMJ&SA Banquet 


ne of the season’s outstanding social 
he jewelry world was resumed 
pended for the duration 
hen the New England 
Jewelers & Silversmiths 
Jd its annual banquet at 


0 
events of t 
after being sus 
of the war, W 
Manufacturing 
Association he 


The party started with an informal 
get-together and cocktails at six o’clock 
preceding the dinner which was served 
at seven. 

The Rev. Thomas V. Cassidy pro- 
nounced the invocation preceding the ban- 





the Providence Biltmore Hotel, Provi- 
dence, Rhode Island on the evening of 
Saturday, February 23. 

Some 400 members and guests—a 
capacity crowd for the Providence Bilt- 
more ballroom—turned out for the occa- 
sion, and from all appearances thoroughly 
enjoyed the evening. 




















Earrings in various patterns in 14 KT 
Green and Red Gold 

St. Christopher Key 14 Kt 
sizes. also Bill Clips, 
Links to match 

Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes; Ear- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 


in three 
Charms and 


eled Novelties, including 
Vanity. Cigarette and Card 
Cases are distinctive and 


have sales appeal. 


CLIFFORD A. MILLER & CO.. Inc. 
Manufacturers 
64 West 48th Street 
New York 
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quet, and a welcome to the banqueters 
was extended by Fred A. Bullock, presi- 
dent of the association, His Excellency, 
John O. Pastore, Governor of Rhode 
Island, and His Honor, Dennis J. Rob- 
erts, Mayor of Providence. 


At the close of the banquet Senator 
Green spoke briefly on the silver situa- 
tion and the present status of the Green 
Bill, ultimate fate of which could not 
be predicted with any certainty at this 
time though he expressed some optimism 
as to the final outcome. 

The party concluded with an enter- 
taining floor show under the direction 
of ou Walters as master of ceremonies. 
Guests of honor at the head table in 
addition to Senator Green, Governor 
Pastore, Mayor Roberts and The Rev- 
erend Cassidy included the following: 
Edgar F. Baker, president The Jewelers 
Board of Trade; Howard W. Boynton, 
president The Twenty-Four Karat Club 
of the City of New York; Fred A. Bul- 
lock, president, New England Manufac- 
turing Jewelers’ and Silversmiths’ Asso- 
ciation; Fred V. Cole, editor, Tue 
JEWELERS’ Crrcunar-Keystone; George 
Engelhard, publisher, The National 
Jeweler; W. Louis Frost, editor, The 
Manufacturing Jeweler; John S. Ken- 
nard, president, Boston Jewelers’ Club; 
Edward O. Otis, Jr., executive secretary, 
New England Mfg. Jewelers’ and Silver- 
smiths’ Association. 

The arrangements for the affair were 
handled by Henry A. Peterson, chair- 
man of the entertainment committee, 
assisted by: Earl H. Ashley, Sturgis C. 
Rice, Edson W. Sawyer, Norman L. 
Silverman; and the following constituted 
the Reception Committee: Gottlob Arm- 
brust, Frederick A. Ballou, Jr., Carl 
Beresford, Benjamin Brier, Edgar M. 
Docherty, Stephen H. Garner, Charles 
E. Gaynor, Max Kestenman, John S. 
Moran, Frank E. Nolan, Williard A. 
Ormsbee, Sturgis C. Rise, Archibald 
Silverman, Raymond R. Sturdy, Ray- 
mond L. Wells. 














NOW AVAILABLE 


BABY FORK & SPOON SETS 
STERLING 





IMMEDIATE DELIVERY 


Sterling Baby Fork & Spoon Set $42.00 doz. 


ALSO AVAILABLE 
Sterling Bent Handle Baby Spoon $24.00 doz. 


Sterling Baby Cups........... $54.00 doz. 
Sterling Baby Porringers........ $7.50 each 
Sterling Baby Pushers......... $24.00 doz. 
Sterling Baby Napkin Ring..... $30.00 doz. 
Stantine SHAMS 5... occ cc cence $30.00 doz. 


Sterling Cold Meat Forks ....$48.00 doz. 
All Prices Net F.O.B. N. Y. 


A. B. FRANK 


9 MAIDEN LANE 
NEW YORK 7, N. Y. 
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DIAMONDS 
MELEE 


— All Sizes — 


GENUINE 
WHOLE 
PEARLS 


— All Sizes — 


GENUINE 
RUBIES & 
SAPPHIRES 


Squares, Rounds and 
Fancies 


AMETHYSTS 
TOPAZ 
AQUAMARINES 


BLACK ONYX 


Plain or Drilled 


SYNTHETIC RUBIES 


MAX STERN « co. 


Importers 


17-23 John St. New York 























They’re Coming Home! — 
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q Dr. Richard B, Pippitt, son of Mr. 
and Mrs. Harry J. Pippitt, jeweler and 
optometrist of Port Jervis, N. Y., has 
been released from the U. S. Naval 
Reserve, where he held the rank of Com- 
mander. Dr. Pippitt will continue his 
studies in Ophthalmology, in Boston, 
under a fellowship grant from Harvard 
Medical School. 


q@ More and more familiar faces are re- 
appearing in Cincinnati jewelry circles. 
The latest veterans to return to civilian 
life are Jack Hughes and Mark Her- 
schede of the Frank Herschede Co., and 
Roy W. Koehne, of Albert & Seifert 
Co. The latter saw 49 months service, 
much of which was spent in the Aleutians. 
Herschede spent some time in England 
and Hughes was also overseas, serving 
as a captain. ; 


SGT. MORRY 
M. MARCUS 





q Morry M. Marcus returned recently 
from four years service in the Army 
and is re-establishing his wholesale jewel- 
ry business in Chicago. Ex.-Sgt. Marcus 
served in the Third Army and holds the 
Purple Heart. Most of the combat he 
saw took place in France and the Rhine- 
land. After V-E day he was stationed 
in Dusseldorf, Germany, and from there 
travelled to Czechoslovakia for occupa- 
tional duty. While awaiting return ship- 
ment Mr. Marcus had an opportunity to 
meet many displaced persons, former in- 
mates of Dachau, Buchenwald, and other 
concentration camps. He was _ instru- 
mental in helping these unfortunate -peo- 
ple in contacting relatives in the United 
States. 

Mr. Marcus is using the office of his 
father, Max Marcus, 5 S. Wabash, Chi- 
cago, as his headquarters, pending the 
reopening of his own wholesale jewelry 
business. 

4 Not properly a member of the “They’re 
Coming Home” club is Lt. Harvey 
Hinckel, formerly with the George New- 
stedt Company, Cincinnati, who has re- 
enlisted in the Air Force. We’ll mention 
him, anyway, because he did show up 
for a brief spell during his furlough. 
4 Another lad still nowhere near the 
home front is Seymour A. Rosenthal 
who, we learn from an Army press re- 
lease, has just received his promotion 
to the rank of first lieutenant. He is a 
bombardier assigned to the 397th Heavy 
Bombardment Squadron and is stationed 
at the Rio Hato Army Air Base in the 
Republic of Panama. Prior to enter- 
ing the Air Corps, Lieut. Rosenthal was 
a diamond salesman for Samuel Sitzman, 
Inc,, in New York. 

4 Luther Hodges, Jr., has received his 
discharge as an Officer from the army, 











and rejoined the staff of Millers 
jewelers at Fort Smith, Ark. 

q Isidore Newman, a colonel jp the 
Army Service Forces, has returned ty 
Maison Blanche Co., City Stores’ Ney 
Orleans outlet, in his former position 
of vice-president. 


q After four years in the Navy, Lay. 
rence L. Johnson is a civilian again ang 
has joined Diamond Craft of America 
as western sales representative. My 
Johnson and the Navy parted company 
last November 3, at which time he bore 
the rank of lieutenant commander, Be. 
fore the war he was city salesman for 
C. L. Norsworthy, Dallas, Texas, whole. 
salers and before that, with Burr, Pa;- 
terson & Auld Company of Detroit, 

q William H. Sandown of Sandown & 
Kendall, wholesale jewelers, Memphis, 
Tennessee, has been discharged from the 
Army at Fort Sam Houston, Texas, and 
has resumed management of the Mem- 
phis firm. 

q Sol Guterman, released recently from 
the armed forces, has announced plans 
to open a jewelry store and watch repair 
shop in Donalsonville, Ga. During the 
39 months he was in service, he was the 
only serviceman to be assigned to do 
watch repairing at Bainbridge, Ga., Air 
Base and Maxwell Field, Ala. 

q Robert A. Shaw, Jr. recently released 
from the armed forces, has purchased 
the Gift Shop in Cartersville, Ga., from 
J, B. White. 
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OVER 200 DIFFERENT STYLES 
TO CHOOSE FROM 
WRITE FOR OUR CATALOG 


WE SPECIALIZE IN COCKTAIL 
RINGS 





OLAND JEWELRY CO. 


87 Nassau St. New York City 7, N. Y. 
BARclay 7-6873 


Anes tvvauranemnrocegmumrg erecta never 
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The annual meeting and election of 

officers of the Jewelers’ Fraternal Asso- 
ciation will be held on Thursday, March 
14 at 2 p.m. on the fourth floor of 
Schwartz’s restaurant, 183 Broadway. 
Members will be asked to vote on a pro- 
posed change in the age limit for mem- 
bership, which would lower the limit 
from 50 to 45 years of age. ; 
4 The newly formed Industrial Diamond 
Association of America has _ elected 
Athos D. Leveridge executive manager, 
secretary and treasurer for 1946. 

The new president of the Bronx Retail 
Jewelers Association is Harry Gross of 
Royal Jewelers, who succeeds Sam M. 
Jacobson. Other officers for the 1946 
term are Harry B. Kahn, vice president; 
Isaac Hirschhorn, treasurer; Murray 
Max, secretary; Leonard Moses, corre- 
sponding secretary. 

q A. J. Barnett and Sam Mendelsohn, 
Pacific coast and southern representa- 
tives for the Michael Levy Jewelry 
Corp., 20 West 47 Street, recently left 
to cover their respective territories. 

4 David Abramson, owner of D. Abram- 
son Manufacturing Company, 62 West 
47 Street, for the last ten years president 
of Sidney Kaufer, Inc., diamond import- 
ers, at the same address, is announcing 
the liquidation of the latter firm. The 
loose diamond business will be continued 
by D. Abramson Manufacturing Com- 
pany, manufacturers of platinum dia- 
mond goods. 

q Jewelers in the New York area are 
warned to be on the lookout for the fol- 
lowing items, stolen on Feb. 6 from 
Harry Smith, lapidary at 87 Nassau St.: 

200 small brilliant cut genuine ame- 
thyst 

200 small brilliant cut genuine topaz 

100 small brilliant cut assorted genuine 
and synthetic rubies, sapphires, emeralds, 
topaz 

38 genuine topaz, oval and octagon. 
These are large (110-120 ct.) and have 
an average weight of 35 carats. 

40 genuine amethyst, oval and octagon. 
Large (40-15 ct.) and have an average 
weight of 25 carats. 

50 aquamarines, brilliant cut, small, 
average weight of 5 carats 

150 rubies and sapphires (synthetic). 
Brilliant cut, small. 


150 genuine garnets, brilliant cut, as- | 


sorted sizes. 


q Frank Guarini, one of the principals 
doing business under the name of Guar- 
ini Brothers located at 561 Myrtle Ave- 
nue, Brooklyn, recently pleaded guilty 
to violating the Fair Labor Standards 
Act of 1938. A plea of guilty to the 
charge of paying sub minimum wages, 
failing to pay overtime, maintaining in- 
adequate and false employment records, 
and shipping in interstate commerce 
goods produced in violation of the Wage 
and Hour Law was made before Judge 
Clarence Galston in the United States 
District Court for the Eastern District 
of New York. 


q The Acme Watch Case Co., 270 Lafay- 
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ette St., has been incorporated. 

4q Harold N. Harris, of 580 Fifth Ave., 
announces that the firm name is now 
Harold N. Harris & Co. 

q Victor Huff, 62 West 47 St., will be 
known as Louvic Jewelers, Inc. 

q Included in Mayor William O’Dwyer’s 
proposals for new city taxes is a five 
per cent levy on all luxury items, in- 
cluding jewelry, sold at retail. The 
mayor provides, however, that such a 
levy would be made only “in the event 
that the existing Federal tax be reduced 
to pre-war rates.” It is estimated that 
such a tax would mean $10,000,000 in 
added revenue for the city. 

q Despite the cold weather and the fact 
that it was a holiday eve, the Feb- 
ruary 21 meeting of the New York chap- 
ter of the American Gem Society was a 
well attended one. Professor Holmes, 
the instructor, lectured on_ polarized 
light, dichroscopes and polaroscopes, il- 
lustrating his talk with sketches of the 
instruments. The study groups worked 
with their respective leaders after the 
lecture. 

q C. G. Mongelli & Son of Brooklyn was 
robbed of $4,000 to $5,000 in stock on 
February 25. 

q The name of the Executive Jewelers 
Purchasing Corp., 535 Fifth Ave., has 
been changed to Executive Jewelry 
Co., Ine. 

q The Fidelity Trading Co., 12 E. 46 
St., has been absorbed by the Ravell 
Co., Ine. 





Beekman-Downtown Hospital Needs — 


Over Two Million; Jewelry Industry 
Asked to Help Raise Needed Funds 


A drive for over two million dollars 
has been started to raise funds for the 
new Beekman-Downtown hospital which 
will serve the large and crowded area in 
the lower end of Manhattan. The jewelry 
committee for this fund 
headed by Honorary Chairman G. H. 
Niemayer of Handy & Harman, Otto 


Ness, co-chairman, of Robert Stoll, Inc., | 


Charles J. Salivar, also of Robert Stoll, 


Inc., co-chairman. Other members of the | 


committee are H. W. Boynton, Handy 
& Harman; Miss E. Ruthenberg, Handy 
& Harman; Frank P. Bennett, Alpheus 
Brown; Benjamin Distler, Louis J. Don- 
niez, Sloan & Co.; Jacques Japka, La- 
France Jewelry Co.; Joseph J. Jiran, 
Frederick G. Henry Co.; Frederick R. 
Keller, Enos Richardson & Co.; H. D. 


Lawson, F H. Noble & Co.; Leopold | 


Nathan, S. Nathan & Co.; August O. 
Packer, Dieges & Clust; George C. 
Scheade, Robert Seltzer, Seltzer Bros.; 
John Sloves, Philip Sloves & Son; Max 
Stern, Max Stern & Co.; and Isidore 
Tenen of Tenen Bros. 

Jewelers are urged to aid the building 
of this hospital, which is to serve a 
large and vital area in New York. 
Checks may be sent to Mr. Nees or Mr. 
Salivar of Robert Stoll, Inc., 70 Fulton 
St., New York. 
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Whitelaw Brothers 
DIAMONDS 


48 West 48th St., New York, N. Y. 











NECKLACES 


JACK J. FELSENFELD 








SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 
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ETERNA WATCH COMPANY 
OF AMERICA, INC. 


MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 











63 NACCAU STREET 


“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
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ENCRUSTERS 


STONE RINGS ENGRAVED 


@ CRESTS @ DRILLERS 
@ GEM CUTTERS 


@ COATS-OF-ARMS 
@ SCHOOL AND FRATERNAL EMBLEMS 
jstimates withont obligation 


B furnished 
BRAUNFELD & MEHLMAN 


108 Fulton St. New York, N. Y. 
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SPECIAL ‘ SPECIAL 
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810 — $36.00 


RUBY-DIAMOND GENTS’ RINGS 
ALL PRICES KEYSTONE 


GEMCRAFT JEWELERS 
87 NASSAU ST., N.Y. 7, N.Y. 















Edwinreed NC 


1233 Avenue of the Americas at 49th St, N.Y.C.19 








REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED 1910 
M. J. STERN 


61 Beekman St. New York City 











PERUVIAN | 
STERLING SILVERWARE 
925 fine 
Handmade Bracelets and Pins of 

cast or filigree silver. 

Household goods, cutlery etc. 

Orders attended by Air Express 
Write by Air Mail to 


ENRIQUE KAUFMANN ROOS 


P.O.B. 886, Lima, Pera 


PEARLS 
Nearest to Genuine. 
- 

Orienta! 
Pearl Replicas * 


EARRINGS 
WATCHES 


BETTY “=== STRAHL 


385 Fifth Ave. « NEW YORK e MU. 5-5519 
SHOWROOM HOURS: 1:30 to 5:30 P. M 











Jewels Played Important Role in Traditional Vestments 
Worn by the Pope and Cardinals at Public Consistory 


Pope Piux XII wore one of 
these rings at the public con- 
sistory on February 21. Ring 
at left is set with an emerald 
encircled with topazes, the 
other is a large diamond sur- 
rounded by smaller diamonds. 





Left is a front view of the 
mitre worn by the Pope for 
the public consistory. It is 
made of silver cloth and 
studded with precious stones. 
Center is the pectoral shield 
and at the right is an un- 
decorated mitre of cloth-of- 
gold. 

















These are the gloves and ring 
of a Cardinal. The gloves are 
of purple silk with the Church 
crest woven in gold on the 
back. The ring was presented 
to each Cardinal by the Pope 
at the secret consistory, 


The pectoral cross, left, and 
six-foot chain are made en- 
tirely of gold. The cross is 
studded with emeralds. All 
pictures by Press Association. 
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Stn 1896, THE WORLD 
WAS ELECTRIFIED BY NEWS a 


HE DISCOVERY OF 3 
pci! GOLD PLACERS IN + 
THE KLONDIKE ... A MAD 5 
GOLD RUSH BEGAN... 3 


see THE ROUTE TO THE 

KLONDIKE WAS OVER THE 
FAMED CHILKOOT PASS. 
OVER THIS 35 MILE LONG 
PASS POURED A STREAM 
OF EAGER HUMANITY~~ 
STRUGGLING WITH PACKS 
RANGING IN WEIGHT FROM 
75 TO 200 POUNDS... 


As WAS TO BE EXPECTED, 
THIS STAMPEDE OF AMERICAN GOLD 

SEEKERS BROUGHT FORTH THE QUESTION 
OF JURISDICTION--AND OUT OF IT GREW 
A DISPUTE OVER THE EXACT BOUNDARY 
OF THE THIN STRIP OF SOUTHERN ALASKA 
THAT EXTENDED ALONG THE CANADIAN 

COAST...THE QUESTION WAS SETTLED BY 
ARBITRATION, AND A DECISION WAS REACHED, 
FAVORING THE UNITED STATES... THE 

BOUNDARY, AS DECIDED UPON, EXCLUDED 
CANADA FROM THE PACIFIC NORTH OF $4 
DEGREES 4O MINUTES, AND GAVE THE U.S. 
CONTROL OF THE OVERLAND ROUTES TO 
THE UPPER YUKON COUNTRY «40+ 








Telechron Opens Four New 
District Sales Offices 


As part of the expansion program of 
the Warren Telechron Company, Ash- 
land, Massachusetts, four new district 
sales offices have been established, ac- 
= to Roy W. Johnson, vice presi- 
ent. 


The new sales offices are in Boston, 
Philadelphia, Chicago and St. Louis. The 
Boston office under A. W. Pingree, dis- 
trict manager, is located at 834 Chamber 
of Commerce Building, 80 Federal Street ; 
the Philadelphia office under R. J. Buck- 
ley, district manager, is at 1004 Archi- 
tects Building, 121 South Seventeenth 











OPALS 


Genuine Australian Opals, direct from 
Opal mines—in Red, Blue, Green or Light 
Flash—rough faced or cut and polished. 
From $6 to $30 per carat. 


EDNEY 


Kingsley Hall, Elizabeth Bay, Sydney, Australia 
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: , FEW MADE FORTUNES. 


+ALL UNDERWENT SEVERE 
HARDSHIP... ONLY A 








As EARLY AS 1880,GOLD HAD BEEN 


STRUCK NEAR JUNEAU, ALASKA, BUT AS 
THE “PAY DIRT” LAY TOO DEEP FOR 
PANNING , THERE WAS LITTLE EXCITEMENT. 


AND (Al JULY, 1898, GOLO IN PAYING 


QUANTITIES WAS DISCOVERED AT CAPE NOME. 


| 
| 








Street; Chicago, under J. W. Babb, dis- 
trict manager, is at 1440 Merchandise 
Mart; St. Louis, under H. D. Stanton, 
district manager, is at 713 Ambassador 
Bldg, 411 North Seventh Street. 


Mr. Johnson stated that the Warren 
Telechron Company has had men located 
in these points but not with established 
district sales offices and complete perm:.- 
nent displays of the Company’s products. 

In addition, Joseph C. Platt, of 1411 
Fourth Avenue Building, Seattle, Wash- 
ington, has been appointed representative 
for the states of Washington and Oregon. 
Mr. Platt was formerly associated with 
Edison General Electric Company. 





After 17 years in the jewelry and 
loan business, A. B. Frank, of Boise, 
Idaho, has sold Frank’s Loan Office to 
Herman Zuckerman. Mr. Frank will 
now devote his entire time to the Dia- 
mond Shop of that city. The Diamond 
Shop, which he owns jointly with his 
daughter, Mimi Frank Ide, has been 
enlarged and modernized. 











TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC, 


Send for Catoleg 
277 HALSEY ST 


NEWARK 2, N. J. 











GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 


Removing of Engravings 


Wa. HERTEL&CO., INC. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


“28 years at the same 
address” 





( Before ) 
(After) 

















ATTENTION 


MANUFACTURERS & JOBBERS 
Depend on us to do your contracting 
ak 5 hy ay 
Prenat and Courteous Serteo 
SUPERIOR JEWELERS 


170 East 51s? S#. New York 22, N. Y. 











SILVER and GOLD 
CosTUME JEWELRY 


JosEPH A. RICH 
198 Broadway New York, N. Y. 











PLATINUM CASTING 
Specializing in Ring Mountings 
CLEANER RESULTS 
Filing and Polishing if Desired 
HARMONY JEWELERS 


60 Branford Pi. Newark 2, N. J. 











STONE DRILLERS 
ONYX—AGATES 
JACK FLEISHER 


71 Nassau St. New York 7, N. Y. 
Cc 7-3374 
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* DIAMONDS 


WATCHES:/ (+ 
CLOCKS «JEWELRY : SILVERWARE 


373 ea 


_ BosTen 
WASHINGTON ST. \\ i 


MASS. 


Ca. Mue. 








K. NYGAARD 


rome, PARIS 
NEW YORK 
GENEVA 
Jeweler and Model Maker 


on 
High Class Hand Made and 
Mfg. Jewelry and Watch Cases 
for 


Retailers © Manufacturers 
Stone Dealers ¢ Jubbers 


42 Bank St. Waterbury, Conn. 














RING and WATCH MANUFACTURERS 


Swiss type lapping machines; fast cutting 
lapping. wheels; worn wheels replaced with 
new lapping alloy; special quadrants; shop 
problems solved. 
ALKA PRECISION TOOLS 

and EXPERIMENTAL WORK 
47-14 Fresh Meadow Lane, Flushing, N. Y. Fl. 7-8232 








NICKEL SILVER 
id (Ob) as CO ee er AD 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 








WATCH ATTACHMENTS 
POPU un A PRIC Es 
Immediate Delivery 


Sylrania Jewelry Ca. 


580 Sth Ave. New York 19, N. Y. 











Senate 
Ka-ot dcn Dering 
end STERLING 
REAL STONE 


SILVER 
JEWELRY 


W. E. RICHARDS co. 


Fine STERLING 
HOLLOWWARE 


and 


& AUTHENTIC ANTIQUE 
— REPRODUCTIONS 


eo DIMES co. 


72 K STREET 
BOSTON, MASS 











| ¢ Two meetings of the Eastern Guild of 


the American Gemological Society were 
held in February, one on the 12th for ele- 
mentary students, and the other on the 
14th for the advanced members. Dr. 
Frederick K. Morris, of Massachusetts 
Institute of Technology, presided at both 
meetings and talked on the identification 
of stones with instruments. 

q February meeting of the directors of 
the Massachusetts & Rhode Island Retail 
Jewelers Association was held at the Ho- 
tel Bellevue on Feb. 13, at which time 
several committees were appointed to 
handle affairs at the spring convention of 
the Association at the Parker House on 
April 24, Plans are under way for after- 
noon speaking programs, followed by the 
annual banquet and a high-class enter- 
tainment program with dancing. 

q Vacations in Florida and other points 
south seemed to be in order for many 
Boston jewelers during February, and 
the list of those away for such a vaca- 
tion included Leo F. Ryan; David Sos- 
tek; William J. Orkin; Mr. and Mrs. Na- 
thaniel I. Goodman; Sidney Fisher; Mr. 
and Mrs. Louis F. Guiness; Arthur S. 
Kelley, of Norling & Bloom; and Willis 
Goode, of Smith-Patterson Company. 


| q Among the many banquet sidelights 


referred to in jewelry circles following 


| the Boston Jewelers Club affair was the 





fame of the “barbershop” quartet com- 
posed of Elly Read, of Kettell, Blake & 
Read, secretary of the club; Paul Lifset, 
of Nathaniel I. Goodman; James Hoss- 
ley, of D. C. Percival & Company; and 
| aban Bond, of L. G. Balfour Company. 
“Tis whispered that the quartet may yet 
he available for public appearances at 
a low fee. (Banquet pictures Page 376.) 
q The Church Company, Inc., moved to 
its new location on the top floor of the 
building at the corner of Tremont and 
Winter Streets, Boston, with entrance at 
47 Winter Street, on February 1. A 
number of fine old mahogany cases, dis- 
tinctive of the line of antique jewelry 
and silverware carried by the firm, have 
been installed, and the entire place 
should be completely finished within a 
short time. The firm was formerly lo- 
cated at 480 Washington Street. 

q Frank Green, formerly with the repair 
department of Louis A. Jacobson, 
opened his new place on Feb. 11 in the 
quarters formerly occupied by David 
Goldwasser, Room 610 Jewelers Build- 
ing, Boston. 

4 William J. Murray, Jr., is back with 
his dad in Room 901, Jewelers Bldg., 
Boston, after long service in the Army 
in North Africa and France. 

q The firm of Louis F. Guiness, which 
recently moved into new quarters in the 
Jewelers Building, Boston, has expanded 
to such an extent that it has now been 
necessary to take over Room 51 at 5 
Bromfield Street, near by, where repair 
work will be done exclusively. Sherman 
F. Shatz will be in charge of this shop, 
which planned to open on March 1. 

4q As of February 1, Mrs. Bella A. Glass 
became sole owner of the firm of Paul 









Friedman Co., Inc. in the Jewelers 
Building, Boston. The firm will continye 
under its old name. 

q Edward S. Page, of the firm of M, 5 
Page Co., Inc., was named president of 
the Melrose Savings Bank, Melrose 
Mass., at the bank’s annual election on 
Jan. 22. 

q Robert T. Johnston is back behind the 
counter after nine weeks’ absence, his 
arm still in a cast after his recent ac- 
cident. 

q The Waltham Watch Company and the 
Waltham Watch Workers Union reached 
an agreement recently for new wage 
rates which affect the 2,000 workers jn 
the plant. Piece work minimum is now 
60 cents an hour hiring rate which ip- 
cludes a 65 cents an hour minimum job 
rating and a 75 cents minimum expected 
earned rate. This rate progresses up- 
ward to an expected earned hourly rate 
of $1.60 for watch repairmen. 

q Vincent P. Leone has opened a new 
store, to be known as the Leone Jewelry 
Store, in Lawrence, Mass. Two brothers, 
now in the Army, will join him when 
they receive discharge. 

q Richard Moore, formerly with Ed- 
mund W. Kirby, Jewelers Building, and 
for the Jast four years with the Navy 
Seabees, has returned and is now on 
road in the New England territory. 

q The number of out-of-town visitors 
dropped perceptibly after the January 
Gift Show at the Parker House, but the 
following were seen in Boston jewelry 
circles recently: A. E. Raphael, New 
Haven, Conn.; Burt Howland, Brandon, 
Vt.; Mrs. Chesley of Holman Jewelry, 
Presque Isle, Maine; Maurice Mallove, 
New London, Conn.; A. E. Bishop, Holy- 
oke, Mass.; Irvin Moody, Waterville, 
Maine; Frank Sullivan, Jean P. Howes 
Co., Keene, N. H.; Emile Langlois, Ber- 
lin, N. H.; Arthur Cooley, Springfield, 
Mass.; and Albert Alie, Dover, N. H. 
q John Thomasian, formerly at 74 
Huntington Avenue, Boston, has opened 
a new store with modern front and fix- 
tures at 646-A Huntington Avenue. His 
son Berge, back from service in France, 
has joined the firm. 

q The Nazarian Brothers, formerly in 
Room 707 Washington Building, have 
moved to larger and more modern quar- 
ters in Room 815 of the same building. 
q Louis Amoroso, formerly a lieutenant 
in the Army, has joined the firm of Al- 
fred F. DeScenza, 609 Washington Bldg. 
4q Swartchild & Company, Washington 
Bldg., has taken on three new workers: 
Bernice Kaplan, secretary; Charles 
Flynn, shipper; and Corinne R. Kunian, 
with the crystal department. 

4 Allan Whitney, recently out of the 
Navy, has joined the sales department of 
Kettell, Blake & Read, Washington Bldg. 
4 John E. Palmer, of Claremont, N. H., 


‘ is reported to have sold out recently to 


Fred Allen, watchmaker, formerly 4ss0- 
ciated with the Joseph Freeman Com- 
pany in Haverhill. 

4 Ross Turco, formerly with the Army, 
is now, back in. the engraving depart 
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tri a WAC during the war, 
ag etm ‘to the gold department of 
the same company. 

Bowlers on the teams of the Boston 

Jewelers Bowling League have been roll- 
ing hard and fast since they started play- 
ing after the Christmas holidays. Sam 
Robinson, of Kennard & Company, keeps 
scores, and the results up to and includ- 
ing Feb. 5 were as follows: The Har- 
kins-Murphy team and the E. H. Saxton 
Company were tied for first place with 
41 games won, and 19 lost. They were 
followed by the Thomas Long Company, 
won 35, lost 25; Frank Gendreau, won 
31, lost 29; D. C. Percival & Co., won 
30, lost 30; A. Stowell & Co., won 30, 
lost 30; Bigelow-Kennard, won 24, lost 
36; Smith-Petterson Company, won 23, 
lost 37; E. B. Horn Company, won 17, 
lost 47. Individual high three-string 
score was made by Walsh of A. Stowell 
Co., 359; the individual single string high 
score was by Magnifico, of Thomas Long 
Long, 156; the highest average was by 
Solomon of the Harkins-Murphy team, 
101 plus. The teams will continue rolling 
through March, winding up on the 16th 
of April. 
q Adams Company, jewelry manufac- 
turer of North Providence, has ceased 
manufacturing at 24 Dorman Avenue, 
after being informed that it was subject to 
criminal investigation because it was 
operating without a variance in the zon- 
ing law in a residential zone, Neighbors 
had complained of noises from the plant 
but the owners, Antonio and John 
Choidini, said a canvass of the neighbors 
before they set up the shop had 
indicated that there would be no com- 
plaints. They added that they had 
operated the shop for 10 months before 
any complaint was made. 


q The Pawtucket Business Chamber an- 
nounces that the Marine Jewelry Manu- 
facturing Company of North Providence 
has purchased a 3-story plant in Paw- 
tucket and plans to occupy the first floor 
of the building. With industrial space 
at a premium in Providence, there have 
been rumors that Pawtucket will benefit 
but it is understood that Pawtucket now 
has only some 175,000 square feet of in- 
dustrial space available and a big part 
of this would not be suitable for jewelry 
manufacturing purposes. 


ment at Sm 


q A series of 10 educational sessions for 
fabricators and finishers of metals be- 
gan Feb. 19 at the Rhode Island School 
of Design. The series is under the joint 
sponsorship of the Providence-Attleboro 
branch of the American Electroplaters’ 
Society and the Master Metal Finishers’ 
Association of New England. The series 
will cover requirements for polishing, 
buffing and plating of metals, producing 
various colors and finishes, and applying 
enamels, lacquers and other finishes. Also 
to be presented are selection and installa- 
tion of equipment, methods of sampling, 
chemical analysis and safe ways to handle 
chemicals, 


q Arthur W. Koppell, New York, 
pleaded not guilty in Federal Court in 
Providence to violating a WPB silver 
order and was released on $1000 bail. 
Koppell was general manager of the 
Jaeckel Manufacturing Company in 
Providence in 1943, a period in which 
the Government charges the firm with 
being involved in black market opera- 
tions in silver. The company, which was 
arrainged in Federal Court in January, 
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denied buying and processing 57,508 
ounces of foreign silver in violation of 
the WPB’s regulations. 

q Frank Rossi of Providence has reached 
an out-of-court settlement with the City 
of Cranston in a case in which Rossi 
sought $3000 civil damages for removal 
of a quantity of scrap metal and 
jewelry-making implements from _ the 
home of his mother. It was reported that 
settlement of the claim will be paid out 
of. income from sale of the materials, 
which were sold on WPB orders because 
the tin and other metals were essential 
war materials at the time they were 
seized in 1944. Rossi had denied that 
the metals and equipment had any con- 
nection to jewelry he had been accused 
in another case with receiving after it 
had been stolen from a Providence firm. 
Rossi said the materials taken from the 
Cranston home had been stored there 
after a jewelry business had been dis- 
solved in 1934. 

q Edgardo E. Cianfarani and his brother 
Armando F.,, operators of the Novo 
Findings Company, were charged in 
Federal Court in Providence with un- 
lawful acquisition and use of copper in 
making jewelry. Both pleaded not guilty 
and were released in $2000 bail each. 
The brothers were charged in one 
count with obtaining 27,834 pounds of 
copper from “persons unknown.” Other 
counts accused them of delivering large 
amounts of finished jewelry, containing 
both copper and steel, contrary to WPB 
conservation orders, to firms in Provi- 
dence and New York. They also were 
charged with accepting 15,296 pounds 
of steel from “persons unknown” for 
jewelry manufacture. The period of 
transactions mentioned in the informa- 
tion was between July 1, 1944 and April 
25, 1945. 

q Jewelry robberies in Providence have 
taken a slightly different course. While 
the factories have had somewhat of a 
respite the spotlight has turned on the 
retail end. The Whitney & Co. store 
was the scene of a holdup which had 
two unusual angles; the robber was in 
a navy uniform and he picked the peak 


of the afternoon shopping rush, Accord- | 


ing to Maurice S. Alch, owner of the 
store, the man asked to see a combina- 
tion wedding and engagement ring. The 
young man apparently was looking over 
the rings when he suddenly whipped out 
a gun, scooped up a diamond engage- 


ment ring and a wedding ring, valued | 


at $150 and ran out of the store. 





Boston Jewelers 
(From page 370) 


of the 24 Karat Club of New York City; 
Harold T. Partridge, President of the 
Massachusetts & Rhode Island Retail 
Jewelers Association; P. M. Fahrendorf, 
President of the Jeweters Crrcunar-Kry- 
STONE; Everett C. Hardy, President of 
the Boston Jewelers Bowling League; 
Fred A. Bullock, President of the New 
England Manufacturing Jewelers & Sil- 
versmiths Association; and Thomas G. 
McMahon, President of the Chicago Jew- 
elers Association. Former Presidents of 
the Boston Jewelers Club, L. Blaine Lib- 
bey, William L. Stone, James H. Parks, 
Henry R. Arnold, and Carl F. Lawton, 
also were among the head-table guests. 
Following brief greetings from John S. 
Kennard, President of the Club, Lou 
Walters of the Latin Quarter night clubs 
presented an entertainment program. 














Manufacturers of 


32nd DEGREE RINGS 
MASONIC RINGS 
EASTERN STAR RINGS 


Also available, excellent designs in 

Gents Diamond Mountings, Stone 

Set Gents Rings, Emblem Pins and 
Buttons, Cameo Set Rings. 


Inquiries Invited 


546 S. Meridian St. ¢ Indianapolis 4, ind. 














YOUR AD INGILT — SIZE 2%x3%, 


With this BIRTHSTONE AND 
WEDDING ANNIVERSARY 
POCKET ADDRESS BOOK 


Make your store opening more successful. Bring in 
the crowds for a free gift and distribute this Ad- 
dress Book made especially for you. Your advertis- 
ing message in go’d on the leatherette cover. Charts 
of birthstones and wedding anniversaries on the in- 
side covers. Ample supply of pages for names, ad- 
dresses, telephone numbers and memoranda. Prices 
for large distribution, naturally. Send today for 
samples and prices. Complete line of advertising 


gift items. 
VICTOR E. LEDERER CO. 


125 West 33rd Street, New York 1, New York 
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A superior polish 


~ made by silver- the United States 
smiths for jewel- F; ea in specified mini- 
ers’ use and resale. “4 mum lots. 

REED & BARTON. TAUNTON, MASS, 
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“Fustest with 
the NEWEST!” 





General Nathaniel Bedford Forrest won 
battles by being “fustest with the most- 
est." You'll win sales and customers 


if you're “Fustest with the NEWEST." 
Daily we're receiving the scarce mer- 
chandise, for which you've waited. Our 
bulletin "New Angles by Engel” will 
keep you posted. Are you on our mail- 
ing list? 
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q A meeting of the board of directors 
| of the Maryland, Delaware, District of 
Columbia Jewelers Association was held 
on February 13 at the Emerson Hotel 
in Baltimore. Sydney Ross of the Kay 





| Jewelry Company, presided. 


Full plans were drawn up for the an- 


| nual convention, to be held on May 5 


| members. 


and 6 at the same hotel. For the first 
time since the war, the meeting will 
not be a streamlined affair, but will 
include all the pre-war discussions and 
| ceremonies so dear to the hearts of its 
There will be special events 
for the ladies, a large banquet, music, 
and a dance. 

q The organization of Carl J. Doederleia, 
wholesale and manufacturing jewelers 
and diamond dealers in Baltimore, has 
taken on a new member, Thomas Mc- 


| Intyre Williams. Mr, Williams, a son-in- 


law of Mr. Doederlein, recently returned 
from the Merchant Marine service. The 
company now includes Mr. Doederlein, 
Nelson R. Coleman, Jr., another son-in- 
law, and Mr. Williams. 

q A course in jewelry making, under the 
auspices of the department of recreation 
of the city of Baltimore, is being given 
by Mrs. Mildred Covington, a graduate 
of the Rhode Island School of Design. 
The classes, which began March 1 and 
run until May 1, are given at 1120 North 
Calvert St. The fee is 50 cents for nine 
lessons, 

q Wall and Jackson, Jewelers, in Gaines- 
| ville, Ga., who purchased the business of 
W. R. Hughes, have moved into a newly 
remodeled and modernly equipped build- 
ing at 104 North Bradford Street. 
The firm is specializing in watch re- 
pairing, and carries a full line of dia- 





monds, watches silverware and_ kin- 
dred’ items. 
q Watches, jewelry, and -other jew- 


elry shop items are featured in the 
stock of the new Hambrick-Crecente 
Store which recently opened in Moul- 
trie, Ga., on South Main Street. The 
owners, Joe A. Crecente and Bernard 
Hambrick, both well-known Moultrie 
men, announced that a complete re- 
pair department would be maintaincd 
for repair of radios, watches, and jew- 
elry. A special service department is 
being installed for care of cameras and 
development of film, Model planes will 
be built and model engines maintained. 
Mr. Hambrick, who has charge of the 
watch repair department, had operated 
a watch repair shop for several years. 


4 Henry Gaggstatter, 84-year old Al- 
bany, Georgia watchmaker, observed his 
forty-first anniversary in Albany during 
the month of February. He has been 
a jeweler for 71 years, since he was 14 
years old. Mr. Gaggstatter is never so 
happy as when he is bending over his 
work table in the back of the J. W. 
Gaggstatter Jewelry Store, which he 
and his son, J. W. Gaggstatter, operate 
together. 

Since the Gaggstatter store opened in 
1915 he has repaired 46,903 watches, and 
he has no idea how many he repaired 
before then. Small of stature, he walks 
about two miles every day in his life 









and his step is quick and lively. 









4 William Gross, formerly with Ja 
Engel & Co,, Baltimore, has joined the 
Ed Morris organization in Wilkes-Ba 
Pa. 

q Sy Stein, of Parksville, Md., and Harry 
Shulman, of Baltimore, are two retaile:s 
vacationing in Florida. 

q The Alpha Jewelry Company is g¢pey 
retail store recently opened in Catons- 
ville, Md. 

q John E. Brayman, formerly of Green. 
boro, N. C., has joined J. Engel & (Co, 

Baltimore wholesalers, to serve as the 
company’s representative in West Vir- 
ginia, western Maryland and southern 
Pennsylvania. 

4 Merchandise Mart will soon be erected 
in Dallas, Texas. It is expected to be 
used by manufacturers of all sorts, sel]- 
ing merchandise of every description. 
The part will occupy a new eight-floor 
building, costing $1,000,000. 

q J. L. Gall, P. W. Israel and T. 4 
Allen bought the jewelry store at 1] 
West Queen St., Hampton, Va., which 
was owned and operated by L. F. Fulg- 
ham for the past 15 years, The partners 
took over operation of the store January 
15. The store name has been changed 
to the Hampton Jewelry Co. and will be 
operated chiefly by Mr. Gall and Mr. 
Israel. Mr. Allen will continue to operate 
his store at 2902 Washington Ave., New- 
port News, Va. 

q The partnership of Moose & Bent, 
jewelers, 207 South Henry St., Roanoke, 
Va., was dissolved as of January 2, 
Frank L. Moose, under whose manage- 
ment the firm has operated for the past 
eighteen years, purchased the interest of 
Paul C. Bent and will continue to op- 
erate the business under the firm name 
of Frank L. Moose, Jeweler, at the firm’s 
present location. 

q Woltman’s Jewelry and Optical Com- 
pany in St. Louis, recently took over the 
entire corner of the building in which 
they had been located since 1929. M. H. 
Woltman now has a fully modern store 
and store front costing $15,000. 
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ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 


@®@ JEWELRY ® 
5 HOPKINS PLACE, BALTIMORE, MD. 
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Philadelphia jewelers learned that A. 


osin is celebrating his twenty- 
ca anapeeseny of loyal service with 
the Bulova Watch Company. This popu- 
lar salesman, known as “Racky to the 
trade, has covered many sections of the 
country in his quarter century of selling 
the Bulova product. “Racky has de- 
voted much of his spare time to com- 
munity service work as chairman of 
various charity drives, including the 
Allied Jewish Appeal, the United War 
Chest, and Deborah Sanitarium. 
4 Max Feinberg has added more space 
to his quarters in the Washington Square 
building, and has expanded his sales 
force with the addition of three new 
sales persons. They are his son-in-law, 
Michael Arnold, who was recently honor- 
ably discharged from the Army Air 
Corps in which he served in the Italian 
campaign for three years. David Sager, 
who will be on the road, covering the 
south, and Shirley Beck, completing the 
trio. : 
q Albert Price, 710 Sansom Street, has 
rebuilt the major part of that building, 
including the basement and upper floors 
above the jewelry store. 
q Ray Benine has returned from the 
armed forces and has joined the staff 
of Smith & West in the Suburban Station 
building. 
q Berman Green Co., wholesale jewelers, 
have moved their office to the Ben Frank- 
lin building, Ninth and Sansom Streets. 
An extensive luggage department has 
been added to their stock. 
qSamuel Chernock has taken a lease on 
the showroom and office at 713 Sansom 
Street and will occupy the new quarters 
on or before April 1. 
q Sidney Beifield & Company of 135 
South Eighth Street has returned from 
a three-weeks vacation at Miami Beach, 
Florida. 
q We usually don’t mention marriages in 
these columns, but this time we’re break- 
ing our rule because the marriage in 
question is so definitely a jewelry match. 
Both parties come of jewelry families 
and they plan, naturally enough, to open 
a shop of their own in the near future. 
To keep you in suspense no longer, the 
bride and groom are Eugenia Suskin and 
Gustav Gabriel Steiner. Miss Suskin’s 
parents, Mr. and Mrs. Harry Suskin, 
own the Modern Shops and Mr. Steiner’s 
mother owned the Subway Jewelry Store 
of Olney in Philadelphia. Mr. and Mrs. 
Steiner plan to open another jewelry- 
gift store in the Modern Shop chain in 
the near future. 
q Milton H. Helfer has joined L. 
Dubrow & Sons of 419 South St., as 
manager-buyer in the jewelry depart- 
ment. Mr. Helfer is well-known to the 
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jewelry trade and for many years has 
been associated with his brother, L. D. 
Helfer of Pittsburgh, who is president 
of the Pennsylvania Retail Jewelers 
Association. Incidentally, Dubrow & 
Sons is in the midst of a $150,000 re- 
building and expansion program which 
is calculated to make it one of the larg- 
est of its type in the city. 





Platinum Price 
(From page 369) 


2. Any seller may sell platinum at 
$34 per troy ounce, even if his base 
period price was below that figure. 

3. Sellers with base period prices of 
between $34 and $35 per troy ounce must 
continue to charge prices no higher 
than their base period prices. 

For platinum scrap, a ceiling price of 
$33.50 per troy ounce of contained plat- 
inum is established, The 50 cents per 
troy ounce difference between this figure 
and the $34 anyone may charge for the 
metal reflects the minimum commercial 
charge for smelting and refining the 
scrap. 

The new ceiling prices to which all 
sellers are limited, regardless of whether 
or not their base period prices were 
higher, together with the prices which 
any seller may charge, regardless of 
whether or not his base period prices 


were lower, appear in columns one and | 


two, respectively, of the following table: 
Prices per 
Metal Form Troy Ounce 
Platinum Ingots, bars, sheets, 
plates or wire not 
less than % inch 
thick and sponge. $35 $34 


Palladium Ingots, bars, sheets, 
plates or wire not 
less than % inch 
SEEN Seacaceaaees 24 23 
Ruthenium Powder, sponge or 
SPAUBIES 2 ccccsces 35 8634 
Rhodium Powder, sponge or 
sranules .......0. 125 123 
Tridium Powder, sponge or 
SOTO. 6 vc6ccccs 165 163 
Osmium Powder or sponge.. 50 49 





Swiss Watches . . . 
(From page 375) 


consumer public losing and 2) a flood | 


of second-hand watches, reconditioned 
and recased and passed off on the public 
as new. 

It was urged that consideration of a 
curtailment of Swiss watches should 
wait until “the American companies 
have demonstrated their ability to pro- 
duce.” 





Gold Plate Measurement 


The thickness of the gold layer on 
plated jewelry may be accurately mea- 
sured by a new method developed by the 
National Bureau of Standards in Wash- 
ington. In this method a minute sample 
of the material is cut out, plunged into 
nitric acid to dissolve the base metal. 
The remaining gold is placed into a spe- 
cial solution which it causes to take on 
a yellow color. It is the intensity of the 
yellow color which determines the amount 
of plating. 

















BELMAR CREATIONS 
Watches & Jewelry 





¢ Louts Sicktes « 


Philadelphia 
New York 


1015 Chestnut St 
22 West 48th St. 





Contracts @ Receipt Books, etc. 
Samples Sent FREE 


5. J. SURNAMER CO.—370-7th Ave., N.Y. 














Prompt Mail Service 
OSCAR BESSIE 


GOLDBERG & POSSOFF 


SUCCESSORS TO 


S$. GOLDIN & CO. 
124 South 8th Street 
Philadelphia 7, Pa. 
WATCHMAKER'S TOOLS & MATERIALS 
JEWELER'S FINDINGS & SUPPLIES 
DISTRIBUTORS 


K & D- TOOLS- LEVIN-L & R PRODUCTS 
B-B CRYSTALS - G-8 FLEXO 
KESTERMAN - BANDS - WRISTOCRAT 











BYARD F. BROGAN 


Manelacterer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 








CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 


Watch Materials — Jewelers Supplies — 
Watch Cases and Dials to Match 


SPRING RINGS and SISTER HOOKS 
In sterling silver and yellow gold filled 


JUMP RINGS 
In sterling silver and yellow 


134 So. 8th Street, Phila. 7, Pa. 














Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA, 
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ALWAYS USE 
THE NEWALL 
B Finger Print" System 
ae WHEN SELECTING 
SWISS WATCH 45 
MATERIAL 


Order From 
Your Jobber on 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 

















DIAMONDS 


...all sizes 
and qualities 


Memo Selections to Rated Jewelers 


Write, Phone, or Wire 
AMERICAN 
DIAMOND SYNDICATE 


37 So. Wabash Ave., Chicago 3, Illinois 








Cold=Silver 
DLATING 


“‘ASK ABOUT” 


‘HODANIZE 
Resistant off Sarniths 


TRADE MARK REG. U. S PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


10 S. Wabash Ave., Chicago 3 CENtral 6069 
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Your Inquiries Solicited 


GEMOLOGY—DIAMONDS 


The only complete course in gemology, 
the science of all gem stones. 

- courses in diamonds. Courses 
in all jewelers’ merchandise except 
watches. ©) ‘* 


GEMOLOGICAL INSTITUTE OF AMERICA. ine. 


Dept. J-3, 541 S. Alexandria, Les Angeles 5, Callf. 



































892 
















































q At the regular monthly dinner of the 
Chicago Credit Jewelers Association held 
at the Standard Club on February 6 
members and guests were entertained 
with two unusual features. Louis 
Frankel, radio talent scout and special 
events man, told a number of amusing 
“accidents” which have occurred over the 
radio and reproduced two transcriptions 
which never went out over the air waves. 
The other was the presentation of the 
sound film of the 1945 World Series ball 
games. President: Phil Martin asked Al 
Newmark, who is to be Chairman of the 
local convention committee on arrange- 
ments for the National Jewelry Fair to 
be held at the Stevens Hotel in Chicago 
on July 29th through August Ist under 
the auspices of the National Association 
of Credit Jewelers for a report. Mr. 
Newmark said it was a little early for a 
report beyond the fact that it is expected 
to be the largest affair of the kind ever 
held in the trade. Executive Secretary 
Ben Sacks explained the purpose of the 
proposed revision of the code of ethics 
and the seven new features met with ap- 
proval and will be formally adopted at 
the next meeting. They have also been 
approved by the Better Business Bureau 
and will receive the cooperation of the 
B. B. B., in efforts to make them ef- 
fective in the entire trade in Chicago. 


q Max Mark, who is celebrating his 50th 
anniversary in the wholesale jewelry 
business at Des Moines, Iowa, spent sev- 
eral days in Chicago recently on business 
and received congratulations from his 
many friends here. His son is now as- 
sociated with him in the business and 
Mr. Mark does much less traveling over 
the territory than formerly. 


@ Son & Prins Company, Chicago and 
New York, have announced the reopen- 
ing of their European office at Nieuve 
Achtergracht 17, Amsterdam after re- 
ceiving word from Abraham Soep, part- 
ner with D. J. B. Prins in the diamond 
importing business of Son & Prins Com- 
pany, that after 15 months in a German 
concentration camp, he is again in 
Amsterdam and has reopened the cutting 
works at that address and resumed the 
full scale cutting of diamonds. Mr. Soep 
lost a son and also a brother in the 
German camps. 


4 Harry H. Fruer, 27 E. Monroe St. 
well known wholesale jeweler in Chicago 
for more than 40 years, was recently 
married to Miss Pure K. Brandt of this 
city. 


q Morrey H. Freeman, wholesale jeweler 
specializing in Stevandani originals in 
jewelry at 55 E. Washington St., has 
moved to suite 1220 at 36 S. State St., 
where he has fitted up large modern of- 
fice and display space. The business will 
now be conducted under the name of 
Stevani Dani. 


q A small number of Chicago Jewelers 
Association members, hurriedly called to- 
gether in the Hollywood Room of the 
Morrison Hotel on January 29, listened 





. 





to a very interesting talk by P, Iryip 
Grinberg, executive vice-chairman of the 
Jewelers Vigilance Committee, who Bave 
information of interest to al] jewelers on 
present and pending legislation on ¢ 
stamping, silver and other subjects, y 
also explained the service rendered the 
trade by the Vigilance Committee and 
urged the full cooperation of all members 
of the trade. 


q At the regular annual meeting ang 
election of officers of the Chicago Jewel. 
ers Club in their club rooms in the Pitts. 
field building on February 19th, A] Gg. 
Wahlen, Thos. J. Dee & Co., was electeg 
president. Other officers to serve with 
him are Sol G. Cogan, Manheimer Watch 
Co., vice-president; Herman Kramer 
Lossau & Kramer, treasurer; and Rich. 
ard B. Dehnert, Stein & Ellbogen Co, 
secretary. V. J. Newman, Jewelers 
Board of Trade, retiring president, gave 
a very favorable report on the activities 
of the past year and the new officers 
take over with the affairs of the club in 
excellent condition, financially and other- 
wise. 


4 Arnold D. K. Mason, recently released 
from military duty, has returned to Mar- 
shall Field & Company as group section 
manager of the diamond, gold and cos- 
tume jewelry, watch and clock depart- 
ments. James C. Raleigh, who served as 
section manager for these departments 
during Mason’s absence, will continue as 
section manager of modern and antique 
silverware. While in service Mason was 
an executive officer of the Jeffersonville 
Quartermaster Depot, Jeffersonville, Ind. 


q A. Trachman, who until recently has 
been general manager for Clinton Watch 
Co., in Chicago, has resigned and joined 
the sales organization of D. Ornstein & 
Sons, New York, manufacturers of Dor- 
sons jewelry and D. O. Watch Cases. 
Mr. Trachman will be western states 
representative with headquarters in Los 
Angeles where he expects to be estab- 
lished in April. 


q Bob Scheffres Co., Inc., wholesale 
jewelers at 29 E. Madison St., announces 
two new members of their sales organ- 
ization. Both are experienced salesmen 
and are now covering their respective 
territories. William Frizzell will cover 
Illinois and Iowa, Robert Lazar, Wis- 
consin and Minnesota. 





Chicago Ad Code 
(From page 380) 


vise the reader regarding patent rights. 

6. The use of the word ‘free” shall be 
considered an unfair trade practice un- 
less the article referred to may, in fact, 
be obtained without cost, obligation or 


. performance of any service. 


7. Comparative prices should be used 
conservatively. If such terms as “regu- 
lar price” are used, the article referred 
to must have been previously priced and 
regularly sold at that figure. 
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ANRJA Convention 


(From page 869) 


ands, will be held at the hotel. 
og ane Louis Retail Jewelers are 
janning special entertainment for visit- 
ing ladies to supplement the regular 
scheduled events. 
The following program has been tenta- 
tively arranged by the committee: 


Sunday, March 10 


2 pm. to 5 p-m.—Opening session, 
Convention Hall, Hotel De Soto, C, I. 


Josephson, Jr., presiding. 
Address of welcome, Harry L. Carter, 


Kansas City, Mo., president Retail 
Jewelers Association of Missouri. 
Response, Myron Everts, Dallas, 


Texas, ANRJA treasurer. 

Greetings from national and state 
association officers. 

Convention address, President Joseph- 
son. 

Reports by regional vice-presidents, 

“What Goes on in Washington,” G. 
Irving Baily, Washington representative, 
ANRJA. 

“Co-operative Advertising,” Henry W. 
Rank, Rank & Motteram Company, Mil- 
waukee, Wisconsin. 

8 p.m. to 9:30 p.m.—Evening Session, 
President Josephson presiding. 

“U. S, Chamber of Commerce and Re- 
tail Distribution,” Charles M. Isaac, 
manager, Retail Distribution Depart- 
ment, U. S. Chamber of Commerce. 

“The Retail Jeweler and his Competi- 
tion,’ Edward Krehbiel, general man- 
ager, Black Starr & Gorham, Ince. 

“The Distribution Margin,” Silas B. 
Reagan, Indianapolis, Indiana, president, 
National Wholesale Jewelers Association. 

9:30 p.m.—Social Hour, buffet lunch, 
dancing, 


Monday, March II 


10 a.m. to 12:30 p.m.—Convention Ses- 
sion, President Josephson presiding. 

Six ten minute addresses by Regional 
Vice Presidents. 

“Present activities of ANRJA with 
emphasis on the importance of the 
affiliated state associations,” Charles T, 
Evans, New York, secretary, ANRJA. 

“Guaranteeing the Activities of 
ANRJA in the Unpredictable Future,” 
Myron Everts, Dallas, Texas, treasurer, 
ANRJA. 

“The Importance of Watches and 
Movements of Swiss Manufacture to the 
American Market, Past, Present and 
Future,” S. Ralph Lazrus, New York, 
president, American Watch Assemblers 
Assn. 

George E. Gayou, executive secretary, 
Missouri Retail Merchants Assn.: “Are 
“Retailers People?” 

2:30 p,m.—“Retail Trade Diversion,” E. 
K. Eastham, special representative, 
Associated Retailers of Saint Louis. 

“Protecting War Time Savings and 
How it Affects the Jewelry Industry,” 
Henry W. Riehl, manager, Better Busi- 
ness Bureau, Saint Louis, Missouri. 


Tuesday, March 12 
10 a.m. to 12:30 p.m.—Convention 
Session, President Josephson presiding. 
‘Credit Selling in the Post War Era,” 


roof « Michaels, past president, 


Joseph T. Meek, Chicago, executive 
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secretary, Illinois Federation of Retail 
Associations. P 

“The Silver Situation,’ William G. 
Thurber, chairman, silver committee 
ANRJA. 

“The American Watch Industry,” ‘I. 
Albert Potter, president, Elgin National 
Watch Co. 

Address by Clarence S. Moses, man- 
aging director, Ohio RJA. 

Address by H. E. Dill, Dallas, Texas, 
executive secretary, Texas RJA. 

2. p.m.—Special session for discussioa 
of publicity and other subjects as listed. 

“The Jewelry Industry Publicity Board 
and its Plans for an Enlarged Cam- 
paign,” W, Waters Schwab, New York, 
chairman, followed by John W. Darr, 
president, Institute of Public Relations. 

4 p.m.—Discussion of the following 
subjects: Taxation, membership work, 
educational programs, local and district 
clubs, appraisals, the social side of asso- 
ciation meetings, getting publicity for 
your store, keeping members informed 
about association activities. Leaders: 
state association officers. 

Tuesday evening—Reception, 
and entertainment, Convention 
Hotel De Soto. 


dinner 
Hall, 


STEEL JEWELRY 





Aume 


Stainless steel, of all things, is now being 
made into articles of jewelry. The steel is 
brought to a high polish by electropolishing 
and is made up into necklaces, bracelets 


and headbands. They were first shown at | 


the National Metal Exposition in Cleveland. 





Edgar Charbonneau Re-elected 
President of Quebec Jewelers 
Association at Annual Meeting 


Edgar Charbonneau was _ re-elected 
president of the Quebec Jewelers Asso- 
ciation for the eleventh consecutive term 
at the annual meeting held at the Club 
Canadien, Montreal. 

Other officers elected were: J. E. Cor- 
neiller, secretary; Real McGinnis, trea- 
surer; directors, H. Auerbach, L. #&. 
Beaudoin, A. Goupil, B. Field, H. Gauch- 
er, R. Gaulin, W. A. Gervais, P. E. 
Lamarche, A. J. Leger, R. Lord, R. Mar- 
coux, J. A. Pelissier, J. D. Vallieres, 
G. M. Wallis and Irenee St. Jean. R. 
Dyson and R. Grignon will represent 
the manufacturers on the council; John 
Bernard and A. Miraglia, the salesmen; 
J. Bellemare; A. Renaud and B. Savard, 
the benchworkers, and other employees, 
while H. Sansfacon, of Grand’Mere, G. 
Lacoursiere of Sorel, and H. Bilodeau 
of J. Jonquieres will represent outside 
districts. The two vice-presidents will 
be elected at a later date. 
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Cdwinrced INC. 


1233 Avenue of the Americas at 49th St., N.Y.C.19 
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STEVANDANI 


ewelny Originals 


formerly known as 


MORREY H. FELDMAN 


55 East ‘Washington St. 


announces the opening of their new 
Show Rooms on March Ist in Room 
1220. 


36 SOUTH STATE ST. 
CHICAGO 
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WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 











WATCH REPAIRER 


Leading Atlanta Jeweler Desires Qualified 
Watch Repairer. Air Conditioned Store. 
Permanent Position. Splendid Opportunity. 


SCHNEIDER & SON 


109 Peachtree, N.E. Atlanta, Ga. 




















cme WATCH CO. 


5 S.WABASH AVE. CHICACOILL. 


USED WATCH . 











— 
MATERIALS = 
o 
bes 4 | 
USED MOVEMENTS 1 | 2 3 
Geed Dials 
bag a S 
>| im 
73,92.50—18),93.50 | THE PRICE OF =4 
[6 Size Hunting, | NEW MATERIALS 
Elgin, Waltham 5 
7J3,$1.25—15J5,$1.75 Wheels, pinions, 
18 Size O.F. odes aan 
tn, ao for all watches. 
sy ne agin Wale Send sample of 
tham, Hunting what you want! All 
74,$1-56-—184,£2.00 | Guaranteed! Remit 
6),82.00—155,82.50 | “mY satisfactory. 
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WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. . 


THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 
5 €. Third St. Cincinnati. Ohie 








DIAMOND-CUTTING 


EXPERT WORK 
OY My 4.8 414 3 


LITWIN & SONS 
114 West 6th Street, Cincinnati, Ohio 











KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 


ENQUIRER BLDG. CINCINNATI, O. 











Harry Greenwold Co. 


The Honse of Quality and Sertice 
1S WEST 7th STREET, CINCINNATI, OHTO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


ELGINS @ HAMILTONS (Zones /, 3) 
Lines of quality and style that give you pro- 
tected profit. You can recommend these lines 

te your customers with confidence, 








PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
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Al Gebhardt Elected President of 
Cincinnati Town Criers, 
Succeeding Melvin Hesse 


Al Gebhardt, Litwin & Sons Co., is the 
1946 president of the Town Crier, Cin- 
cinnati organization of jewelry sales- 
men, succeeding Melvin Hesse. Also 
elected at the group’s meeting at the 
Hotel Alms in January were Larry 
Crouch, Wallenstein Mayer Co., first 
vice president; Herbert Schwab, A. G. 
Schwab & Sons Co.; second vice presi- 
dent; E. Paul Knight, J. P. Knight Co., 
third vice president; J. Charles Hummel, 
Gerwe-Brown Co., re-elected secretary 
and Robert Hengehold, Rosfelder Bros. 
Co., re-elected treasurer. 


| Here are the newly elected officers of the Town 


Criers: J. Charles Hummel, secretary; Maury 


| Solomon; Robert Hengehold, treasurer; Al Geb- 
| hardt, president; Larry Crouch, Ist vice presi- 


dent; Herbert Schwab, 2nd vice president; Melvin 
Hesse, retiring president. 


Julian Schwab discussed the National 
Jewelry Publicity Committee and _ its 
work. He also called attention to post- 


| war possibilities which would affect the 
| jewelry industry for years to come and 
| advised the members to practice economy 


now to meet future situations. 

The annual contribution to the Red 
Cross was approved and arrangements 
were made to have the club’s Good 
Fellowship committee meet with the 
Wholesale & Manufacturing Jewelers 
Association to co-operate in matters of 
joint interest. 

New members introduced and wel- 
comed into the fold included Louis 
Flanagan and Al Kovac, both of Flana- 
gan & Kovac Co.; Richard Fenster- 
macher, Lasson & Kramer Co., Chicago, 
Ill.; Willis Patrick, St. Louis, Mo.; 
Robert Gau, Klein Bros. Co.; Albert E. 
Wehry, Klein Bros. Co.; Ralph Patter- 
son, Albert & Seifert Co.; William E. 
Owen, Gerwe-Brown Co. and Jack 
Ryan, Litwin & Sons Co. 


Visitors included Warren Bassinger, 
Lima, O.; Jesse Gannon, Batesville, Ind.; 
Lawrence Gilman, Schumer & Co.; 
Cletus Endress, New Albany, Ind. an 
Jack Hagel, Washington, Ind. 

The retiring president became chairman 
of the Goodfellowship Committee while 
Herbert Schwab was named head of the 
Publicity Committee, Maury Solomon, 
Entertainment Committee; Larry Crouch, 
Membership Committee and J. Charles 
Hummel, Sick Committee. 

q The Tom Nolan Jewelry Co., a new 
retail outlet, was formally opened Febru- 
ary 15 at 4712 Main Avenue, Norwood. 
q Other visitors here included Harold T. 





CIVNATT 


Schubert, sales manager of the hollow- 
ware division of Oneida, Ltd.; Fred 
Lounsbury of the same firm; Thomas 
Kuhn, diamond salesman, Chicago; Roth 
Weiler, A. G. Tafel, Louisville; Geor e 
Schneider, Memphis, Tenn. Themes 
O’Connor, Elgin National Watch Co,; B 
Anderson, Jobe Rose Jewelry Co., Birm. 
ingham, Ala.; George Warren and Ralph 
Roessler, Marion, Ind., and a representa- 
tive of the firm of Irion & Wolf, New 
Albany, Ind. 

q George H. Roth, watchmaker, is now 
associated with Carroll’s, Fifth and Main 
Streets. He formerly was with the E, J, 
Eckerle store in Elmwood. 


q John Gerwe, Gerwe-Brown Co., left 
for the sunshine of Ft. Lauderdale, Fla, 
after making a business trip to the East. 


q Cincinnati jewelers who attended the 
Gift Show in Chicago included Adolph 
Simon, Cheviot; Mr. and Mrs. William 
Effer, Mt. Healthy; Mrs. Freda Wagner 
and Lillie Mayer of E. Wagner & Sons 
Co. and Mr. and Mrs. Herbert Kromb- 
holz, Silverton 


q Melvin Hesse, retiring president of the 
Town Criers, and his wife took time off 
last month from business for a visit to 
Rome City, Ind. 


4q John Jackson, who recently returned 
to the George Hook Co., Mercantile Bank 
Building, after three years in service in 
the South Pacific, will forsake the ranks 
of bachelorhood. The wedding date has 
been set for March 2. 


q After serving for three years as its 
president, Albert C. Wallenstein (Wal- 
lenstein-Mayer Co.) handed over reins 
of the Cincinnati Wholesale and Manu- 
facturing Jewelers Association to E. C. 
Brunst (Gruen Watch Co.) at its annual 
meeting in January at the Hotel Alms. 

George Brown, Gerwe-Brown Co., was 
elected vice-president; Arthur Hirsch- 
field, D. Jacobs Sons Co., re-elected sec- 
retary; Earl B. Bose, Oskamp Nolting 
Co., treasurer, and to the board of 
trustees, Ralph Simon, Robert Seifert, 
Julius D. Jacobs, Harry Greenwold, Ray 
Kirkendall, Max Litwin, Al Sauer and 
Mr. Wallenstein. 


4 Mr. and Mrs. E. J. Eckerle who op- 
erate a retail store in Elmwood, last 
month welcomed back one of their two 
sons. Jack Eckerle has returned to his 
(Please turn to page 395) 














~ DISTINCTIVE 
JEWELRY 
WATCHES 
DIAMONDS 
‘THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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House Bill Would Limit Penalty 
Powers of FTC by Allowing Early 


Court Reviews of Cases 

Federal Trade Commission orders 
would be subject to more effective court 
review under H. R. 2930, which is before 
the House Interstate and Foreign Com- 
merce Committee. 

The legislation, introduced by B. Car- 
roll Reece, R., Tennessee, would permit 
those served with FTC cease and desist 
orders to obtain a review of such orders 
in the Circuit Court of Appeals, by filing 
in the Court, within 60 days of the ser- 
vice of the FTC order, a written petition 
asking that the order of the Commission 
be modified or set aside. 

This legislation, which is conceded a 
good chance of passage, would severely 
limit the penalty powers exercised by 
FTC in its function as an administrative 
tribunal. ; 

The Commission would be furnished 
with a copy of petitions filed with the 
Court and be required to submit all evi- 
dence in the case in question. If the 
FTC is upheld by the Court the cease 
and desist order will then be binding 
upon the petitioner, who would still have 
recourse to the Supreme Court. 

Violations of FTC orders after they 
have been upheld are punishable by a 
fine of $1000 for each violation, not to 
exceed $10,000 in the aggregate, under 
the bill. 

The legislation also redefines false ad- 
vertising. Under its provisions “false ad- 
vertisement” means an advertisement, 
other than labeling, which is misleading, 
in a material respect. In determining 
whether any advertisement is misleading, 
the bill says that “there shall be taken 
into account (among other things) not 
only representations made or suggested 
by statement, word, design, device, 
sound, or any combination thereof, but 
also the extent to which the advertise- 
ment fails to reveal facts material in the 
light of such representations so as to 
prevent deception resulting from indi- 
rection and ambiguity, as well as from 
statements which are false.” 


Cincinnati 
(From page 394) 


work at the store, but his brother Ed- 
ward remains overseas. Both served in 
India. 


q George Hook is moving into larger 
quarters in the Mercantile Library 
ns but remaining on the same 
oor. 


q The Louis F. E. Hummel jewelry store 
at Fourth and Vine Streets, figured in 
a street drama last month. A display 
window there was shattered by a thief 
who scooped up a handful of jewelry and 
began to run. However, he was captured 
before he had gone 100 feet and the 
Jewelry was recovered. 

q Carroll Seghers, operator of Carroll’s, 
had more than his share of automobile 
riding last month. He motored to Lit- 
tle Rock, Ark., for the annual inventory 
at the Stewart Jewelry Co., in which he 
has an interest, and had only been re- 
turned home for a short time when he 
was recalled there because of a robbery 
at the store. His son drove him there, 
then continued on a trip which will take 
him to South America in company with 
two other ex-servicemen. 


FOR MARCH, 1946 
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Kokomo Jeweler Named Outstanding 
Young Man of the Year by 
Junior Chamber of Commerce 


Roger W. Briney, one of the leading 
retail jewelers of Kokomo, Indiana, last 
month received a Distinguished Service 
award as Kokomo’s most outstanding 
young man of the year. The award was 
made by the city’s Junior Chamber of 
Commerce at ceremonies attended by 
over 400 citizens. 

The award was based on Mr. Briney’s 


ROGER W. BRINEY 


record as chairman of the county salvage 
committee, chairman of the special gifts 
committee in the Red Cross drive, as a 
member of the Minute Men committee 
which functioned during the war bond 
drives, as a member of hospital and 
Christmas seal campaign committees. 
Mr. Briney accepted the gold key em- 
blematic of his award, saying that what 
he had contributed to community service 
had been insignificant, but that he had 











“enjoyed doing it for, you see, I like | 


Kokomo.” 


Brooklyn Polytech Professor 
Joins Advisory Board of Gem 
Trade Laboratories 


Another prominent authority in the 
field of the study of minerals has been 


added to the Advisory Board of Gem | 


Trade Laboratory, Inc., the opening of 
which was announced last month in 
Jeweters Crrcurar-KeysTone, (page 
334). 

In addition to Dr. Frederick H. Pough, 
of the American Museum of Natural 
History, Dr. Clifford Frondell of the 
Department of Mineralogy, Harvard 
University; Dr. E. P. Henderson and 
Dr. William Forshag, both of the 
Smithsonian Institution, who constituted 
the original Advisory Board, Dr. I. 
Frankuchen, Professor of Crystal Chem- 
istry at Brooklyn Polytechnic Institute, 
and an international authority on the 
X-ray diffraction of crystals, has joined 
this Advisory Board. 

With this array of prominent scientists 
at its disposal to consult with Dr. A. E. 
Alexander, its active head, the Gem 
Trade Laboratory is exceptionally well 
qualified to offer expert service and con- 
sultation on any phase of gems and 
minerals. 

Prices 
(From page 372) 


Stabilization Act, the subsidy program, 
and the Second War Powers Act. 

Officials at OPA, recognizing that the 
new policy will mean the greatest ad- 
ministration load in OPA’s stormy his- 
tory, are attempting to work out a plan 
for automatic price increases to be 
granted to manufacturers paying ap- 
proved wage boosts. 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 











"The 
Sit-Downer 
only $75!"' 


AN ED FREED CRAFTSMEN-CONSTRUCTED SHOWCASE 
Smart to look at, smart in “*Know How!"" 
It's popular for reason: 35” high, 20” 
deep, 48”. long, 7” front and side glass 
panels. Three 3” d drawers, modern 
wood doors. Take your choice of Rich Wal- 
nut, Modern Lustrous Maple, or White Oak. 

ORDER NOW — ONLY $75.00! 


F. 0. 8. my office, N. Y. crating charge $8. 
€ Biven on fixt of your dimensions. 














| | 


CHAS. ASCHERMAN 
AND COMPANY 





Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 to $30.00 
503-7 Hippodrome Bldg. 
CLEVELAND 14, OHIO 











“CHAMPION” RING GUARDS 
Easy te insert & Adjust 
ASSORTED SIZES 
10K GOLD—$3.50 per Dz. up 
GOLD FILLED—$1.75 per Dz. up 
Ordere Attended to Promptly 
CHAMPION JEWELRY CO. 
87 MAIDEN LANE 
NEW YORK 7, N. Y. 




















Sterling Rhinestone Jeweiry 
Simulated Pearls — Costume Jewelry 


URIE F. MANDLE Co. 
411 Fifth Avenue 


NEW YORK 16, N. Y. 
MUrray Hill 3-9107 
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Where to Buy 
IMPORTED 
China and Glass 











EDWARD BOOTE 


35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 
GIBSON & SONS TEAPOTS 











MADDOCK & MILLER, INC. 
English China and Earthenware 


CROWN DUCAL Dinnerware 

MASON’S Ironstone China 

COALPORT Bone China and Kingsware 

ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 











ENGLISH CHINA 


Smoking accessories, lustreware pitchers, Toby 
Jugs, Teapots, Sugars and Creamers, Individ- 
ual Breakfast Sety 
TEDMAN IMPORTING CO. 


225 Fifth Ave. Room 829 New York, N. Y. 











. Importers of 
t7 ENGLISH CHINA 
&. and 


EARTHENWARE 
Steck and Import 
FONDEVILLE & CO., INC. 


E 
149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 

















ROYAL DOULTON 


English Bone China and Earthenware 


IRISH BELLEEK 
The original production 
DOULTON and CO., INC. 
Successor To 
WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 











JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 











PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 


Marray Hill 38-5460 











Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 
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Jewish Philanthropies Goes Over 
The Top in Drive for Building 
Funds for Its Affiliated Services 


A total of $23,500,000 in contributions 
and pledges—the largest amount ever ob- 
tained in a single campaign for health 
and welfare needs by a local private 
philanthropic organization—was raised 
in the 1945-46 campaign of the Federa- 
tiono of Jewish Philanthropies of New 
York, it has been announced by Maurice 
Wertheim, chairman of the appeal. Mil- 
ton Weill headed the jewelry division of 
the drive. 

The five-month long drive, which 
sought a total of $30,000,000 for expan- 
sion, modernization and maintenance of 
the Federation’s 116 affiliated hospitals 
and social service agencies, was formerly 
culminated on Thursday, January 31, at 
a luncheon at the Hotel Plaza at which 
Mayor William O’Dwyer joined with 
more than 600 campaign leaders in hail- 
ing the significance of the appeal to the 
community’s health and welfare struc- 
ture. Norman S. Goetz, president of the 
Federation, presided. 


INCREASED FACILITIES 


Of the total raised, which includes, 
Mr. Wertheim pointed out, estimates of 
gifts to be received before the close of 
the fiscal year on Sept. 30, $9,000,000 is 
to be used for current maintenance and 
the remainder, $14,500,000 for the Fed- 
eration’s first building fund in 25 years. 
The building fund will be spent in c- 
cordance with a master communal plan 
now being developed on the basis of the 
community’s overall health and welfare 
needs. 

Increased facilities in hospital care, 
child care and youth welfare, psychiatry, 
care of the aged and other health and 
welfare fields, are the key needs being 
examined by the building fund commit- 
tee. 


At the final report luncheon, Mayor 
O’Dwyer, lauded the Federation’s “in- 
telligent and large-minded” approach to 
social welfare problems which he said 
is showing the way to the government 
and to other voluntary philanthropic 
groups. 


“GREAT WORK" 


The Mayor termed the campaign a 
“great work” for the state and nation, 
as well as for the city, and declared that 
the Federation’s activities cover a field 
that governments “have not been too 
active in, and I say that for our city too, 
even though we have led the way.” In 
this regard, he said he would encourage 
private agencies as long as they did the 
job, but emphasized that the city would 
step in where voluntary organizations 
failed the community’s welfare. 


The importance of the appeal to people 
of all faiths was hailed also by leaders 
of the city’s other voluntary welfare or- 
ganizations. In messages read to the 
gathering by Mr. Goetz, the results of 
the drive were praised as history-making 
by Arthur A. Ballantine, president of 
the Greater New York Fund; Walter 
S. Gifford, chairman of the board of 
trustees of the Community Services So- 
ciety of New York; John A. Coleman, 
president of the Archbishop’s Commit- 
tee of the Catholic Charities, and Roy 
E. Larsen, president of the United Hos- 
pital Fund of New York. 





Gottlieb & Co. Holds Open H 
To Celebrate 25 Years in the pow 


On January 31 Frederick 
lieb and Co., diamond iepostens, taal ; 
in the Pittsfield building in Chicago, or! 
pleted their 25th year in business pA 
celebrated by holding open house a 
conference rooms of the building on the 
5th floor. From 11 o’clock until § friends 
called to congratulate and partake f 
the bountiful supply of refreshments At 
times more than 100 well wishers wer 
present. The souvenir of the occasion 
was a diamond scoop appropriately en. 
graved, which also was mailed to cys. 
tomers and friends throughout the coun- 
try. Frederick M. Gottlieb is completing 


SCOOP! 



























This diamond scoop, commemorating Fred- 
erick M. Gottlieb's 25 years in the trade, 


was presented to guests at the firm's birth- 


day party. 


his 42nd year in the diamond business 
starting with Van Gelder, Kahn & Co.,, 
in New York in 1904. In 1911 he came 
to Chicago as diamond buyer for Loftis 
Bros., and later Lewy Bros. In 1921 he 
established his own business which in 25 
years has grown to be one of the largest 
exclusive importers and distributors of 
unmounted diamonds in the country and 
is known from Coast to Coast. In 1926 
he was joined in the business by his 
brother Sigmund and in 1939 his oldest 
son, Robert, entered the business after 
graduating from Northwestern Univer- 
sity and spending one year at Cambridge. 
Others associated with the business as 
salesmen for a number of years are Ray- 
mond Kline, Joe E. Shulman and Willis 
Patrick. 


——_——_ 


CORRECTION, PLEASE! 


It was stated erroneously, in the Feb- 
ruary New England News that the busi- 
ness of G. C. Bassett of Buzzards Bay, 
Mass., had been sold. As a matter 2f 
fact, the store is still owned by Mr. 
Bassett who operates it under his own 
name. 














SWEDISH CRYSTAL. 
Kosta Alsterfors 
Maleras Bohlmarks 


D. Stanley Cercoran 


212 Fifth Avenue New York 10, N. Y. 
Murray Hill 3-8948 
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josePH B. BECHTEL, 81, dean of Phila- 
delphia jewelers, died February 23 at 
his home in Germantown, Philadelphia. 
Mr. Bechtel, president of Jos. B. Bech- 
tel & Co., Inc., was treasurer of the 
National Wholesale Jewelers Associ- 
ation at the time of his death. Born 
near Boyerton, Pa., Mr. Bechtel came 


JOSEPH B. 
BECHTEL 





to Philadelphia in 1890 after having 
served seven years aS a jewelers’ ap- 
prentice. In 1894 he started the firm 
that bears his name. Mr. Bechtel was 
president of the Sansom Street Bus- 
inessmen’s Association in 1930-31 and 
was its treasurer for many years. 


LOUIS G. CATALAN, 54, who operated a 
business as a stonesetter and jewelry 
repairman in Providence, R. I. for 
many years, died February 3 at his home 
in North Providence. A World War I 
veteran, Mr. Catalan was a member of 
the Dodge-Goulais Post, American 
Legion, which he headed as commander 
at one time. 


JULE M. HERRMANN, Sales manager for 
the northwestern division for Robinson 
Reminders of Westfield, Mass., died Jan- 
uary ll. 


GUsTAV MANZ, 81, one of the last of 
the master goldsmiths in New York, died 
February 16 in that city. Until two 
years ago Mr. Manz was active in his 
own shop. His masterpiece, one of the 
largest single pieces produced by one 
jeweler, is the ostensorium in the Church 
of St. Francis of Assisi in New York. 
Pieces of this type are usually the com- 
bined work of several expert jewelers, 
but Mr. Manz designed and executed 
the entire ostensorium for the church 
in 1982, He is survived by his widow, Mrs. 
Bertha Manz, two daughters, and four 
grandchildren. 


LOUIS F. MEIER, JR., former owner of 
Louis Meier’s Sons Jewelry Co. in De- 
troit, Mich., died at his home in that 
city on January 3. 


MAX MENDELSON, 53, former manager 
of Thompson’s Jewelry and Watch Re- 
pairs, Montreal, Canada, died February 
10 at his home. A native of Rumania, he 





GIFTS fox MEN 


A comprehensive selection of 


Accessories with Sporting Motifs 
—also distinguished creations 
in gold plated fashion Jewelry. 


225 FIFTH AVENUE 
SUN GLO STUDIOS 74, YORK 10, N.Y 
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came to Canada as a boy and settled in 
Montreal. His wife, five daughters and 
two sons survive him. 


J. D. HOLLAND, Woodward, Okla., 
jeweler and prominent civic leader, was 
killed late Ferbuary 3 when his private 
airplane crashed several miles north of 
Woodward. Sheriff Milton Marston said 
the cause of the crash had not been 
determined. Holland, who had owned his 
own plane for some time, was considered 
an experienced flier. 


CHARLES LippeR, 46, retail jeweler of 
Seattle, died suddenly there early in 
February. A_ proprietor of the store 
bearing his name at 713 Third Ave., Mr. 
Lipper came to Seattle from Germany 
four years ago. He was an active mem- 
ber of the Seattle Retail Jewelers As- 
sociation. 


A. N. LOMBARDI, an E] Paso, Texas, 
jeweler for the past 35 years, died Feb- 
ruary 2 at his shop. Mr. Lombardi 
opened his store in 1912, after a year as 
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AMERICAN 


China and Glass 

















Bamterton 


IVORY CHINA 


| 
Lnberton 
( Frory distributed by 
shina FISHER, BRUCE & CO. 


made in America Philo.: 221 Market Street 











Il New York: 1107 Broadway 

















Kenaindton © 


eure CRYSTAL ano BENT GLASS 
+ « Giftware of Distinction + > 


KENSINGTON, ING. NEW KENSINGTON, PA, 














manager of the Eddy-Foster Manufac- | 


turing Company which at the time was 
the largest jewelry firm in the West. 


OLAF OHLSON, 81, inventor and former 
master designer for the Waltham Watch 
Company, died in Newtonville, Mass., 
on February 25. Born in Sweden, Mr. 
Ohlson came to Waltham, Mass., in 1888. 
He was honored many times for his 
inventions, which included a time fuse 
and other devices. He was with the 
Waltham Company for 44 years until 
his retirement in 1938. Mr. Ohlson was a 
member of the Horological Institute of 
America. 


CHARLES H. SPENCER, 87, who until his 
retirement in 1927 was vice-president 
and director of the Webb C. Ball Watch 
Company until his retirement in 1929, 
died in St. Augustine, Fla., January 14. 
Mr. Spencer was born in Oswego, N. Y. 
He joined the B. F. Norris Company as 
manager and buyer in 1884. When this 
firm was consolidated with the Webb C. 
Ball Company, he continued with the 
firm. 


AARON 0. switt, Philadelphia, Pa., 
jeweler, died February 20. Mr. Switt 
was a native Philadelphian and was ac- 
tive in the jewelry business for the 
past 25 years. 


FAYETTE N. VASLETT, 90, who retired in | 


1940 as New York representative of the 
William C. Greene Company, jewelers, 
of Providence, died at his home, 1080 
Lincoln Place, Brooklyn. Surviving are 
his widow, Mrs. Esther Graves Vaslett 
and a son, Giles A. Vaslett, 





Tin Restriction 
(From page 371) 


written certification by his supplier that 
they contain no tin plate or any other 
tin except solder for joining purposes, 
unless he knows or has reason to believe 
the statement is false.” 

The complete list of jewelry items 
thus restricted is as follows: art objects, 
brittania, pewter or other similar tin- 
bearing alloy, buckles, buttons, emblems 
and insignia, jewelry, novelties, trophies, 
ornaments or ornamental fittings. 


HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. op warsrrons 














ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
D. 8. CORCORAN, Vice Pres. 


DE ated TABLEWARE 


‘or the 
FINE CHINA TRADE 
’ MADE IN AMERICA . MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 








THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
28 W. 23rd ST. 1550 MERCHANDISE MART 
NEW YORK CITY 
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LENOX CHINA 


MADE INU.S.4 Trenton 5, New Jersey 
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“CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles 
and Smoking Accessories 


* 
Send for illustrated Catalog 





ENRIGHT-LE CARBOULEC, INC. 
60 Fifth Ave. New York City 
CH eleea 2-5658 
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How to Case a Wateh 


Part two of an article on casing a watch. The second important 


step of fitting the hands is discussed here and the concluding 


installment next month will tell how to fit movement to ease. 


by HENRY B. FRIED 
Executive Secretary, 
The Horological Society of N. Y. 


PartiIl: Fitting the Hands 


OUR, minute, and second hands must fit in such 
a manner as to give a clean cut appearance and fa- 
cilitate quick and accurate time reading. The hour hand 


must fit the hour wheel tube so that it goes down flush 
with the top of the tube or in special cases where the 
hour wheel has a shoulder, down to the shoulder. Minute 
hands likewise, should fit tightly and flush with the 
polished tip of the cannon pinion. 

The second hand must fit snugly and clear the dial 
with a minimum space and yet not interfere with the 
hour hand or the tip of the minute hand. 





| _—— 
= 











© 


Fig. 8. Approximate tolerance of hands in a flat dial watch. 
































Fig. 9. The space between hands in a curved dial 
watch should be at minimum for streamline effect. 


Watches with flat dials should have their hands fitted 
so that they approximate the tolerances indicated in Fig. 
8. Hands in curved dial watches should be fitted with 
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a minimum tolerance in order to present a thin, stream- 
lined effect. 

When the hands are fitted to the movement, the hour 
hand must have a slight but noticeable endshake (up 
and down) and a slight side shake. These will provide 
the tolerances mentioned above which will insure that 
the hands will not touch one another at their sockets 
and that the hour wheel tube will not pinch or bind on 
the cannon pinion. 


TIGHTENING HANDS 


When a second hand is loose on its pivot it may be 
tightened by placing the tube of the hand in a pinvise 
or lathe chuck and closing the tool slightly. This closes 
the hole in the second hand tube sufficiently to become 


Fig. 10. A loose second 
hand can be tightened by 
placing tube of hand in 
a pinvise or lathe chuck 
and closing tool slightly. 
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These Telechron Electric Clocks 
Now in Production 























TELALARM CONDUCTOR TELALARM JR. 
With chime-tone alarm Alarm, ivory plastic case Control-a-tone alarm 


EMBASSY BUFFET CAFE SELECTOR 
Control-a-tone alarm Kitchen clock Kitchen clock Household timer 


————_~ 


SWITCH-ALARM MUSALARM* LITE-CALL 
Radio timer Combination radio and alarm clock Flashing light alarm 


COMMERCIAL 1H912—12” dial GRACEWOOD—Mantel clock COMMERCIAL 1B915—15” dial 





*This model scheduled for April production 


Here’s the complete line of profit-making Telechrons... 
electric alarm and occasional clocks, kitchen 
clocks and commercial clocks. New Telechron awakening 
methods, too. We're producing all of these in 

limited quantities now . . . we'll be making more as materials nec US PAT OFF 
become available. Get your orders in now. a on a Shem on ones a. 
WARREN TELECHRON COMPANY, ASHLAND, MASSACHUSETTS 
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friction tight on the fourth wheel pivot. This operation 
is shown in Fig. 9. Do not force a tight second hand 
on a pivot as this may cause the pivot or the jewel of 
the second post to break. 





~~ 


Figs. 11, 12, 13. Minute hands may be tightened by first 
two methods shown here, left to right. First, by use of 
the round bottom punch; second with bell punch. The hour 
hand may also be tightened by use of bell or convex punch. 


Minute hands that are slightly loose may be tightened 
by using the methods shown in Figs. 11 and 12. Fig. 1 
shows the socket of the minute hand resting on a steel 
block with a round bottom punch over it. A few taps 
of the hammer should close the hole enough to secure 
the hand to the cannon pinion. Fig. 12 shows the bell 
punch constricting the hole of the socket to make it 
smaller. 

Hour hand sockets are made smaller with the use 
of the bell or convex punch used as shown in Fig. 13. 
Here the punch is brought over the hour hand socket. 
By tapping the punch lightly, the conical section of the 
punch contracts the short tube of the hand enough to 
give it a firm hold on the hour wheel tube. 


BROACHING HANDS 


When the holes in the hands are too small, they may 
be opened by broaching. Broaches are small tapered 
needles with five or six sharp edges. The hands to be 
broached must be held in a manner that will grip the 
sockets of the hands and thus prevent breakage. 











Fig. 14. Use of the 
hand broaching vise 
in enlarging size of 
holes in the hands. 





A simple method of holding the hands is shown in 
Fig. 14. This tool is called a hand broaching vise. 
The hand is placed over the hole that is slightly larger 
than the hole desired. The top dise closes over the 
hand and is screwed tightly shut. The broach is placed 
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through the top and when it is twisted, the stem of the 
hand is free, the hand being gripped at the socket, thns 
relieving any strain. Another method is shown in Ff; 

15. A tweezer with several notches of different sizes 
is used. The hand to be broached is held in the Open 
corners of one of these notches. When the broaching 





Fig. 15. Another method of hold. 
ing hand for broaching is by use 
of special notched tweezer which 
grips socket but leaves hand free, 


operation takes place, the strain is upon the socket, 
leaving the extended hand free. 


obtainable at material jobbers... a % 
ee ie 


Both these tools are 


Fig. 16. Confused time 
reading as shown here is 
result of not coordinating 
hour and minute hands in 
placing them on watch. 





When the hands are placed on the watch, the hour 
and minute hands should be coordinated. (See Fig. 16). 
It is a good practice to place the hour hand on the num- 
eral 8 and the minute hand upon the numeral 12. This 
permits rapid checking and provides plenty of room in 
fitting the second hand. Hands not placed precisely, 
result in confused time reading as shown in Fig. 16 
where the hour hand is between the numerals 3 and 4 
while the minute hand denotes the hour. 

When the hands are in place on a flat dial they should 
clear one another as shown in Fig. 8. The tip of the 
hour hand should clear the second hand. The hour hand 
must be flat and parallel with the dial. The minute 
hand, however, should be bent downward near the tip 
so that the bottom of this hand is on the same level or 
plane as the hour hand. To bend this hand further 
may cause interference with the second hand. 

The minute hand is generally bent at the tip to pre- 
vent it from touching the crystal. If it is suspected 
that the minute hand does touch the crystal and it is 
not possible to bend the hand lower, it may be tested. 
This is done by placing a small bit of oil on the part of 
the hand suspected. Should the hand touch the crystal, 
an oil smear will appear on the crystal when the minute 
hand is moved. 


LENGTH OF HANDS 


The proper length of the hands is an important factor 
(Please turn to page 404) 
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"Yes, Si, these G-E lamps 
are like good friends /" 


Sure, G-E has brought out a lot of zew lamps 
... Fluorescent, Projector, Silvered Bowl, 
Slimline and many others. But G-E General 
Service Lamps are tried and true friends 


that are really hard to get along without! t 
They are dependable, efficient, 

inexpensive — still the best AES \ 
lamp, for many lighting needs! Zz ; >» 
See your G-E lamp supplier / 
for the latest information 


about lamps and help on any \ 


lighting problem. 






General Electric general lighting service lamps, inside 
Frost: 300-watt, 50¢, 150-watt, 20¢ 
all prices plus tax 


And remember that the constant aim of G-E 
Lamp Research—to make G-E Lamps Stay 
Brighter Longer—means a lot to your eyes and 
your pocketbook! For since the first practical 
lamp was originated by Thomas Edison, G-E 
Lamp Research has contributed most of the 
major lamp improvements to bring you more 
light and better lamps for less money. Here 
are just a few: inside-frosted lamps, tipless 
lamps, ductile tungsten, gas-filled lamps. 


G-E LAMPS 


GENERAL @ ELECTRIC 
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WISS-MARKING—What do sets of letters like 
AS, FEF, etc., mean, stamped on Swiss watch move- 
ments? (Question No. 5819) M. S. 


Answer—A. S. means that the rough movement, un- 
finished movement, or “ebauche,’ was made by a firm 
A. Schild, at Grenchen, Switzerland; and F. E. F., by 
the firm Fabriques d’ Ebauches de Fleurier, at Fleurier, 
Switzerland. In that country, about a dozen large fac- 
tories furnish hundreds of smaller factories with these 
movements-in-the-rough; the latter then do the jewel- 
ing, springing, adjusting, and other items of finishing 
to produce each its line of grades for its customers. 
These letter-combinations should not be confused with 
others like CZW, WXE, etc., stamped on balanced 
clocks, which are identification code marks correspond- 
ing with similar marks on importers’ bills, for watches 
going through U. S. Custom Houses subject to payment 
of import duties. 


IVOT JEWELS—Can you tell me how long ago 
jewels were first used for holding pivots in watch- 
es? And where first used? (Question No. 5820) L. R. D: 


Answer—In the year about 1700, Nicholas Facio, 
of Geneva, Switzerland, discovered how to drill and 
polish small holes in hard stone for watch pivot bear- 
ings. He took his idea to Paris, where it was not ac- 
cepted by the craft; so he went to London, and was 
granted there a patent for his invention, in 1704. The 
earliest use of jeweling was for the balance pivots; then 
gradually as the art developed jewels were applied at 
holes more and more along the train, toward the center- 
arbor pivots. 


ENDING BALANCE-ARMS—Is it in any case 

all right to bend balance-arms just with the fingers, 
instead of with wrenches? This has caused a good deai 
of argument in our shop. (Question No. 5821) L. N. 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL I-? 


Answer—Yes, there are cases in which the fingers 
are more effective and quicker in results than to use 
wrenches, as when the bend is to be made of the rim 
toward the center of the balance, and where the rim 
is not out-of-true by reason of a compound—or multiple- 
bend. The latter must be corrected by using wrenches, 
because of the short portions or angles of the rim that 
have to be bent into round. Also in truing in-the-flat, 
simple “uncomplicated” bends can be well made with 
the fingers, holding the balance in balance-arm pliers. 
It is hardly necessary to say that after using fingers 
on a balance, it should be cleaned well, to remove any 
film that might corrode the polished metal. 


OLD HAIRSPRINGS—I am told even modern 

ship chronometers use gold hairsprings; but have 
been reading a book that says gold was tried for hair- 
springs but failed because not elastic enough; now what 
is true about this? (Question No. 5822) F. N. 


Answer—Probably you have heard of the spring 
that is used in chronometers called usually “the gold- 
spring ;” but this is not a balance-spring but is a straight 
short spring made of gold, attached to the detent, and 
acts in the unlocking of the detent, to free the escape- 
wheel each time it gives an impulse to the balance. Gold 
is not used for hairsprings; many experiments have 
been made in the past with it for that use, but gold 
proved to lack the elasticity that is necessary for good 
timekeeping in chronometers, or in watches. 


TANDARD TIME—When was Standard intro- 
duced, and where was it first used? (Question No. 
5823) T. R. C. 


Answer—Probably your question implies “standard 
time” as this term is understood in the U. S. A. in which 
a compromise on mean solar time was agreed upon to be 
effective in geographical zones, eastward and westward, 
with uniform differences of one hour in time between 
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RECONVERSION 


| Let your post-war planning include the disposition 











ety eters of unnecessary scrap—filings and sweeps. Quicker 
Not Manufacturers 
st tieaiie turn-over means larger profits and more efficient 











management. Make a thorough cleanup. 








Kastenhuber & Lehrfeld 


21 West 46th Street Tel. BRyant 9-1060 New York 
We solicit your Sweeps—Filings—Scrap Gold and Platinum, Metals 


Your Old Gold shipments will receive special attention 























wateh repairing 


FASTER, WITH PROVEN ACCURACY 





and with greater profit 





When watches come in for repairs, a 
WatchMaster printed record tells you 
immediately what is wrong with the 
watch. When work is completed, a 
chart gives you the 24-hour rate (with 
the watch in any position) all in 30 
seconds. 


And, repairs done with “proven” accu- 
racy justify higher charges, too. 


Write for details about the 





WATCH-MOTOR MAINSPRING (O., inc. 
American Time Products, Ine. Manufacturers 


580 Fifth Avenue, New York 19 eNEW YORK 
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adjacent zones. The adoption of something like this 
became imperative as railroads extended across our 
country, with travel-speeds too great for convenience in 
continuing the use of local time at numerous places where 
trains stopped. 

About 1870, our railroads began making rather a 
patchwork of agreements on time at the more important 
junction points. Then on October 1, 1884, there met 
at Washington, D. C., an international conference, where 
most countries adopted the system of which our standard 
‘ime is a part, based on zones around the world of 15 
degrees of longitude with zero at the meridian of the 
Royal Observatory at Greenwich, England. This went 
into effect immediately here, although not made legal 
by act of Congress until March 19, 1918. Meanwhile 
other countries had legalized the system, until now it is 
practically in world-wide use. 


ASE HARDENING IRON — A nice sale here 

hangs on doing a trick in heat-treating a part in 
a clock, a fine tubular chime hall-clock we bought at a 
sale and have a customer for. Can’t buy this part, 
and no one here cares to. tackle making it, as it is com- 
plex, but seems made of. iron, as it won’t harden, which 
is needed, because it dents enough every few months 
to stop the chiming; the part moves the rack. I heard 
about “case hardening” iron, and wonder if this could 
be done, and how? (Question No. 5824) D. C. 


Answer—Probably a good job of case-hardening 
this iron gathering-pallet or “tumbler” would serve just 
as well as making a new one of steel that could be hard- 
ened through-and-through. If well done, case harden- 
ing will convert a substantial depth below the surface 
of a piece of iron, into steel, and at the same time will 
harden this steel to be as wear-resistant as a part made 
of solid steel. Take a copper cup (you could buy a 
tube-cap from a refrigerator repairshop, or a plumbing 
shop) large enough to hold the clock part. Crush char- 
coal from a jewelers soldering-block to fine powder. 
Pack the clock part in this powder in the cup, complete- 
ly covered. Turn a gas-blast flame on the cup, which 
should be surrounded with pieces of charcoal, and heat 
clear red-hot; keep it so for about ten minutes. Pick 
up the cup with tongs, and quickly turn it upside down 
over a vessel of cold water, allowing the red-hot iron 
part to fall into the water without first coming into 
contact with air. Test the part by using on it a fine- 
cut file; if the job is well done, the file won’t scratch 
the steel surface that you have converted to hardened 
steel. 


MPROVING BELTING GRIP—Is there anything 

that I can do to make the belting from the counter- 
shaft to my lathe, grip the pulleys better? This lathe 
has a metal pulley; the belt-grooves seem worn very 
smooth, and although the trouble is helped by roughen- 
ing them a little with emery paper, they soon get smooth 
again. (Question No. 5825) R. B. G. 


Answer—Pulleys made of hard rubber, or any hard 
fibre material, grip the belts better; and it would be 
worth while, after the wartime shortages perhaps sub- 
side, to replace the metal pulley with something else. 
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Temporarily, however, we believe you could improve 
the grip of your belting, by rubbing it pretty thorough} 
with a cake of beeswax. The “twist” type of leather belt. 
ing would be found better, we think, than any solid 
round leather belting. 


_—_—. 


HOW TO CASE A WATCH 
(From page 400) 


in providing good appearance and ease in time reading, 
Hands that are too long usually defeat their own pur- 
pose by obscuring the numerals. They also destroy the 
harmony of a well proportioned dial. Hands that are 
too short make for guesswork in time reading. Again, 
hands that are too long may catch against the edge of 
the case and stop the watch. (see Fig. 17). 
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: gZ Fig. 17. Hands must be 
WS —_ . of proper length or they 
may catch on edge of 
iv NI case as_ shown ~ here. 
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A minute hand should be just long enough to reach 
the outer edge of the numerals or the minute track. 
Hour hands should be about three-fourths the length 
of the minute hand. Sweep second hands should be 
long enough to reach to the seconds track or seconds 







Fig. 18. Correct length 
of hands in relation to 
one another is illustrated 
in drawing at the right. 


| 


| 

\ \ k-HOUR HAND 
MINUTE HAND 

1 \ 7 


<< SWEEP SECOND — 


division on the dial. The proper length of hands is 
shown in a cut view of a sweep seconds dial and hands 
in Fig. 18. 

In oval or rectangular dials or those other than round, 
the minute hand should not be longer than the outside 
edge of the figure nearest the center of the watch. 
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PRECISION CASTING EQUIPMENT 


for Mass Production 


of Fine Jewelry 
JELENKO 


THERMOTROL) 
An All-Electric Melting 
and Casting Unit with 
finger tip control of 
casting’ temperatures. 
Assures dense, clean, 
smooth castings requir- 
ing minimum finishing. 
Safe, Simple, 
Compact; 

Low Operating Cost, 
Low Maintenance, 
Minimum Rejects. 

Long Life. 











<=-VULCATROL 
for making Metal and Rubber 
Molds. Automatic control 
maintains any temperature 0° 
—450°F. 

OTHER PRODUCTS 


Flasks — Sprue Bases — Wax — 

Electric Wax Pots — Centrifugal 

Wax Casters — Gas and Electric 
Wax Burnout Furnaces 


Write for Literature 


The JELRUS Co., Dept. B, 


Mfrs. & Suppliers of 
Precision Casting Equipment 
136 W. 52nd St., New York 19 


West Off.—R. 821 Brockman Bldg. 
520 W. 7th St., Los Angeles, Cal. 








WATCHWORK 
JEWELRY 


Dept C. 





“THE PATHWAY TO SUCCESS” 





BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


STONE SETTING 
ENGRAVING 


Peoria, IH. 
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FOR EARLY DELIVERY... 





PUR-O-RAY 





Gali nen sous SUN BUMS OE 
Cash ta ou this Hew og Warket 
for Getter Sun Glasses 


Millions of ifelaliare men and t 


ence between ordinary sur 
ophthalmically pe 
with the approval of recog 


This trend to better s 


PUR-O-RAY you are se 
thermore, tne exclusiv 
shows the differe 
PUR-O-RAY 


Catalog showing the new 


now ready for delivery will be rushed 


to you by return mail. 
PUR-O-RAY sun glasses 
for men and women are 
available in a wide range 
of handsome styles, in- 
cluding gold filled, white 
metal and plastic frames. 
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large 
Aviation-Style 
pink gold-filled frame; pearl sweat 
bar. Designed to Air Corps specifi- 
cations. Individually boxed with 
genuine leather case and certificate 
of guarantee. 





Fashionable 

Upswing Frame 
of plastic celluloid in popular col- 
ors. Individually boxed with genu- 
ine leather case and certificate of 
guarantee. 








Just drop us a post card with your name 
and address requesting “Catalog Please’’ 
and your free copy of the PUR-O-RAY 









deleti-t-te| 


the c daleba 


a 2 one) 
0 One O Mimo lTaslolarisae lit 























1946 line 


FACTS YOU SHOULD 
KNOW ABOUT 
PUR-O-RAY 
SUN GLASSES 











PUR-O-RAY 
lenses are a 
SIX - BASE ye 
CURVED. This deeper curve 
conforms more naturally to the 
contour of the eye, increases the 
zone of protective coverage. 


PUR-O-RAY lenses are not or- 
dinary molded or pressed plate 
glass. They are optically ground 
and polished, just like glasses 
made to prescription. specifica- 
tions. 


PUR-O-RAY lenses exceed gov- 
ernment standards. . . absorb 
96% of the sun’s harmful ultra- 
violet (sunburn) and infra-red 
(heat) rays. 


PUR-O-RAY lenses are triple- 
inspected—guaranteed free from 
all prisms, bubbles, striae and 
other blemishes, which are 
harmful to eyesight. 
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SUN GLASS INDUSTRIES 


Makers of PUR-O-RAY and PUR-O-LITE Precision Sun Glasses 


NEWARK 5, NEW JERSEY 
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Special Notices 


Payable invariably in advance. 

Rates under all headings except “Situations 
Wanted” $1.50 for first 25 words. Additional 
words, 5c. a word. 

SITUATION WANTED 75c. for first 25 
words. Additional words, 5c. a word. 

Heavy type, $3.00 for first 25 words. 
ditional words, 10c. a word. 

Name, address, initials and abbreviations 
count as words, and are charged for as part 
of the advertisement. 

If answers are to be forwarded, enclose 15c. 
extra to cover postage. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of r dations 


Ad- 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 


75e. for first 25 words, Sc. for each addi- 
tional word; minimum charge 75c. 








WATCHMAKER; 
estimator, department manager. 
dress “H., 2969,” care J C-K. 


high grade mechanic, 
Ad- 





MANAGER-salesman, truly outstanding 
ability, now available modern jewelry 
store, southern California; minimum 
salary, first year, $15,000; highest ref- 
erence. Address “K., 3017,” care J C-K. 








YOUNG veteran desires to learn watch- 
making trade; salary incidental. Vin- 
cent Sanger, 859 E. 229th St., Bronx 66, 
New York City. 





WATCHMAKER, 25 years’ experience, 
wishes position with importer or fac- 
tory; reference A-1. Address “L., 3133,” 
care J C-K. 





WATCHMAKER, 
desires. connection in 


12 years’ experience, 
Baltimore or 





Washington. Address ‘“M., 3104,’ care 
J * 

ENAMELER, enamel painter and de- 
signer, over 20 years’ experience on 


gold and silver, wants to better him- 
self. Address “‘T., 3186,” care J C-K. 





WEST Coast representation available, 
manufacturers of finest quality ladies’ 
and gents’ ring mountings. Address 
“R., 3020,” care J C-K. 





BOOKKEEPER, typist; many years’ 
jewelry experience; complete charge; 
salary $50. Address “S., 3060,” care 
J 





FIRST class jewelry jobber, stone setter 
and engraver; over 30 years’ experi- 
ence; best references. Address “N., 
3084,” care J C-K. 





WATCHMAKER, good mechanic, desires 
connection with retail jeweler in New 
York City, or near New York, by April 
1. Address “M., 3053,” care J C-K. 





SALESMAN, retail, age 45, desires per- 
manent position with reliable concern ; 


thorough; at present employed; ex- 
cellent references. Address “A., 2957,” 
care J C-K. 





EXPERT manager for prominent jewelry 
store; location secondary; attractive 
proposition chief incentive; unques- 
tionable references. Address “B., 3007,” 
care J C-K. 





SALESMAN-buyer, inside, 10 years cata- 
log house, two years retail stores; de- 
sires permanent connection; Western 
states preferred; excellent references; 
age 34. Address “D., 2961,” care J C-K. 





HEAD salesman; high class executive 
type, seeks responsible position, promi- 
nent retail establishment, handling bet- 
ter class trade; first class reference. 
Address “N., 3018,” care J C-K. 





SALESMAN, retail, no credit, 25 years’ 
experience, at present employed in ca- 
pacity of salesman and estimator of 
repairs; capable of managing; best 
references. “B., 2958,” care J C-K. 





EXPERT engraver desires position with 


first class store; fine lettering and 
monogram work; state salary and 


working conditions; will go anywhere. 
Address “T., 3062,” care J C-K. 





BUYER, salesman, jewelry and watches, 


seeks connection with manufacturer, or 
wholesaler; 15 years’ varied experi- 
ence; college trained. Address “L., 


3157,” care J C-K. 


JEWELRY designer, veteran, talented, 
ambitious, creative, seeks position 
with opportunity; excellent refer- 
,ences. Address “D., 3125,” care 
J C-K. 


SALESMAN, young, ambitious, cap- 
able, varied experience, seeking po- 
sition with fine jewelry manufac- 
turer; excellent references. Address 


“E., 3126,” care J C-K. 


VETERAN, 23, single, desires opportu- 
nity to study or work with watches 
and jewelry, in Greater Philadelphia ; 
intelligent, honest; ambitious to learn; 
A-1 references. Address “B., 3145,” 
care J C-K. 


OUTSTANDING salesman, window trim- 
mer, advertising man; enviable knowl- 
edge jewelry industry; desires responsi- 
ble job with reputable firm; highest 
ar Address “D., 3148,” care 

















MAN, wishes position as salesman, in 
cash or credit jewelry store, or office 
of jobber or manufacturer, for Satur- 
days only; will consider all week posi- 
tion also. Address “B., 2959,” care 
J C-K. 





YOUNG man, 31, married, recently with 
one of America’s leading wholesalers: 
inside salesman, complete charge of 
stock, etc.; honest, reliable and ambiti- 
ous; 13 years’ experience. Address 
“H., 2968,” care J C-K. 


DISPENSING optician is interested in 
securing position with optical or jewelry 
house; 28 years of age; seven years’ 
experience; good references furnished ; 
kindly advise particulars. Address “T., 
2981,” care J C-K. 


WATCHMAKER, accustomed to better 
work, European trained, ex-serviceman, 
married, 14 years’ pre-war experience, 
desires permanent position; state sal- 
ary, hours etc. Address “H., 3013,” 
care J C-K. 


REPUTABLE diamond, jewelry  sales- 
man, available active retail store Ore- 
gon or Washington; outstanding per- 
formance guaranteed; specialist, creat- 
ing important mounting transactions. 
Address “D., 3038,” care J C-K. 


DIAMOND expert, responsible person, 42 
years, living in Los Angeles, seeks re- 
sponsible position in Los Angeles; 
knows diamonds from A to Z; 26 years’ 
experience. Address “B., 3070,” care 
Z 

















SALESMAN, manager, 15 years top- 
notch credit jewelry experience; 
complete knowledge all phases of 
business; young; energetic; excel- 
lent sales promoter. Address “A., 
3089,” care J C-K. 


SALESMAN, graduate engineer, 12 
years jewelry sales, executive exper- 
ience, desires manufacturer’s repre- 
sentative or jobbing lines for Pacific 
Coast. Address “D., 2871,” care 
J C-K. 


SALESMAN-manager, presently em- 
ployed, wishing to make change, ex- 
perienced buying, selling and window 
trimming; able to estimate jewelry re- 
pair and watchwork; Pittsburgh, Pa., 
or vicinity; references. Address “J., 
3046,” care J C-K. 














THOROUGHLY experienced 
man, now employed as buyer 
monds and jewelry, wishes to mak 
change; capable assuming full — 
sponsibility, buying, selling ana me. 
agement, enviable background, Addr = 
“M., 3158,” care J C-K sy 


diamond 
of dia. 











COMPETENT watchmaker; desires Posi 
tion with reputable jeweler; Past “ 
perience of 15 years in charge of d : 
partment with leading jewelers: excel. 
lent references; salary or commission : 
age 37; Midwest or South, Address 
“K., 3168,” care J C-K. - 


WATCHMAKER, very capable, 
to locate with high grade Concern 
where fine workmanship is desired: 
almost 30 years of experience; age 43: 
born an U.S. A.; state all Particulars 
ncluding hours and salary, 

“T., 2032,” care J C-K. “adress 


WATCHMAKER, unusually accurate 
workman, age 44; 29 years of experi- 
ence on all types including chrono- 
graphs; one who times closely; born 
U.S.A. ; excellent reference; state hours 
* aw. Address “R., 2031,” care 


LINES wanted; established national 
distributor, with more than 2000 
active retail accounts, wants mann- 
facturer’s lines costume __ jewelry, 
clocks, watches, silverware, flatware, 
novelties, Address “H., 3170,” care 
J C-K. 


DEPARTMENT manager; high powered 
credit jewelry salesman, expert on han- 
dling “turnovers,” fully capable super- 
vising advertising, window trims, in- 
terior displays, etc., etc.; admirably 
equipped to handle buying if necessary; 
all replies strictly confidential. Address 
“D., 3008,” care J C-K. 


MANAGER-buyer, excellent background, 
complete charge of Metropolitan pawn- 
shop doing a general loan and retail 
jewelry business; at present employed 
as manager of large store in South; 
available for any part of the country, 
if proposition warrants. Address: “F., 
3074,” care J C-K. 


VETERAN, 35 years of age, now em- 
ployed, desires change from retail store; 
10 years’ road experience, travel Ohio, 
Kentucky, Tennessee, West Virginia or 
proximity ; best of references; married; 
nice appearance; capable; not afraid 
of work; jobber or manufacturer. Ad- 
dress “B., 3091,” care J C-K. 


MANAGER, excellent salesman, buyer, 
experienced in cash and credit jew- 
elry business; full knowledge in 
merchandising, credit collections, 
window trimming, advertising, etc.; 
married; reliable references; thor 
oughly dependable. Address “P., 
3127,” care J C-K. 


SILVERWARE manufacturer’s repre- 
sentative, Eastern territory, in silver 
industry all my business life, calling 
on department stores and better retail 
jewelers; veteran; desires to make con- 
nection with manufacturer of sterling 
or silver plated wares. Address “H., 
3131,” care J C-K 


DIAMOND expert, 29 years’ diversified 
experience, now buyer large jewelry 
firm, would consider change; thorough 
knowledge of loose diamonds, mounted 
jewelry, old mine diamonds; extensive 
buying experience here and _ abroad: 
executive of character and ability. Ad- 
dress “P., 3159,” care J C-K. 

CAPABLE business man of widely 4di- 
versified experience, many years whole- 
sale diamonds and jewelry, seeks re- 
sponsible position; also experienced 
buying from public; presently con- 
nected large jewelry house as buyer; 
executive with outstanding qualifica- 

- tions. Address “R., 3160,” care J C-K. 

MANAGER, young man, 45, thoroughly 
experienced in every phase of cash oF 
credit jewelry business; employed at 
present, desires change ; expert diamond 





LS 
desires 



































salesman; self reliant; dependable; 
thoroughly experienced; highly recom- 
mended; $6,000, plus. Address “K., 


3110,” care J C-K. — 
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AKER, A-1 mechanic, 30 years’ 
Warerience on high grade Swiss and 
American watches, desires position 
with prominent jeweler in the East; 
$80 a week on a 40-hour basis; time 
and half for overtime; can furnish 
only the best of references. Address 
“K.,, 3172,” care J C-K. 





——————_—_ P e 
AN, 10 years’ experience, desires 
—e with well established jewelry 
concern or credit store; familiar with 
all phases of selling; best of refer- 
ences as to character and ability; 
Arizona, New Mexico or Southern Call- 
fornia preferred. Address “J., 3171, 
care J C-K. 








GOOD man, highly informed in_ the 
jewelry field, seeks lucrative proposi- 
tion managing representative office of 
reputable wholesalers, manufacturers, 
distributors, importers, or exporters, 
anywhere in the United States; posses- 
sions; Canada, Mexico, or South 
America; please contact. Address “M., 
2997,” care J C-K. 





WATCH importers; business man, 40, 
executive type, with 20 years domestic 
and foreign experience, in watch and 
clock selling, buying and watch casing, 
desires responsible position as depart- 
ment manager or all around assistant, 
to owner; $85 start; future important; 
A-1 references. Address “E., 3097,” 
care J C-K. 





MANAGER, retail, 15 years of cash 
and installment experience, wishes 
to connect with progressive organi- 
zation; references of the highest 
calibre furnished on request; resid- 
ing in New York City at the present 
time; a prompt reply would be to 
our mutual benefit. Address “S., 


2826,” care J C-K. 





INTERESTING trial proposition will be 
considered if necessary; successful 
salesman seeks responsibility manag- 
ing modern credit jewelry store; ad- 
mirably equipped handling every con- 
vential requisite; salary expected first 
year, $12,000, plus liberal percentage 
on store’s gross; now residing on West 
Coast; free to travel anywhere; write 
in confidence, to “K., 3081,” care J C-K. 





DISTINGUISHED salesman seeks re- 
sponsible position, diamond department, 
reputable store, featuring only top 
quality merchandise, doing mostly cash 
business, handling some charge ac- 
counts; a man in whom utmost con- 
fidence may be placed in safety; sal- 
ary considered $150 weekly, plus 
liberal commission arrangement; un- 
questionable reference; bondable. Ad- 
dress “E., 3039,” care J C-K. 


MANAGER, thoroughly experienced 
in every phase of cash or credit 
jewelry business; merchandising, 
credits, collection, window trimming 
and advertising; minimum salary 
$125 weekly, plus share in profits; 
best of references furnished; wants 
association with a firm that is quick 
to recognize an excellent manager, 
and that can give a good future; 
give full details in first letter; will 
reciprocate. Address “V., 3184,” 
eare J C-K. 


SALESMAN, covering Pennsylvania, Con- 
necticut, Jersey with large following 
of better jewelers, seeks fine mounted 
diamond ring line. Address “Y., 3005,” 
care J C-K. 


WATCH SALESMAN, Pacific Coast ter- 
ritory over 20 years, desires good line 
of watches in 14K and gold filled; 
commission basis. Address “E., 1449,” 
care J C-K. 


PACIFIC COAST ring salesman desires 
stone ring line, 10 and 14K, ladies’ 
and gents’; have sold in territory over 
20 years; commission basis. Address 
“G., 1450,” care J C-K. 











REPRESENTATIVE on the Pacific 
Coast, for the past 20 years, with a 
well grounded experience in the selling 
of watches and diamond goods, will 
consider handling either one or both 
as a side line or exclusive basis; fine 
following with retailers, wholesalers 
and department stores in all territory 
west of Denver; executive type; op- 
erated own business for 12 years; very 
best of references; will consider only 
on a commission basis; drawing ac- 
count not necessary; if article is un- 
known although considerabie merit, 
willing to pioneer, and help to finance, 
3 necessary. Address “C., 3147,” care 





TO Whom It May Concern; thoroughly 
trained retail cash, credit, diamond, 
watch, jewelry salesman, manager, 
buyer, merchandiser, estimator all type 
repairs and special order work, in fact 
absolutely capable taking over any 
store and relieving owner of entire 
responsibility, 25 years’ experience, ac- 
tive and on both feet at all times; al- 
Ways money-maker, desires to connect 
with only such firm that would honestly 
appreciate this type man; at present 
basking in California sunshine; avail- 
able for anywhere immediately; con- 
sider straight salary or salary and 
percentage. Address “Loyal 3118,” 
care J C-K. 


Lines Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents = word 





HIGH class watch line wanted for presen- 
tation west of the Rockies; please don’t 
answer unless your line is tops. Ad- 
dress “P., 3019,” care J C-K. 





SALESMAN with 1500 good rated ac- 
counts in Iowa, Illinois and Indiana, 
desires fine diamond and costume ring 
line. Address “E., 2962,” care J C-K. 





DIAMOND line sought by prominent 
salesman for distribution, lucrative ter- 
ritory, Colorado west; only high class 
connection considered. Address “E., 
3009,” care J C-K. 





HERE’S a man who will invariably prove 
of great value in capacity as general 
manager toward the continued success- 
ful operation of a good sized jewelry 
store, now doing a minimum of $500,- 
000 annually ; he is now 40, of excellent 
character ; enviable background and his 
widely diversified sales engineering ex- 
erience, in the past 20 years, enables 
im to justifiably assure most gratify- 
ing results; replies invited from any 
part of the country. Address “P., 
2998,” care J C-K. 





FOR the past ten years I have been 
representing one of the largest man- 
ufacturers in the United States; have 
an excellent following among the 
jewelry stores, jobbers and depart- 
ment store buyers; I am looking for 
a change and am interested in a 
manufacturer’s line of the highest 
quality; my past record of sales will 
speak for itself; excellent bank and 
business references; only a_ first 

88 connection will be considered. 








MANUFACTURER'S agents desiring 
jewelry manufacturer’s line for the 
Southwest; permanent showroom will 
be maintained in Dallas. Texas. Ad- 
dress “A., 3006,” care J C-K. 





EXPERIENCED salesman, college gradu- 
ate, 36, covering Ohio by car, desires 
line of reputable house, in medium 
priced jewelry, compacts, novelties. Ad- 
dress “C., 3071,” care J C-K. 





PACIFIC Coast resident, offers exclusive 
services for lucrative connection, rep- 
resenting reputable manufacturers of 
high grade ring and mounting line. Ad- 
dress “F., 3040,” care J C-K. 





TRAVELING salesman, veteran, desires 
manufacturer’s line for Eastern terri- 
tory, calling on department stores and 
better retail jewelers; 15 years’ experi- 
ence. Address “K., 3132,” care J C-K. 





OHIO, Michigan representative, traveling 
by car with many active accounts and 
good references, desires good jewelry 
or watch line. Address “J., 3100,” 


PACIFIC COAST salesman who calls on 
the better trade, desires a line of 
platinum, gold chains, lockets, crosses, 
watch cases and Ities; best of 

ae. Address “C., 1448,” care 





NORTHWEST jobber wants baby ster- 
ling silverware from manufacturer; 
will carry own accounts on drop ship- 
ment basis; full details, please. Ad- 
dress “B., 3122,” care J C-K. 





SALESMAN, wants manufacturer’s line 
for jewelry and department stores 
or jobbers, in New York City; large 
— Address “F., 2965,” care 
J C-K. 


MANUFACTURERS’ representative, with 
following on West Coast, seeks new 
lines of costume, new novelty jewelry, 
watches, and stone rings; volume busi- 
ness assured. Address “D., 2990,” care 
J C-K 


SALESMAN with steady following, de- 
partment stores, retail jewelers, New 
York, New Jersey, Connecticut; real 
result producer; want gold, diamond, 
watch, better grade lines. Address “C., 
3061,” care J C-K. 


REPRESENTATIVE covering New York 
City, Philadelphia, Baltimore, Washing- 
ton and Pennsylvania, with manufac- 
turer’s exclusive gold jewelry, would 
be interested in a non-conflicting line. 
Address “A., 2409,” care J C-K. 














WANTED; exclusive line for distribu- 
tion in Texas; have own showroom, 
office and car, in Houston; desire 
connection with nationally known 
manufacturer or wholesaler. Ad- 


dress “Tis 3082,” care J C-K. 





WEST Coast representative, selling to 
best outlets, requires outstanding line 
costume jewelry (rhinestones) and 
antique jewelry; particulars please re; 
territory, commission or drop_ ship, 
source. Address “G., 3128,” care J C-K. 





SALESMAN with large following 
among jobbers and chain stores, 
New York City, Philadelphia, Ballti- 
more, Washington, Boston and Prov- 
idence, desires to make connection 
with a reliable concern. Address 
“R., 2979,” care J C-K. 





MANUFACTURERS’ representative in 
Chicago wants manufacturer’s line of 
quality jewelry, metal compacts, rings, 
or lockets made exclusively for whole- 
salers. Address “Circular 1438,” Room 
1415, Heyworth Bldg., Chicago 2. 





MANUFACTURERS’ representative of 
staple jewelry, selling direct to re- 
tailer; very large following, Chicago 
and vicinity; excellent references; 
must be house of good reputation. 
Address “T., 3001,” care J C-K. 





RETAIL jewelry concern, with splendid 
connections, with hospitals, lodges, 
schools, etc., wants to arrange to rep- 
resent some reputable manufacturer in 
sale of rings, pins, etc., in own locality 
only; references exchanged. Address 
“V., 3002,” care J C-K. 











Address “C., 3123,” care J C-K. care J C-K. (Continued on page 408) 
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SALESMAN desires to represent reputa- 
ble manufacturers, selling direct to re- 
tail stores a quality line of popular 
priced staple jewelry items or jewelry 
specialties, in the Chicago Area; com- 
mission basis. Address “Circular 1436,” 
Room 1415, Heyworth Bldg., Chicago 2. 





EXTRA lines wanted, top-flight salesman 
representing solid gold line, seeks ad- 
ditional items of high calibre for high- 


est grade jewelry shops, in Metro- 
politan and adjoining areas; commis- 
sion basis. Address “P., 3116,” care 


J C-K. 





SHORT, high grade jewelry line wanted 
by salesman as side line, maintaining 
permanent attractive Chicago Show- 
room, for Chicago and Midwest terri- 
tory; following among Department 
Stores and jobbers. Address ‘Circular 
1439,” Room 1415, Heyworth Bldg., 
Chicago. 





14-K jewelry; do you need experienced 
sales representation from New Or- 
leans and Memphis to El Paso; I 
want quality line, restricted best 
stores; coverage about four times 
yearly; commission; East about 
March 15. Box 5645, Terminal 


Annex, Dallas, Texas. 





MANUFACTURER’S opportunity; well 
known, live wire, experienced sales or- 
ganization, with New York showroom, 
traveling entire U.S.A., with A-1 jobber 
following, is open for an additional cos- 
tume jewelry or metal compact line: 
bonafide manufacturers only; commis- 
er _™ Address “P., 1324,” care 





MANUFACTURERS and_e importers 
representative, establishing office on 
West Coast, desires reputable lines 
jewelry, watches, watch attachments, 
rings, leather goods, etc.; residing 
in New York; available for inter- 
view; will furnish references. Ad- 
dress “S., 2980,”? care J C-K. 





MANUFACTURERS’ representative, with 
permanent, attractive Chicago show- 
room, at 36 S. State St., and strong 
following with wholesalers and de- 
partment stores in Chicago and Mid- 
West, desires manufacturers’ line of 
costume jewelry, compacts or kindred 
items, as side line. Address “Circular 
1435,” Room 1415, Heyworth Bidg., 
Chicago 2. 





MANUFACTURERS’ representative 
with following, and beautiful offices 
and showrooms in best San Fran- 
cisco location, open for non-con- 
flicting manufacturers’ lines to be 
sold to jobbers and retailers; only 
quality lines considered; territory 
covered, Denver West, or portions. 


Address “G., 3011,”’ care J C-K. 





SALESMAN, making change February 
1, interested in a complete jobber’s 
line, consisting of staple jewelry. 
rings, watches, mounted goods, and 
appliances; territory, city of Chi- 
cago and suburbs; have very large 
following and best reputation. Ad- 
dress “R., 3000,” care J C-K. 


CUBAN importers, organization estab- 
lished many years, catering to jew- 
elry, gift stores, interested in re- 
ceiving offers of lines, as represen- 
tative or jobber; advertising at our 
expense; excellent bank and com- 
mercial references. Solis, 316 San 
Rafael, Havana, Cuba. 





SALESMEN, father and son, long di- 
versified selling experience, about 
to establish on Pacific Coast, seeking 
manufacturer’s lines stone rings, 
watch attachments and other gold 
and gold filled items; financially 
able to carry stock if necessary. Ad- 
dress “L., 3102,” care J C-K. 


Side Lines 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











SALESMAN wanted to carry fast mov- 
ing line of ‘sterling charms; various 
sections of country open; commission 
basis; give references. Address “W., 
3065,” care J C-K. 





SIDE line salesman, to carry key chains, 
identification bracelets and bill clips, 


sterling; for Michigan, West Coast, 
Eastern and Southern States. Address 
“C., 3037,” care J C-K. 





SALESMEN for attractive costume jey, 1 
ry line for Southeastern and Middle 
Southern States and West Coast .” 
commission basis; only exDerienced, 
aggressive salesmen, with car and 
large following amongst retail trad 
calling also on smaller towns will ji 
considered; preference given to mes 
who carry one or two non-conflicting 
lines only; write full details, cone 
fidential. Address 3107,” care 


“Pp, 





ee, 
SIDE line salesman wanted with follow. 
ing west of Pittsburgh; prefer One 
covering territory thoroughly, small] 
towns as well as big towns; our line 
consists of popular priced men’s, ladis' 
and children’s stone and signet rings, 
also gold and platinum mountings: 
commission arrangement; all corres. 
pondence will be confidential. Address 
“N., 2996,” care J C-K. 


AGGRESSIVE salesman wanted, to sel] 
foremost ladies’ and men’s rings and 
bracelets, set with semi-precious and 
synthetic stones, to department and 
retail stores; only men presently en. 
gaged in gold jewelry line consid. 
ered; commission basis; many ter. 
ritories open; no objection to non. 
conflicting lines; give full details 
first letter; all replies confidential, 
Address “C., 2988,” care J C-K, 














Help Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





MANUFACTURER’S line, ladies’ and 
gents’ gold wedding rings; sell to 
department stores, large retailers, 
etc.; many territories open. Address 
“S., 1309,” care J C-K. 


SALESMAN, to carry a line of ladies’ 
cocktail bracelets, 14K, for a _ better 
class of trade, Pacific Coast; commis- 
sion basis; write details and _ refer- 
ences. Address “A., 3069,” care J C-K. 


SALESMEN, one for the Middle West 
and one for the East, to carry line 
of platinum and palladium emblem 











FIRST class watchmaker; steady posi- 
tion. Olson Jewelry, Ft. Dodge, Iowa. 


WANTED, first class watchmaker; com- 
mission or salary. A. R. Brandenburg, 
Independence, Iowa. 


EXPERIENCED watchmaker wanted; 
permanent position. Blum’s Jewelers, 
128 State St., Madison 3, Wis. 


EXPERIENCED jeweler desiring perma- 
nent situation, with good pay. Morris 
Kaysen Co., 740 Sansom St., Philadel- 
phia 6, Pa. 


JEWELRY repairman and stone setter 

















: in old established store; large, well 
pins to the wholesale trade. Ad- equipped shop; reference required. Ad- 
dress “R., 3140,” care J C-K. dress “P., 2885,” care J C-K. 

JEWELRY salesman to carry rings PROMINENT, active, custom-made watch 


watch cases and bracelets, in gold and 
platinum, as a side line in conjunction 
with one non-competitive line, in New 
York and New England states. Ad- 
dress “J., 2970,” care J C-K. 





SALESMEN, fast selling side line; al- 
ready have established trade; most 
territories open; only those with good 
following among the better jewelry 
and department stores need apply; 
state territory now covering. Address 
“A., 2781,” care J C-K 





SALESMEN wanted, to represent manu- 
facturer of ladies’ and gent’s 10 and 
14K gold ring line for retail jewelry 
and department stores; commission 
basis; Mid-west and New England 
territories open. Address “R., 3108,” 
care J C-K. 3 


strap manufacturer has _ guaranteed 
territories available; commission basis. 
Address “B., 3029,” care J C-K. 


WATCHMAKER wanted to take complete 
charge of watch repair department; 
permanent position; give full details. 
Write, H. J. Weisser, Waycross, Ga. 


WATCHMAKER for railroad watch _in- 
spection; permanent position; salary 
or commission; business established 42 
years. Address “L., 3113,” care J C-K. 


WANTED, jeweler for repairing and spe- 
cial order work; permanent position. 
Chas. F. Damm, Inc., 703 Main St. 
Buffalo, N. Y. 


WATCHMAKER;; excellent working con- 
ditions with guarantee of $75 per week, 
and commission. S. L. Sather-Jeweler, 
Vernal, Utah. 

















PHILADELPHIA wholesaler, cocktail 
rings, costume jewelry, watch at- 
tachments, pearls, marcasite ear- 
rings; advertised items, small sample 
case; easy selling, any territory. Ad- 


dress “M., 2976,” care J C-K. 





FIRST class sales couple, now covering 
jewelers, department stores, Pennsyl- 
vania, Washington, Arkansas, Texas, 
New Mexico, want gold-filled or wiutch 
line for middle and better trade: if 
satisfactory, exclusively for Middle 
West considered; please write for per- 
sonal interview. Address “N., 3035,” 
care J C-K. 





MANUFACTURERS’ line, three items 
only, outstanding metal wrist watch 
bands to retail for $3. and $5; sell 
to large department stores only; de- 
sire men with quality line following; 
several choice territories open. Ad- 
dress “F., 3010,” care J C-K. 


JEWELER wanted on repair work; top 
salary and pleasant place to work; 
give information in detail, in first let- 
ter. Address ‘‘M., 3077,” care J C-K. 


WANTED, foreman capable of handling 
a jewelry repair and special order 
shop; permanent position. Address “P., 
3056,” care J C-K. 


BUYER-manager wanted, to head jewel- 
ry departments in leading New York 
retail chain; write full details in con- 
fidence. Address “G., 3041,” care J C-K. 




















WANTED, first class watchmaker, per- 
manent position in Northwestern Mas- 
ie.’ Address “J., 3167,” care 
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HELP WANTED—Continued 


LE salesman; one who knows 

RELL AT since, can trim windows, assist 

in buying ; well recommended. Address 
“N,, 3176,” care J C-K. 








A-l salesman, for small progressive 
credit jewelry store, excellent opportu- 
nity for right party. Write, Mandell’s, 
W. 611 Riverside, Spokane, Wash. 





eae 
RT diamond man take full charge 
ee line; all replies strictly con- 
fidential. Address “H., 3152,” care 
J C-K. 


RIENCED diamond man to_ buy 

TT puild diamond line; wonderful op- 

portunity ; substantial old concern. Ad- 
dress “F., 3150,” care J C-K. 








LAY man for windows and interior ; 
— be creative, original and effec- 
tive; progressive southern chain ; write 
for interview. Address “H., 2861, 


care J C-K. 


WANTED, two good watchmakers by old 
established firm, in healthful climate; 
good salary and ideal working condi- 
tions; prefer one stone setter. May 
Brothers’ Jewelry, Clovis, N. M. 


WATCHMAKER, permanent; salary $85 
to $100; experienced on all kinds of 
watches; good opportunity; state ex- 
perience and full particulars in first 
letter. Address “L., 2817,’ care J C-K. 


MATERIAL man, first class, if capable, 
department manager, must be ex- 
ecutive or ability to assume respon- 
sibility. Stanley O. Jacobs Co., 315 
W. 5th St., Los Angeles, Calif. 














WANTED, watchmaker and combination 
man, in well equipped, air conditioned 
jewelry store; can make as much 4s 
you want to. Royal Jewelry Co., Ash- 
land, Ky. 





SALES and advertising manager; com- 
petent man with wholesale jewelry ex- 
perience; give full information and sal- 
ary first letter. Address “V., 3024,” 
care J C-K. 





WANTED, experienced watchmaker, 
school trained, for permanent position 
in New England; ideal working and 
living conditions. M. E. Lockwood, 
Jeweler, Great Barrington, Mass. 


WANTED; first class watchmaker; 
permanent position; railroad watch 
inspector for three large railroads 
in No Carolina. Address “L., 
2657,” care J C-K. 


WATCHMAKERS; trade shop in New 
York will give work out to first class 
watchmakers, no others: write for 
_ Address “N., 1179,” care 








ee 





WANTED, watchmakers and combina- 
tion men in well equipped air condi- 
tioned jewelry store; can make as 
much as you want to. Carter Jewelry 
Co., Leesville, La. 


WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent: state 
age, qualifications and salary expected. 
Address “J., 4321,” care J G-K. 








WATCHMAKER for West Coast posi- 
tion; permanent; good working condi- 
tions; State age and experience. Ad- 
dress “E., 2040,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, permanent position for 
A-1, experienced in high grade Ameri- 
can and Swiss watches, with old estab- 
lished firm in the South at once. Apply 
to Box “M., 4889,” care J C-K. 





WANTED, watchmaker for permanent 

Position; ideal climate, fishing and 
hunting, educational advantages for 
the family; University town; good sal- 
ary. Frank Borg, Missoula, Mont. 





JEWELERS, engravers, setters, jobbing, 
special order, fraternity, permanent ¢v 
nour week and overtime; iarge moa- 
ern shop. Midwest Jeweiry Comyany, 
Oklahoma City, Oklahoma. 


WATCHMAKER, experienced, for per- 
manent position; ideal working con- 
ditions and hours, with old estab- 
lished firm. Rost Jewelry Co., 25 N. 
Illinois St., Indianapolis 4, Ind. 








JEWELRY setter, capable of taking 
charge; wonderful opportunity for 4 
capable man; good salary and plenty 
| oP lta Address “G., 3080,” care 

mm. 





DIAMOND assorter, experienced man 
or woman, expert knowledge assort- 
ing necessary; important diamond 
Po Address “E., 3149,” care 


JEWELER, experienced, who has a 
flair for design, to make ring mod- 
els; good future and well paid. 
Goodman & Co., 42 W. Washington 
st., Indianapolis, Ind. 











JEWELER, first class mechanic on fine 
platinum and gold work; steady posi- 
tion; excellent pay for right man. J. F. 
Valvo, Room 600, Washington Sq. 
Bldg., Philadelphia 6, Pa. 


WATCHMAKER, or combination man, 
for Pennsylvania; permanent position; 
pleasant surroundings; capable of tak- 
ing complete charge of repair depart- 
ment. Address “S., 3181,” care J C-K. 








FIRM, well established, manufacturer of 
gold and silver line, seeks salesmen 
with good connections in department 
stores, fine jewelry and gift stores. Ad- 
dress “G., 2964,” care J C-K: 


WANTED; diamond setter, Seattle, 
Wash.; transportation advanced; ref- 
erences; top salary or commissions; 
hotel room provided; 25 years estab- 
lished. Address “P., 3087,” care J C-K. 








WANTED, experienced watchmaker, ring 
sizer and engraver; opening new high 
type store about March 15: write all 
details in your first letter. Box 588, 
Rapid City, S 





WANTED experienced jewelry repair man 
for immediate employment; write all 
details, including salary desired in first 
letter. Adel Jewelers, Box 107, Rapid 
City, S ’ 





MAN, experienced sorting, grading and 
mounting diamonds; good opportunity 
for advancement; state salary, refer- 
ences. Address, Spear & Susskind, 1 
Sabin St., Providence, R. I. 





WANTED combined jeweler and stone 
setter; must be good workman to take 
charge of shop; references required ; 
good opportunity; top salary, or salary 
and commission. Address “K., 2971,” 
care J C-K. 


DIAMOND man wanted; capable 
young man who knows how to as- 
sort and assist in the purchase of 
diamonds; good future assured. 
Kaspar & Esh, Inc., 126 W. 46th 
St., New York City. 


WANTED, three experienced watch- 
makers, one who can take care of 
store, also one clockmaker; weekly sal- 
ary or piece work; high grade work 
at good prices. Frank Laine, 667 Han- 
cock St., Quincy, Mass. 











WATCHMAKER, or combination watch- 
maker and jeweler, or light engraving: 
steady position; excellent opportunity 
for good wages. Write me soon, Carl 
os Rose, 826 Calhoun St., Fort Wayne, 
nd. 


WATCHMAKER; permanent; _ top 
working conditions, above average 
postwar possibilities; old estab- 
lished firm; salary or 40 hours, 
plus time and a half; very desirable. 
Hughes & Son, Inc., Lima, Ohio. 





WANTED, watchmaker and engraver; 
$75 week guaranteed and all overtime 
you want to muke; plenty of good 
clean work in nice air conditioned store. 
J. L. Albriton, 418 East Capitol, Jack- 
son, Miss. 


WATCHMAKEK ‘wanted, capable o 
taking complete charge of repair 
department; will pay $85 to $100 
per week; give references in first 


letter. Neiman’s Jewelers, Charlotte, 


WATCHMAKER or combination watch- 
maker and light jewelry repairing, 
good steady position; salary $80 a 
week; Fort Wayne, Ind.; you will be 
pleased to locate with us. Address “P., 
1931,” care J C-K. 











WANTED jeweler, special order work 
and repair man, also letter engraver; 
excellent pay with pleasant working 
conditions and steady job. Address 
Star Jewelry Co., 600 Southern Stand- 
ard Bldg., Houston 2, Tex. 


WATCHMAKER, man from 35 to 45 
who wants permanent position with 
old established firm, in central 
Iowa; population 6500; good sal- 
ary, nice working conditions. Ad- 
dress “E., 2991,” care J C-K. 


WANTED, optometrist with Minnesota 
license; exceptional position for good 
man who is interested in a good pay- 
ing proposition, for the present, and 
an assured future. Address “T., 2891,” 
care J C-K. 


WANTED, first class watchmaker, 
must be good mechanic; permanent 
position; starting salary $125 per 
week, for 48 hours; pleasant condi- 


tions, in Memphis, Tenn. Address 
“J., 3153,” care J C-K. 


WANTED, experienced watchmaker, also 
second watchmaker; permanent posi- 
tions; good pay: ideal working. condi- 
tions; give full particulars and refer- 
ence. Billmeier Jeweler, 112 S. Jeffer- 
son Ave., Saginaw, Mich. 


SALESMAN wanted, now calling on the 
retail trade, to carry line of expansion 
watch bracelets imported from France; 
advise lines now carried and territory 
covered; commission basis. Address 
“R., 3027,” care J C-K. 


WANTED at once, polisher, $1.25 per 
hour; jeweler, $1.85 per hour; dia- 
mond setter, $2.25 per hour, or 
combination jeweler and _ setter, 
$2.75 per hour. Address “N., 3168,” 
care J C-K. 


WANTED, salesman calling on jewelry 
departments of chain, variety and de- 
partment stores: we have some fast 
selling popular jewelry numbers, retail- 
ing $1 to $3; excellent repeaters. Ad- 
dress “H., 2695,” care J C-K. 


WATCHMAKER wanted in long estab- 
lished jewelry store; share in profits 
of your work; $85 week guaran- 
teed; first class references required; 
send photo with application. C. 
Schomburg & Son, Columbus, Ga. 


WATCHMAKER, capable of taking com- 
plete charge of store; good salary; 
wonderful opportunity to acquire in- 
terest in the firm: write for further 
details. Jones & Whetsell, Elkins, 
W. Va. 

HAVE openings for two good watchmak- 
ers and one clockmaker; all three are 
good paying positions and provide an 
opportunity to become interested in 
the | enone Write “T., 2909,” care 
J 



































TWO watchmakers, permanent, for 
Middle West; $100 a week; good 
opportunities: able to repair all 
makes and sizes of watches; state 
full particulars in first letter. Ad- 
dress “K., 2816,” care J C-K. 
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SALESMAN, choice territories still open, 
to sell finest veterans’ discharge em- 
blem, 10 karat gold ring; other items 
to be added; commission basis; list 
qualifications and territories. Address 
“N., 3114,” care J C-K. 





WANTED, experienced and capable 
watchmaker; good salary and working 
conditions; real live town of 10,000 in 
North Carolina; state age and furnish 
references. Address “H., 3099,” care 
J C-K. 


JEWELER on platinum and gold mount- 
ings,. of the better grade; 10 or more 
years’ experience; a very fine chance 
for rapid advancement; fine city; fine 
shop and good pay. Address “T., 3079,” 
care J C-K. 





WATCHMAKER wanted; _ permanent 
position, best of working conditions; 
air conditioned shop; salary starts 
at $100 per week; you may wire 
or call at our expense for further 
particulars. Hillman’s, 612 Wabash 
Ave., Terre Haute, Ind. 





WE have two, we want two more watch- 
makers; air-conditioned store; ideal 
working conditions; salary $85 to $100 
to start, according to ability; expenses 

e paid for interview. MHerbert’s, Your 
Jewelers, Corner 58th St. & 7th Ave., 
Kenosha, Wis. 





JEWELRY foreman: we need an ex- 


perienced jewelry foreman for pro- 
duction ring factory, or a jeweler, 
thoroughly experienced in all 


branches, with ambition and execu- 
tive ability. Goodman & Co., 42 W. 
Washington St., Indianapolis, Ind. 





WATCHMAKER: A-l mechanic for 
long established retail store; very 
good salary; New York City; steady; 
references required; write for in- 
terview. Address “V., 3063,” care 
J C-K. 


WANTED, all around jeweler and 
stone setter, for general repair and 
few special order jobs; pleasant 
place to work; $3 per hour; time 
and half for overtime. Address “M., 
3083,”’ care J C-K. 


EXPERIENCED watchmaker wanted in 
old reliable jewelry store; state salary 
and references; year round position; 
ideal working hours; reply at once. 
H. Hyman, 703 Cookman Ave., Asbury 
Park, N. J. 











WATCHMAKER for modern air-condi- 
tioned store; top salary, or commis- 
sion; extra cleaning machine, for home- 
work, on commission; make all extra 
time you want. Rester’s Jewelry Store, 
Bogalusa, La. 


WATCHMAKER, must be A-] me- 
chanic understanding close rating 
of railroad -work; permanent, year 
round position, with old established 
firm; $75 week; ideal working con- 
ditions. John K. Shacklett, New 
Smyrna Beach, Fla. 








WANTED, retail salesman with thorough 
knowledge of diamonds and watches; 
must have all qualifications for top 
man; liberal salary, with opportunities 
for fast advancement. Communicate 
with, Mr. G. Felstein, c/o Hillman’s, 
612 Wabash Ave., Terre Haute, Ind. 





JEWELRY chain; man wanted with thor- 
ough experience in every branch of 
manufacturing soldered and unsoldered 
chain; we have exceptional proposi- 
tion for the right party; replies will be 
strictly confidential. Address “H., 2966,” 
care J C-K. 


EXPERIENCED jeweler and diamond 
setter for one of New Orleans’ larg- 
est jewelry stores; excellent hours, 
pleasant working conditions, perma- 
nent position; salary $125 per 
week; references required. Address 
“M., 2929,” care J C-K. 


EXPERIENCED diamond man for retail 
credit jewelry store; must be aggres- 
sive, have complete knowledge of dia- 
monds and capable of assuming full re- 
sponsibility ; good salary with excellent 
eo. Address “L., 2995,” care 











EXPERIENCED credit man, capable of 
supervising credit departments in chain 
or retail credit jewelry stores; excel- 
lent opportunity, with good salary, for 
one who qualifies; give detailed infor- 
mation as to qualifications, experience, 
etc. Address “J., 2994,” care J C-K. 


MERCHANDISING Manager; permanent 


position for first class man; must know 
inventory control methods; wholesale 
experience preferable but not neces- 
sary; state salary and all details first 
letter. Meyer Jewelry Co., Kansas City 
6, Mo. 





TRAVELING men calling on department, 


jewelry and drug stores; a beautiful 
fast, selling metal compact, silver cr 
gold, 4” size; popular price; are now 
in tremendous demand; 10% commis- 
sion; airmail complete information. 
A. P. Neer, 330 South Wells, Chicago 6. 





WANTED watchmaker, capable of tak- 


ing complete charge of repair de- 
partment in old established store, 
in the state of Massachusetts; give 
references and state salary wanted 
in first letter. Address “S. 3022,” 
eare J C-K. 





JEWELER, first class, wanted, to take 


charge of a medium sized shop pro- 
ducing mountings, wedding rings, etc. ; 
capable man with experience, and 
American, will have a fine opportunity 
in a manufacturing plant; reply in de- 
tail. Address “Q., 3078." care J C-K. 





ATTENTION diamond setters; also light 


jewelry repair; highest salary; perma- 
nent position; references, experience ; 
strict confidence; wholesale; estab- 
lished 40 years. Samuel Gordon, Liberty 
National Bank Bldg., Oklahoma City, 
Okla. 





YOUNG man as assistant to manager 


in modern retail jewelry store lo- 
cated in Southern Ohio; state exper- 
ience and qualification in first let- 
ter; advancement assured; all cor- 
respondence confidential. Address 
“L., 3049,” care J C-K. 





SIDELINE 


salesmen, new _ syndicated 
birthstone advertising service for jewel- 
ers; mats and exclusive publication 
rights will sell on sight to one jeweler 
or newspaper in each town; substantial 
commission. Baker Advertising Agency, 
3302 Dodge St., Omaha, Neb. 





WATCHMAKER, permanent position; 


chance for advancement; can ar- 
range either straight salary, or com- 
mission basis; for present will work 
as second man; write giving full in- 
formation showing experience, ref- 
erences, etc. Brownlee Jewelers, 108 


S. Tryon St., Charlotte, N. C. 








WATCHMAKER; a real opportunity 


for a first class watchmaker to 
secure a permanent position, with 
a very liberal salary, or on a per- 
centage basis; ideal working condi- 
tions in a large, fine old jewelry 
concern. Lux, Bond & Green, Inc., 
Hartford, Conn. 


WATCHMAKER, and watchmaker ang 
plain engraver wanted; good Posi. 
tions for competent men; pleasant 
working conditions; mild climate. 
all applications held strictly cong. 
dential. Hixson Jewelry Co., El 
Paso’s Oldest Quality Jewelers, 118 
Mills St., El Paso, Texas, 





WE HAVE the following openings iy 
our store; watchmaker, jewelers any 
engravers, opticians and front man, 
this is in a town with a populatio, 
of about 20,000, not an industria} 
town, with a firm founded in 1875, 
ed & George, Charlottesville, 

a. 





WANTED young watchmaker, returned 
service man preferred; front man jn 
large, old established store in South, 
take in and deliver work; must hay 
education and appearance to meet bet- 
ter class trade; permanent guaranteed 
future; excellent starting salary. Ad- 
dress “J., 1455,” care J C-K. 





OPPORTUNITY for an ambitious young 


man, with jewelry background, to join 
a fast growing chain organization lo- 
cated in New York state; must show 
initiative and be able, with capable 
training, to fit himself into a respon- 
sible position within a _ short time. 
Address “W., 2912,” care J C-K. 





JEWELER; production ‘manager for es- 


tablished New York firm, must have 
experience in manufacturing styled 
jewelry in bracelets, brooches and ear- 
rings; tooled and casted; fine oppor- 
tunity for suitable person; staté fully 
experience and references. Address “G., 
1618,” care J C-K. 





JEWELRY store manager to operate new 


store in Baltimore, Md.; thoroughly ex- 
perienced in every phase of credit 
jewelry business; sales, merchandising, 
advertising and have executive ability; 
good salary; permanent position; give 
full particulars in application. Address 
“RF, 2992," care J C-K. 








WATCHMAKER; capable of taking 
complete charge of repair depart- 
ment; must have education and ap- 
pearance to meet better class trade, 
in one of New Haven’s finer stores; 
give references in first letter. A. J. 
Siegel, Inc., 954 Chapel St., New 
Haven, Conn, 





JEWELER-diamond setter, special order 


work; permanent; pleasant surround- 
ings; well equipped shop; good light; 
practically your own boss; good salary 
and commission; 40 hours a week; old 
established firm; high class trade in 
wealthy section. Address “L., 2972,” 
care J C-K. 





WANTED, buyer and manager, _thor- 
oughly experienced watch and jewelry 
line, selling ability, capable assuming 
full responsibility; New York whole- 
sale jewelers and importers; excellent 
opportunity for right party; first class 
references required. Address “C., 1341,” 
care J C-K. 





SALESMAN; high grade sterling silver 
costume jewelry line; a few established 
territories open; no objection to other 
non-conflicting lines; experienced men 
only with following in better retail 
jewelers and department stores ;-: gener- 
ous commission; real earnings assured. 
Address “O., 3106,” care J C-K. 





EXPERIENCED salesmen, with follow- 
ing among department and jewelry 
store buyers, wanted to carry very 
outstanding costume jewelry line, ster- 
ling and rhinestones; several territories 
open; commission basis; please write 
full details and references. Address “L., 
3111,” care J C-K. 
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AKER, wanted to take com- 
ee of the department; per- 
manent position with a fine future; 
excellent working conditions; estab- 
lished 1868; write full details, age, 
experience, references and salary 
expected. Taylor’s Jewelry Store, 
115 Park Ave., Plainfield, N. J. 














TRAVELING supervisor to assume com- 
> responsibility and develop jewel- 
ry departments; six units operating 
now in southern states and desires 
further expansion ; requires good per- 

ability to train personnel, 


it 
Pl promotions and advertising ; 
firm; excellent future; salary 


po) commission. Address “F., 2860,” 
care J C-K. 








TED: first class watchmaker, en- 
ba ao and jewelry repairman for & 
fine. jewelry store; if you are either 
one or a combination man, please con- 
tact us at once and give particulars in 
letter; salary no object; expenses paid 
to investigate this position; this is a 
permanent position; all replies strictly 
confidential. Orwant Jewelers, 315 
Third St., Wausau, Wis. 





SALESMEN for high grade sterling 
silver costume jewelry line; resident 
men in territory preferred, with car; 
experienced men only with following 
retail jewelers, department stores, spe- 
cialty shops, etc.; generous commis- 
sion basis; prominent house; give full 
details, territory covered, etc.; no ob- 
jection to non-conflicting lines. Ad- 
dress “E., 2803,” care J C-K. 





WATCHMAKERS, we are located in the 
health spot of Texas and we think you 
will like it here; our position offers 
good salary, pleasant working condi- 
tions and permanency; our require- 
ments are capability, honesty and so- 
briety; we established in 1875; if in- 
terested write us for further informa- 
=. H. Krezdorn & Son, Seguin, 
exas. 





WANTED watchmaker, first class, man 
who has had general jewelry store ex- 
perience, with managerial ability, who 
is looking for a permanent position 
with future, in first class store; not 
over 40; good habits; must furnish 
first class reference; not interested in 
floaters or sots; wonderful opportunity 
for the right man. Address “L., 3164,” 
care J C-K. 





WANTED, watchmaker; first class me- 
chanic capable of taking charge of 
repair department with an old, es- 
tablished firm; previous watch- 
maker, retired, earned $150 weekly ; 
send full particulars, in first letter 
to Frank B. Bush, Jacobs Jewelry 
Co., 12 Areade Bldg., Nashville, 


Tenn. 





SALESMAN to call on retail and credit 
jewelers for Iowa, Nebraska, Kan- 
sas, Missouri and Oklahoma; 10% 
commission basis; choice wholesal- 
er’s line of gold and gold filled jew- 
elry; Providence firm; no objections 
to non-conflicting side line; write 
giving references and all details; 
territory includes all active accounts, 


Address “‘N., 2973,” care J C-K. 





MERCHANDISE man to take complete 
charge of all merchandising for chain 
of retail credit jewelry stores; must be 
thoroughly experienced and fully capa- 
ble of buying and merchandising; sal- 
ary ten to twenty thousand per year; 
give complete details as to qualifica- 
tions, age, previous experience, etc, Ad- 
dress “H., 2993,” care J C-K, 





WATCHMAKER wanted; first class; 
home owned store; would like man 
capable assuming responsibility in re- 
pair department and eventually manag- 
ing same; diamond setter and engraver 
preferred, but not necessary, if a good 
workman; state starting salary ex- 
pected. Kirkman’s Jewelry Store, 
Anderson, Ind. 


HEAD watchmaker wanted to take 
complete charge of the Watch Re- 
pair Department of one of Con- 
necticut’s leading jewelry concerns; 
liberal salary and permanent posi- 
tion; all of our employees have 
been notified of this advertisement; 
also need several first class bench 
watehmakers. Address “T., 3183,” 
care J C-K. 


SALESMEN; live wires for Southern 
States, Middle West, Western States, 
Southwest and other territories; make 
big money representing old established 
gold and platinum ring manufacturers 
and watch importers; large active 
trade; commission basis; replies con- 
fidential. Suite 2103, 535 Fifth Ave., 
New York 17, N. Y. 











WANTED, watchmaker capable of doing 
railroad work; must have own tools 
and able to furnish good references; 
have positions open in Flagstaff, Wil- 
liams, and Wickenburg, Arizona; $75 
per week; this job is permanent with 
plenty of opportunity for advancement. 
Townsend Jewelry Co., Flagstaff, Ari- 
zona. 





WE want an experienced salesman, 
for retail jewelry; right man can 
make $5000 to $7000 to start; must 
know diamonds and jewelry value, 
merchandising and _ salesmanship; 
references required; this is a mar- 
velous opportunity for the right 
—_. Address “T., 3023,” care 
J C-K. 





WATCHMAKER, work in modern jewel- 
ry store in small attractive town, 
Adirondack Mountains, N. Y.; popular 
vacation town with all year industry; 
two qualifications absolutely necessary, 
honest and competent; willing to pay 
good salary; permanent; owner de- 
sires to devote more time selling. H. W. 
Rathbun, Jeweler, Ticonderoga, N. Y. 





SALESMAN: one of America’s fore- 
most manufacturers of nationally 
advertised costume jewelry has 
openings for salesmen, to call on 
jewelers and department stores; we 
seek top notch men with established 
followings, in this line only; splen- 
did earnings assured; commission 
basis; send complete details and 
references in strict confidence. Ad- 


dress “B., 2987,” care J C-K. 





JEWELER on repair and some special 
order work, also setter; give all in- 
formation in first letter; if we can 
get together on price I'll pay trans- 
portation and top salary, or com- 
mission for one week; at the end of 
that period Ill know if you can do 
the work and you can see how I 
treat the boys. Modern Design Jew- 
elers, 513 Farley Bldg., Birming- 
ham, Ala. 


REPRESENTATIVE, with a following 
in Middle West, is wanted by manu- 
facturers of an important diversified 
line of platinum diamond ring sets, 
diamond ring mountings, diamond 
wedding rings, diamond watches, 
diamond attachments, etc.; most 
goods ready for delivery and good 
opportunity; also one for the West 
Coast. Address “M., 3134,” care 
J C-K. 

WATCH case designer and model 
maker; a long established manufae- 
turer seeks the services of an experi- 
enced watch case designer and model 
maker; will make it attractive in- 
sofar as remuneration and advance- 
ment is concerned for the right 
man; excellent working conditions 
in a new plant; applicant requested 
to write full details and qualifica- 
tions; all correspondence will be 
strictly confidential. Address “N., 
2977,” care J C-K. 


WANTED, jewelry and appliance man- 
ager; the man we will select will have 
a thorough knowledge of the retail 
jewelry and electrical appliance busi- 
ness, buying, selling advertising, etc. ; 
this position is open in Maine’s leading 
furniture store which has operated 
these departments’ successfully for 
many years; will have full responsi- 
bility; good salary and commission to 
the right man; all replies held in 
strictest confidence. Address “Es 
3072,” care J C-K. 











SALESMEN — UNUSUAL opportunity 
—importer of one of the world’s 
leading Swiss watches, seeks sales- 
men for several open territories 
throughoat United States, selling 
only to exclusive cash stores; excel- 
lent opportunity for permanent, lu- 
erative association; write complete 
details, past experience and terri- 
tories covered. Address “J., 3109,” 
care J C-K. 





RETAIL jewelry salesman; we are in- 
terested in obtaining the services of 
a high grade experienced jewelry 
salesman; this is an excellent op- 
portunity for a man who is aggres- 
sive and has ability to work in a 
large store, that has been established 
over 59 years; earn top salary with 
best working conditions; no night 
work; our store hours are 9 to 5:15 
daily, including Saturday: give com- 
plete information in first letter. Rost 
Jewelry Co., 25 N. Illinois St., In- 
dianapolis 4, Ind. 


For Sale 


Stores, Stocks and Businesses 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











BECAUSE of illness, must sell jewelry 
store, located in live Western Washing- 
ton town; inventory approximately 
$7,500. Abramson’s, Hoquiam, Wash. 





OPTOMETRIST; wanted by long es- 
tablished jewelry company, 27 years 
in business: 60 employees in organ- 
ization; salary $350 monthly and 

% commission, on volume; should 
make $500 to $600 a month; located 
on corner, in new air-conditioned 
building, in center of shopping dis- 
tricts; we are heavy advertisers; this 
is a splendid opportunity. Address 
*J., 3015,” care J C-K. 





FOR SALE, jewelry store in New York 
State, city of 325,000; modern fixtures, 
clean stock; excellent opportunity to 
step into a reputable, established going 
business; no dealers. Address “G., 
2614,” care J C-K. 

FOR SALE, old established, well equipped 
jewelry shop, specializing in the manu- 
facture of school- and college jewelry; 
excellent reputation and doing well: 
forced to sell on account of advanced 
age. Address “H., 3042,” care J C-K. 
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GOOD opportunity for returned ex-ser- 
vice man to locate in a live town, in 
Metropolitan New Jersey; good loca- 
tion in heart of town among up-to-date 
stores; excellent reason for’ selling. 
Address “B., 3036,” care J C-K. 


FULLY equipped jewelry trade shop for 
sale; established 25 years; located in 
central New York; more work than 
can be handled by four men; reason 
for selling, ill health. Address “R., 
3058,” care J C-K. 


ESTABLISHED jewelry store in north- 
ern Arizona; healthiest climate in the 
world; thriving town, 30,000; yearly 
business, inventory, fixtures, long lease, 
good will, $25,000; partners retiring. 
Address “Y., 3068,” care J C-K. 


FOR SALE, established pawn shop, di- 
amonds, watches, jewelry; downtown 
location; low rent; $25,000 cash, 
for stock, equipment, lease, fixtures; 
big opportunity. Bonded Loan Co., 
317 Michigan Ave., Detroit 26, Mich. 


JEWELRY store, located in Cincinnati, 
Ohio, on downtown corner; grossed 
$65,000 in 1945; some credit accounts; 
established since 1930; owner ill; sell- 
ing at inventory, $25,000. Mr. Siegel, 
| ge St., Cincinnati 2, Ohio. Ch. 

fo. 


WILL sell, because of sickness, in Cleve- 
land and Akron, Ohio, located in 
national chain stores, two general 
jewelry and watch and jewelry repair 
departments, or three watch and jewel- 
ry repair departments. Address “W., 
3003,” care J C-K. 


EXCELLENT opportunity to buy long 
established, reputable jewelry store in 
Florida; store completely equipped and 
in good location; will sell at inventory 
cost, plus fair value of fixtures and 
accounts; cash only. Address “K., 
3156,” care J C-K. 


MUST sell at once jewelry and optical 
business; separately if desired; large 
store, low rent; good lease; best loca- 
tion in town of 9000; stock, fixtures 
and equipment valued at cost, about 
$4,000; will accept $3,500, or best offer; 
owner retiring. Gould, 459 Main St., 
Metuchen, N. J. Call or phone Me- 
tuchen 6-1242. 


EXCELLENT opportunity to buy an 
old established jewelry store, with 
or without stock; located in New 
York City; best reputation; all the 
watch, clock and jewelry work you 
can do; owner wants to retire; do 
not apply unless you have the cash 
to purchase this business. Address 
“A., 2984,” care J C-K. 

FOR SALE jewelry store, good location 
for manufacturing jeweler, in office 
building; low rent; last year’s busi- 
ness sales, $22,000; repairs, $13,000; 
will take $15,000 to handle, for stock 
and fixtures; also will work part time 
for good bargain; no tricks, or try to 
get rich deal; location East Texas, 
wx growing. Address “T., 3141,” care 
































SMALL jewelry store in town of about 
3000 population with trade area of 
about 20,000; no other jeweler closer 
than Savannah, with a good repair 
business; also wonderful opening for 
good radio man; plenty room in store 
for this; cheap rent; one of the best 
locations in city; $3,000 will handle 
this. P. O. Box 95, Glennville, Ga. 


FOR SALE modern and up-to-date jewel- 
ry store in a progressive small town 
of 8500, with a drawing of 25,000 buy- 
ing population with only 15 miles from 
Philadelphia on Jersey side of the 
Delaware River; this is the only jewel- 
ry store in town and is situated in 
the heart of the shopping center of 
town; price $25,000 with stock and fix- 
tures, including signs (Neon); reason 
for selling, other big interests in dis- 
tant States. Address “M., 3112,” care 





ONLY jewelry store in town of 14,000, 
in one of wealthiest counties per capita 
in Texas; ranching country on Mexican 


frontier; semi-tropical climate; de- 
lightful winters; hunting and fishing; 
store established 35 years ago; a con- 
sistent money-maker; under average 
conditions will gross from $45,000 to 
$50,000 annually; past four years has 
averaged $90,000 annually; inventory 
$25,000; owner wishes to retire; to 
be sold to a worthy successor only, 
who can fit into our community life 
in all its phases and uphold reputation 
store has maintained since its incep- 
tion. S. E. McMath, Del Rio, Texas. 





MANUFACTURING plant is now being 


offered for sale; an old established 
firm with a wonderful reputation 
and doing a national business; a 
wonderful opportunity for a prac- 
tical jeweler who has financial back- 
ing; have always enjoyed a good 
business and same could be in- 
creased many times; only reason for 
selling, owner wishes to retire; will 
require approximately $135,000; 
give full particulars when answer- 
ing this ad. Address “J., 3076,” 
care J C-K. 





ARE you interested in buying stock, fix- 


tures and material and continuing to 
operate small quality jewelry store, es- 
tablished over 21 years, in same loca- 
tion, same owner; located in city over 
300,000, Western New York; store 
situated in an outlying neighborhood 
theatre building in good trading area; 
low overhead, clean, saleable stock; 
unexcelled reputation for reliability; 
good going business; this is a real op- 
portunity and an ideal arrangement 
for a watchmaker with sales experi- 
ence, to own and operate; plenty of re- 
pairs at good prices; good reason for 
selling: price $12,000; terms cash. Ad- 
dress “‘N., 3105,” care J C-K. 





For Sale 


Tools, Equipments, Merchandise 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





SAWS, Swiss yellow 4/0—#2; staffs, 


stems, mainsprings. H. Greenberg, 
1242 45th St., Brooklyn 19, N. Y. 





SAFES—jewelers, with and 


without 
burglar proof chests, also with and 
without drawers. Mike Krasilovsky, 
Safe & Machinery Movers, Showroom, 
245 Canal St., New York 13, N. Y. 





COMPLETE watchmaker’s tools, lathe, 


bench, Paulson Mercury electric solder- 
ing machine, five material cases and 
lots of material, staffs, jewels, springs, 
ete. Address “K., 3048,” care J C-K. 





MANUFACTURERS of unmounted plati- 


num mountings and gold mountings at 

popular prices; no castings. Joseph 

aan Co., Inc., 93 Nassau St., New York 
ty. 





ARCH CROWN celluloid and parch- 


ment tags, available in all colors 
and sizes; send for catalog: factory 
and office moved to 277 Halsey St., 
Newark 2. N. J. 





SEACRAFT jewelry; hand 


made 
brooches, earrings, necklaces; dainty 
designs and colors; ideal for Summer 
gift trade; prompt delivery. Barnes 
Shell Shop, P. O. Box 671, Muskegon, 


Mich. 





ONE dozen Ingersoll pocket and wrist 


watches, not running, $9; five Swiss 
wrist watches, in white cases requir- 
ing some repairing, $15; in yellow 
cases, $25. B. Lowe, Holland Bidg., 
St. Louis 1, Mo. 





TEN Swiss wrist watch movements, for 


material, $10; five Elgin, Waltham, 
Illinois or Hampden, 18 size move- 
ments, for material, $10; three 16, 12 
or 0 size, $10. B. Lowe, Holland Bldg., 
St. Louis 1, Mo. 








MANUFACTURERS of assembled 14K 


yellow gold pierced ear wires, and 19K 
and 14K yellow gold assembled French 
screw back ear wires, for unplerced 
ears: immediate delivery. Joseph Ring 
Co., Inc., 93 Nassau St., New York City. 








NEW AND USED wheel cutters; slid. 
rests; lathes and attachments; cash 
paid for used watchmakers’ lathes 
and attachments. R. P. “Dick” 
Gallien, 220 W. Sth St., Los An. 
geles, Cal. 








MI-CONCAVE crystals, sizes 7 to 2) 
141 sizes, 35c. dozen; 100 lentilles 
bracelet sizes $2.49; 100 Genevas $1.9. 
100 case screws 0 to 18 size 79c.; stems, 
crowns, staffs, jewels, etc.; send for 
bargain bulletin. Beck Bros. Lay 
Bldg., Fort Wayne, Ind. 





GENUINE handmade Navajo and Zuni 
Indian jewelry, bracelets, rings and 
earrings, set with turquoise and pet. 
rified wood; wholesale prices to jew. 
elers. Write, Martin’s Watch Shop, 
318 S. Vassar, Albuquerque, New 
Mexico. 








RING tags, you can scratch the prices 
on, write on with ink, wash ring and 
tag brilliantly clean, retaining price 
marks; in blue, green and white; tags 
for ladies’ rings, $5.50; men’s, $5.75; 
packed 1000 to box; scratch pen, or 
pen and ink included; made of cellu- 
loid. E. Pergament, 3224 Grand Con- 
course, Bronx, New York. 





JEWELRY, gem cutting, metalcraft; 
new, complete illustrated book cov- 
ering cutting, polishing, mounting 
gems, metal, jewelry work, ete.; 
many fascinating modern designs; 
287 pages, $2.75 postpaid; money 
back guarantee; we supply tools, 
materials at lowest cost. Modern 
Technical Book Co., Dept. M2CK, 
55 W. 42nd St., New York 18. 





FIXTURES for complete jewelry store; 
approximately 20 show Cases, fluores- 
cent lighting above each show Case; 
approximately 20 ceiling fixtures; ap- 
proximately eight fluorescent window 
fixtures; panels on walls for entire 
space of 200 ft.; two large safes; an 
ideal set-up for a Jewelers Exchange; 
must be seen in order to appreciate; 
available May 1, 1946. Write, M. 
Kalish, 11 John St., New York City, 
or call Rector 2-0542 or Wadsworth 


7-5477. 





ENTIRE fixtures for complete jewelry 
store; genuine walnut; nine latest 
type floor cases with interior fluores- 
cent lighting, wall panels and cases, 
watchmaker’s booth, all in first class 
condition; available for July Ist de 
livery. Reid’s Jewelers, 15 E. State 
St., Trenton 8, N. J. Phone Trenton 
5829. 





JEWELRY CARDS for rings, pins, 
brooches, lockets, pendants, lavaliers, 
bar pins, earrings, watches, bracelets, 
wrist bands, etc., and displays for 
counter sales. Dauer Printing Co. 
America’s foremost card manufactur- 
ers, jewelers’ printed display supplies, 
31 E. 22nd St., New York 10, N. Y. 
Algonquin 4-2174-5. U. S. parcel post 
makes us your next door neighbor; 
let’s get acquainted; write for sam- 
ples. 





JEWELERS! read carefully; this is im- 
portant; in stock for immediate de- 
livery, watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes ; complete 
stock books for diamonds, watches, 
jewelry; diamond guarantees; daily re- 
port sheets; complete credit forms: 
business stationery; window priced 
cards; if not in stock we will make it. 
Dauer Printing Co., manufacturers, 
headquarters for jewelers; printed sup- 
~~ of every description; 31 E. 22nd 

t., New York 10, N. Y.; estimates 
given; write for samples; a good house 
to get acquainted with; U. S. parcel 
post delivery service, makes us your 
7. oe neighbor. Phones Algonquin 
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For Sale 














HANDIEST new tools for jewelers, 
watchmakers, engravers, lapidarists ; 
Tungsten carbide tipped engraver 
guaranteed to cut hardened steel 
balance staffs; long point for long 
life, $5; diamond laps, 1” diameter 
to keep engraver sharp and to trim 
and shape precious stones (Diamond 
laps made up to 10” diameter, for 
fast production cutting), $10; pol- 
ishing laps for precious stones 534” 
diameter, $6.50; 10” diameter, $10; 
diamond lapidary drills 142 and 2 
mm., $6.50; diamond reamers (to 
drill fast and enlarge holes in onyx, 
jade, other precious and hard stones, 
and crystals), $6.50; diamond pen- 
cil and scriber (for marking any 
hard object), $3; diamond saws for 
sawing precious stones 1” to 10”, 
prices on request; all tools are great 
time savers and pay for themselves 
many times over in faster produc- 
tion; your check with order assures 
prompt delivery. Action Diamond 
Tool Co., 125 W. Hubbard St., Chi- 
cago 10, Ill. 








Business Opportunities 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc.. 
must furnish trade references An- 
nouncements must pase the strict cen- 
sorship requirements of The Jewelers 
Circular-Keystone. 





WANTED to buy, by veteran, jewelry 
store in town 4000 to 10,000 popula- 
tion, in Mid-West; will pay cash. Ad- 
dress “P., 3137,” care J C-K. 





GORDON BROTHERS, cash buyers of 
complete jewelry stores and surplus 
Stock; for details see our advertise- 
ment page 35. 





WANTED to buy a jewelry store or gift 
shop in the Middle West, in a town of 
15,000 or over; will pay cash. Paul 
Vermillion, 609 W. Jefferson St., 
Alexandria, Ind. 





WANTED to purchase, well located 
jewelry store in city of 15,000 or 
larger; Ohio, Pennsylvania area pre- 
ferred; will pay cash. Address “R., 
3119,” care J C-K. 





CHEMICAL engineer, specialized in pre- 
cious Metals, wants to purchase or in- 
vest in well established refining busi- 
ness, in precious metals. Address “G., 
3169,” care J C-K. 





WANTED, lively jewelry store, prefer- 
ably East coast; investment $5000 to 
$10,000; must stand investigation: will 
provide references. Address “M., 3175,” 
care J C-K. 





CASH for diamonds, watches and jewel- 
Ty; established 40 years; send surplus 
stock for cash estimate; bank refer- 
ences. Emil Noel, 29 E. Madison St., 
Chicago, III. 


HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 


Tralson. Suite 402, 209 S. State St.. 
Chicago. 








WANTED, small jewelry store for watch- 
maker; good location; reasonable rent; 
Florida, Georgia or Southwest; prefer 
town around 25,000 or less; good re- 
pairs and sales combination. Address 
“P., 3179,” care J C-K. 


WANTED, established jewelry store; I 
will pay highest cash price as I will 
continue on business; must have good 
lease and reputation; any correspond- 
ence confidential. Address “G., 2370,” 
care J C-K. 


COLMES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 


EXPERIENCED, credit jewelry store 
manager, recently discharged from 
army, would like to purchase jewelry 
store in city of 50,000 population; will 
consider partial investment, with re- 
liable persons. Address “E., 3073,” 
care J C-K. a] 

WANTED to purchase, by individual, 
jewelry store in Indiana, Michigan, 
Ohio, Pennsylvania or West Vir- 
ginia, in town of 10,000 or more 
population; will pay cash. Address 
“A., 3143,” care J C-K. 

SUCCESSFUL, well rated, aggressive 
credit jeweler, operating two stores, 
has plans and survey for opening sev- 
eral stores in southeast; wishes to 
form organizaton with watch importer 
and jewelry manufacturers; have wide 
awake ambitious staff. Address “D., 
3096,” care J C-K. 

SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures o: 
estates for cash; my direct outlet en- 
ables me to pay you higher prices, 
bank and trade references of the high- 
est character. Write 15-17 Maider 
Lane, New York. Telephone, Rector 
2-5928. 

WANTED, a partner in a jewelry busi- 
ness, in a large southern city now 
operated by one proprietor; present 
volume is $300,000 yearly, and re- 
quires another man to share respon- 
sibilities of management; minimum 
investment of $15,000 required. Ad- 
dress “P., 2978,” care J C-K. 

JEWELRY stores and stocks bought for 
cash; any size, any amount, anywhere; 
my tremendous outlet and direct con- 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, will 
call on you; our offer will amaze you. 
Louis Rifkin, 81 Bowery, New York 
City. Phone Walker 5-3936. 


RESIDENT New York buyer offers 
services to reputable out-of-town 
firm; excellent, direct contacts with 
manufacturers of gold, platinum 
jewelry, watch importers, diamond 
cutters; salary, or salary and com- 
mission, or commission. Address 


“P,, 3177.” care J C-K. 


JACK M. WERST will pay you spot 
eash for your surplus or entire 
stock of jewelry, diamonds, estates. 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small: 
act now. Miami Savings Bldg., Day- 
ton. Ohio. 
































WOULD consider selling an interest in 
old, well established jewelry store 
handling first class merchandise and 
doing an annual business of over $100,- 
000; must be a practical all around 
man with some years of experience, 
and not over 40; clean cut, able to 
furnish A-1 references; store located 
in one of West Virginia’s best business 
towns, with not too much competition ; 
state your qualifications. Address “M., 
3165,” care J C-K. 


WANTED, to purchase store on West 
Coast, or partnership in one or more 
stores, by young man, 35, with 18 
years of successful experience in 
high grade installment operation; I 
shall bring with me excellent con- 
nections for the purchase of the bet- 
ter lines of jewelry and watches, to- 
gether with my ability to convert a 
slow moving cash or credit store to 
a live and aggressive one; ample fi- 
nances, bank connections and trade 
to make my entry into the business 
desirable. Address “A., 3121,” care 
J C-K. 


WOULD YOU like to retire from busi- 
ness, if you were given a respon- 
sible guarantee, that your entire 
stock, fixtures, material, lease and 
accounts would be sold for much 
more than the actual wholesale 
cost; our service will find you a 
cash buyer for your store as it 
stands today in bulk, or as a going 
concern; do you realize your good 
will is an asset that will bring you 
cash the same as your stock: Write 
us for complete details, you will 
not be obligated, references from 
many jewelers who have had us 
liquidate their business recently wil 
be sent you along with unques- 
tioned bank references; no atore 
too large or too small. Write at 
once to McRae & Shaw, Sixth Floor, 
168 N. Michigan Ave., Chicago, II. 














Wanted to Purchase 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WATCHMAKER, veteran, seeks tools, 
staking set, lathe, ete. Address “T., 
2983,” care J C-K. 


WANTED, Mosley watchmaker's lathe 
with built in motor. Schonfeld, 521 
5th Ave., New York City. 


WANTED, 12 ice teaspoons, Cambridge 
or English Rose pattern. Mrs. H. W. 
Kaufmann, 625 Olive St., Leavenworth, 
Kan. 


WANTED, engraver’s block, new or used ; 
must be in good condition. J. Jenkins 
Sons Co., 20 W. Redwood St., Balti- 
more 1, Md. 














RING bending machine, in good condi- 
tion; please communicate. Van Cleef 
& Arpeles, 744 Fifth Ave., New York 
City. 


WANTED to buy, old gold scales in ser- 
viceable condition, complete with dwt. 
and grain weights. Address “M., 
2923,” care J C-K. 








ARE YOU GOING out of business? I 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
— 5 S. Wabash Ave., Chicago, 





WANTED to purchase well located jewel- 
ry store in town of 10,000 or larger 
in East Texas, Louisiana or Missis- 
sippi. Box 1311, Alexandria, La. 


WANT TO BUY jewelry store for cash, 
in small town up to 50,000 population. 
Address “L., 2513,” care Jewelers’ Cir- 
cular-Keystone. 


WANTED, rolling mills, flat and wire 
stock; also wire drawing equipment; 
give full details and price. Address 
“B., 2368,” care JC-K. 

(Continued on page 414) 
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Wanted to Purchase—Cont. 
(Continued from page 413) 





EX-VET urgently needs watchmaking 
and jeweler’s tools, rolling mill, draw 
plate, etc.; will pay highest prices. 
Address H. T., 3159 N. California Ave., 
Chicago 18, III. 





WANTED, small jewelry store in Florida 
or Southwest; plenty repairs and sales 
combination; good location; reasonable 
rent; store that two can operate. Ad- 
dress “R., 3180,” care J C-K. 


WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving biocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Ernest Linick, 29 E. Madison 
St., Chicago, II. 


ESTABLISHED jewelry store wanted in 
town 15,000 to 30,000; will pay cash; 
state separate invoice of stock and fix- 
tures, also rent conditions. Address 
“Circular 1437,’ Room 1415, Heyworth 
Bldg., Chicago 2 


CASH for’ surplus’ stock; jewelry, 
watches, movements, diamonds, etc., 
broken or new merchandise; shfp what 
you have express collect; check by 
return mail and your shipment held 
for your approval; bank references. B. 
Lowe, Holland Bldg., St. Louis 1, Mo. 











Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


FINE watch repairing; we specialize 
in all kinds of complicated watches, 
finishing on dials and crystals; we 
have a staff of eight expert watch 
repairmen; all work guaranteed; 
prompt service, price list on request. 
Simon Amtman, 9 Maiden Lane, 
New York City. Rector 2-7537. 


DUE to our improved conditions we are 
now in a position to offer our excellent 
watch repair service to the trade, spe- 
cializing in out-of-town accounts; work 
fully guaranteed. M. Sacks, Wholesale 
Jewelers & Watchmakers for the Trade, 
740 Sansom St., Room 600, Philadel- 
phia 6, Pa. 


CLOCKMAKER to the trade, special- 
izing in French, antique and 8-day 
traveling clocks; quality workman- 
ship assured; references furnished. 
Samuel Greenhill, 116 Nassau St., 
New York 7, N. Y. 











WE specialize in repairing all types of 
watches, both American and foreign; 
in cleaning, movements are entirely 
dismantled and thoroughly cleaned, 
each piece receiving individual atten- 
tion, thus assuring you of the finest 
job possible; all jobs are guaranteed 
against defective workmanship and 
material; in addition, our jewelry re- 
pair department is ready to help you 
with all jewelry repairs, including spe- 
cial order work of all kinds. H. Win- 
aw, 1548 Belmont Ave., Chicago 13, 





WATCH repairin 
and guarant service; price 
upon request. Esquire Watch Co., 
Nassau St., New York 7, N. Y. 


CAREFUL watch repairing, skilled work- 
manship; good service for out-of-town 
customers. Frederick Lowey, 48 W. 
48th St.. New York City. 


SPECIALIZING in repairing of chrono- 
graphs and all kinds of fine watches 
for the trade. I. Altay, 22 W 48th St., 
New York 19. N. Y. 


for the trade; 











WE do excellent watch repairing for the 
trade; prompt delivery; reasonable 
prices; reference if desired. Bandes 
Excel Watch Rep., 35 Maiden Lane, 
New York 7, N. Y. 


REPUTABLE watch repairer for the 
trade; reasonable prices; repairs com- 
pleted within 14 days. Reliance Watch 
— Co., 5 Beekman St., New York 

y. 


CLOCKS repaired, all makes, fo 
and domestic, spring weight and elec- 
tric; prompt e; work aranteed. 
Gem Clock Service, 1344 . Division 
St.. Chicago 32, Ill. 


CAREFUL, honest watch repairing for 
the trade, moderate prices: out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th. St.. New York City. 
Phone Bryant 9-5065 


RELIABLE watch repairing for the 
trade since 1921; efficient, depend- 
able mail service: Standard Watch 
Service, 949 Broadway, New York 
10, N. Y. 


FINE watch repairing for the trade; 
appreciate inquiries from those desir- 
ing high grade work; one week ser- 
vice, plus delivery; prices upon request; 
for fyrther information address “A., 
3026,” care J C-K. 




















WATCH Repairing for the trade; spe- 
eializing in fine watches, chrono- 
graphs and all complicated watches; 
mail orders promptly. Felder’s, 1173 
52nd St., Brooklyn 19, N. Y. Phone 
W? 6-5300. 


EXCEPTIONALLY fine watch repairing: 
established over 30 years; prompt, 
honest and courteous service; excellent 
references: out-of-town customers in- 
vited: send for price list. Harr Watch 
— Co., 545 Fifth Ave., New York 
ity. 








WATCH repairing for the trade; let us 
help you to build up your watch re- 
pair department with our competent 
staff of high grade watchmakers; we 
are now in a position to handle all 
your watch repairs; all you have to 
do is mail us your repairs; they will 
be put in first class condition, at rea- 
sonable prices, and sent back to you 
as early as possible; years of experi- 
ence assure you the finest workman- 
ship; every job fully guaranteed; for 
high grade watch repairing, get in 
touch with, M. Rosenthal & Son, 3042 
W. York St., Philadelphia, Pa. Phone 
Baldwin 0659. 





HAVE you a watch repair problem: 
Hundreds of jewelers throughout the 
country have found it quicker and less 
costly to send us their watch repairs; 
our large staff of 45 thoroughly experi- 
enced mechanics assures you of the 
finest quality work and our production 
system will give you rapid service at 
moderate cost: our work is timed on 
Watchmaster Recorder and fully guar- 
anteed: all watches are fully insured 
and protected by Holmes Protective 
Service; over 200 accounts ship us 
their repair work regularly and our 
files are full of letters praising our 
workmanship and our service; please 
correspond with us before shipment to 
avoid unnecessary delay. Dependable 
Watch Co., 132 Nassau St., New 
York, 7, Y. Beekman 3-4427-95. 
Members—Jewelers Board of Trade. 


Special Order Work and 
Repairs for the Trade 


Minimum charge’ (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY repairing for the trade; fine 


prompt service; also 
reasonable _ prices. 
434 16th 


workmanship, 
beads’ restrung; 
Blanchard’s Mfg. Jewelers, 
St., Denver, Colo. 





JEWELRY engraving, lettering, service 
and workmanship. Kupferstok, 5 S. 
Wabash Ave., Chicago. Dearborn 3679. 


HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Vir- 
tanen, 47 Park Place, Morristown, 
N. J. 








ENGRAVING service for th 
rings, jewelry, silverware; we ongui 
on anything; 24 hour service; stand. 


ard prices. Links, Box 100, Leno 
C. ir, 


N. 


ENGRAVING for the trade; 28 year 
in business; three engiavers; in Doal. 
tion to take on several good accounts, 
Wm. Reckard, 714 Sansom St., Phila. 
delphia, Pa. : 








he. 
DIAMOND setting, hammered work and 
scholastic work for the trade; prom 


service guaranteed. Atlas Stone Se. 
ao“ Co., 44 Franklin St., Providence, 





H. & I. Jewelry Polishers and Lappers 
"93 Nassau St. New York City en 
pert on gold and platinum jewelry; 
mail us your work to be polished: 
prompt service guaranteed. : 


DIAMOND setters of finest reputation 
seek out-of-town accounts; quan. 
tity work in gold and platinum; 
references furnished; for further in. 
ee Address “‘A., 3034,” care 


SUPERFINISHING done on your hard- 
ened steel rounds and flats; extremely 
smooth mirror surfaces produced; idea) 
for mill rollers or impact surfaces 
Edmund A. Gillis, 24 Court St., Ocean- 
side, L. I., N. Y. 

JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bidg., St. 
Touis. Mo. 


ENGRAVING to the trade; engraving 
of jewelry, trophies, silverware, or. 
namental and ring carving; mail 
orders our specialty. Belmar En- 
graving Co., 707 S. Broadway, Los 
Angeles, Calif. 














Wanted to Rent 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WATCHMAKER, veteran, seeks small 
space, in good: location, for jewelry 
store. Address “‘V., 2982,” care J C-K. 

DIAMOND setter, veteran, looking for 
office space; separate room, if possible, 
otherwise will share space; references. 
Sol Rosenfeld, 675 Bedford Ave., Brook- 
lyn, N. Y. 





Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





PATENT your good ideas; send me your 
simple sketch or model; free con- 
fidential advice-literature ; register your 
trademarks. Z. H. Polachek. re 
Patent-Attorney-Engineer, 1234 Broad- 
way, New York City. 


Miscellaneous 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





LEARN WATCH repairing by doing it; 


tors. 
- Watchmakers _Inatitute, 
way. New York City. 


WATCHMAKERS: increase your ability 
through the highly recommended books; 
“Rules and Practice for Adj 
Watches” and * Balance & 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 
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B, Manufacturers’ News 


KREISLER SALES MEETING DISCUSSES TOMORROW'S SELLING 


Advertising Manager Named 
By Toaster Manufacturer 


E. A. Rood, Jr., has been appointed 
advertising manager of the Camfield 
Manufacturing Company of Grand 
Haven, Mich., makers of the new Cam- 
field Automatic Electric Toaster, and 
other post-war products. 

Mr. Rood, who formerly was with the 
Knape & Vogt Mfg. Co., of Grand 
Rapids, Mich., and previously held edi- 
torial positions with furniture trade 
papers, will have charge of extensive 
trade and consumer advertising cam- 
paigns scheduled by Camfield for 1946. 

In addition to directing the toaster 
campaign, which will cover a large list 
of trade magazines as well as an equally 
representative list of consumer maga- 
zines, Mr. Rood will supervise a separate 
trade paper advertising campaign de- 
voted to another new product, the Fluor- 
0-Shield, a light diffusing, glare eliminat- 
ing attachment for open fixture floures- 
cent lights. The company’s popular 
molded plywood serving trays also will 
be advertised. 


Booklet Tells Customer 
How to Take Care of Jewelry 





“How to take care of your Jewelry,” 
informative booklet for the consumer, 
has just been issued by D. Ornstein * 
Sons, jewelry manufacturers. 

The booklet is dedicated to “women 
who take pride in their possessions,” and, 
as the name implies, is full of helpful 
information about the care of jewelry 
of all kinds—diamonds, silver, pearls, 
costume jewelry of various materials, 
gold and gold filled, etc. The story is 
told in the interesting question-and- 
answer technique, and is illustrated with 
a number of attractive spot drawings. 
In the back of the booklet is a chart 
where a woman can keep a permanent 
record of when each piece of her jewelry 
was last cleaned. 

A free copy of the booklet is being 
offered to all readers of the Dorsons 
national advertising, which starts in 
March and appears in several of the 
leading magazines. A copy will also be 
enclosed in every box of “Jewelry by 
Dorsons.” en 

In addition, Dorsons has arranged to 
furnish copies at cost to any retail 
Jeweler who wants to send or give them 
to his own customers. The helpful in- 
formation it contains and the interesting 
way it is told should make it a builder 
of good-will for any retailer who dis- 
tributes it. 

_ Frank Best & Co., Inc., is the adver- 
tising agency handling the Dorsons cam- 
paign. 


FOR MARcH, 1946 











Left to right: Alfred Diringer, Jack F. Bermond, Tobias Stern, Frank L. Sweetser, Jacques 
Kreisler, William Grupe, William Klein. 


The annual sales convention of the 
Jacques Kreisler Manufacturing Cor- 
poration was held at the Skyline Inn, 
North Bergen, New Jersey, from Mon- 
day, January 7th through Friday, Janu- 
ary llth. It was attended by the thirty 
Kreisler salesmen who are now on the 
road for the first time in 4 years with 
the radically new Kreisler line of watch 
attachments and Kreisler accessory 
jewelry for men and Fashion jewelry 
for Women. 

Guest speakers at the convention were: 
Andrew Sokol, sales manager of one 
of the largest textile organizations in 
America, who addressed the meeting un 





Reynolds Produces 1,500,000 Pens 
In Its First Four Months 


The Reynolds International Pen Com- 
pany, which started operations five 
months ago, announced early in Feb- 
ruary that it had manufactured and sold 
1,500,000 ball-point pens since October, 
1945. 

Revealing production records for the 
first time, Milton Reynolds, chairman 
of the board, said the company is cur- 
rently producing 30,000 units per day 
as compared with 70 per day on Octo- 
ber 7, 1945. Reynolds has become one of 
the more important users of aluminum 
in civilian goods in American industry, 
he added. 

Gross retail sales, Reynolds continued, 
have totaled $18,500,000 less than a half- 
year after the company started with a 
capital of $26,000. The pen, which utilizes 
a tiny ball-bearing rotatable in a socket, 
is being produced with the aid of manu- 
facturing advances resulting from the 
great strides made during the war period 
in mass production of high precision as- 
semblies. 

Reynolds now has 50,000 dealers and 
distributors in the U. S. and abroad, 
and current plans call for the signing 
of contracts in every foreign country by 
early spring, he said. 


Providence Jewelers announce that 
Ben C. Sheftel is their new  repre- 
sentative in Philadelphia, Baltimore, 
Washington, D, C., and surrounding ter- 
ritory. 





“New selling versus old selling;” Dr. 
Robert Parsons, associate professor of 
Public Speaking at Columbia University, 
whose subject was “The personalized 
sales talk”; Frank L. Sweetser, senior 
partner of Stevens-Jordan and Harrison 
(one of the leading management en- 
gineers of America), who spoke on “The 
comparison of new versus old manage- 
ment”; Arthur Fatt, executive vice-presi- 
dent of the Grey Advertising Agency, 
speaking on “Salesmanship of tomor- 
row’; and Sidney Lightstone, account 
executive at Grey Advertising Agency, 
who talked about Kreisler’s national ad- 
vertising program for 1946. 








Leeds Back with Michael Levy 


LAWRENCE F. LEEDS 





Lt. Col. Lawrence F. Leeds has re- 
sumed his position as secretary of the 
Michael Levy Jewelry Corp., 20 West 
47th street, New York after serving in 
the United States Army for the past 
five years. Lt. Col. Leeds was awarded 
the Legion of Merit for his services in 
preparing Distribution and Supply Pro- 
cedures in the Office Director of Sup- 
ply Headquarters Army Service Forces. 
He will leave about March Ist on an ex- 
tended trip through the Middle West and 
Texas, calling on the retail trade. 


Graydon Returns to Perry 


Robert F. Graydon, former head of 
the art department in the Atlanta office 
of A. S. Perry & Associates, has been 
discharged from the United States Army 
and will resume his position with A. S. 
Perry & Associates, merchandising coun- 
sellors of Atlanta and New York. 
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CONTROLLED 
HIGH 


TYPE II 


This ruggedly constructed, muffle type elec- 
tric furnace has proven itself to be indis- 
pensable to the manufacturing jeweler for 
wax elimination, heat-treating dies, anneal- 
ing, enameling, etc. 


Maximum temperature — 2000°F. Heating 

chamber dimensions are 4 inches high by 4!/, 

inches wide by 8 inches deep. Price com- 

plete with rheostat and pyrometer—$107.50. 

For complete details—see your dealer 
or write 


WESTERN GOLD & PLATINUM WORKS 


SAN FRANCISCO 7, CALIF. 











ielvmmetg-maleN alate 
trouble (and who 
hasnt) finding the 
right merchandise 
See US- 


FOR AN 
ATTRACTIVE 
FAST SELLING LINE OF 

Dresser Sets 
Costume Jewelry 
Music Boxes 
Religious Articles 
Signet and 
Friendship Rings 
Baby Lockets 


ASSOCIATES 


32 West 46th ST. 
NEW YORK CITY 
Tel. BRyant 9-0944 
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Ronson Offers Improved Fuel 


and improved “Ronsonol,” the 
pe oon lighter fuel made and marketed 

Oh manufacturers of Ronson light- 
ers, has just been announced. The new 
fluid is stated to last 30 per cent longer 
than any other now on the market be- 
cause of the greatly slower rate of 
evaporation which has been achieved by 
long research and experimentation. As 
g result, the length of time between re- 
fillings is claimed to have been increased 
by about one-fourth. ; 

It is also stated that the reduction in 
evaporation has been accomplished with- 
out in any way affecting the ignition 
qualities of the fluid, which lights at an 
instant flash point even under low tem- 

ratures, and produces a clear, full, 
relatively smokeless flame. It is also 
delicately perfumed to eliminate the 
usual objectionable odors of lighter fuels. 

Nation wide distribution to dealers 
of the new fluid has already been effected, 
and an extensive promotion of the prod- 
uct via newspapers, magazines, radio, 
and point-of-sales material is being 
launched. Ronson is appropriating the 
largest advertising budget in its history 
to the publicizing of its new and im- 
proved Ronsonol, 


Heller-Deltah Window Displays 
Feature Prize-Winning Paintings 


Ernest S. Heller, president of La 
Tausca Pearls—Heller-Deltah Co., Inc. 
is assembling promotional material for 
use in retail stores throughout the 
country, in connection with the La 
Tausca Art Exhibit, now on tour. 

The collection will be routed to 
museums and galleries throughout the 
United States during 1946, and already 
has been accepted by the outstanding 
ones in seven cities. 

The firm recently sponsored a com- 
petition and exhibition of oil paintings 
on the theme, “Woman with Pearls,” in 
conjunction with Artists For Victory, 
Inc. Fourteen hundred paintings were 
entered, out of which the 50 considered 
best were selected, and 13 of these re- 
celved cash awards amounting to $4,500 
in Victory Bonds. The 50 formed the 
basis of an exhibition held Jan. 8 to 
21 at Portraits, Inc., New York City. 

Several of the paintings submitted in 
the contest proved particularly suitable 
for the La Tausca advertising campaign. 
Two of them have already been used in 
this way and other advertisements based 
on winning paintings will be seen 
throughout the year. 

Stores will be offered full-sized color 
reproduction of the first three prize-win- 
ning paintings and the Corbino painting, 
which received an award, for use in 
window displays and store promotion. 





Merz to Move to New Plant 


ys F. O. Merz & Co. manufacturers of 
Fomerz” nationally advertised personal 
leather goods, will soon move to a four- 
story modern building of over 20,000 sq. 
ft. at 104 and 106 N. 63rd St., Phila- 
delphia, where they will have greatly 
increased production facilities. The plant 
will include a highly modern showroom. 
The New York showroom has also been 
newly remodeled and redecorated. 


FOR MARCH, 1946 


S. NATHAN & CO. CELEBRATES 45TH ANNIVERSARY 





The 45th anniversary of S. Nathan & 
Co., Inc., was celebrated on Jan. 9 with 
a dinner for the entire organization in 
the Carpenter Suite of the Waldorf- 
Astoria Hotel. The event also marked 


the twenty-fifth year of Leopold 
Nathan’s association with the firm. Lam- 
bert Wallenstein, sales manager and 
assistant treasurer, acted as toastmaster. 

Announcement was made at the dinner 
of the formation of the Victoria Pearl 
Co., Ltd., a subsidiary to market “Vic- 
toria Pearls in the Jewel Box.” Harry 
Rothschild, who recently received his 
honorable discharge after 39 months in 





the Navy, has been appointed manager 
of the Victoria company. 

A welcome was also extended to 
Joseph Leichter, recently returned to 
Nathan Lapidaries, Inc., after having 
been in the Army since November, 1942, 
and to Edwin Carter, honorably dis- 
charged from the Armed Forces, who 
has joined the sales department. 

Also present at the dinner were Louis 
M. Stern, auditor of the firm, Irving 
K. Marks of the company’s advertising 
agency; Benjamin Groberg, their at- 
torney and Gustav G. Gottlieb, their 
insurance broker. 








New Process Gives High Polish 


A new lapping process which is 
claimed to produce an exceptionally high 
mirror-like finish has recently been de- 
veloped by the Sparkes Mfg. Co., Ltd., 
318 Jefferson St., Newark, N. J., and 
is being used in the production of the 
karat gold jewelry made by that firm. 
Unusual sharpness of outline of any 
faceted surfaces on the metal is also said 
to be obtained by this process. 

The new method is an outgrowth ef 
the research and development work done 
by the Sparkes concern during the war 
in connection with its production of 
delicately precise parts and equipment 
for war purposes. 


"Chuck" Noyes Back with Oneida 





CHARLES NOYES 





“Chuck” Noyes, former salesman for 
Community, and more recently a cap- 
tain in the Army Air Force, arrived 
home Christmas Eve after two years 
overseas in the Pacific Theater, island- 
hopping from New Caledonia through 
the Solomons, Philippines and to Japan. 

Chuck spent most of the time while 
overseas in the 13th AF, working in a 
Fighter Control Squadron which han- 
dled ground-to-air radio operations and 
early warning by radar from enemy at- 
tack. He is now out of the Army and 
will shortly resume work for Community 
as the Los Angeles representative. 





New Haven Clock to Vote 
On Stock Split-Up 


Richard H. Whitehead, president of 
The New Haven Clock Company, an- 
nounces that stockholders of the com- 
pany, at a special meeting to be held 
on February 27, 1946, will be asked to 
approve proposed transfer of all of. the 
company’s assets and liabilities to a 
successor corporation to be known as 
The New Haven Clock and Watch Com- 
pany, in consideration of the issuance 
of three shares of common stock of the 
new company for each share of common 
stock presently outstanding. 

Tentative arrangements have been 
made with Reynolds & Company to sell 
an issue of $1,250,000, 444 per cent pre- 
ferred stock, to provide additional work- 
ing capital for the company’s expanded 
program. 

Mr. Whitehead also reported that the 
company’s reconversion to producing 
peace-time products was well under way. 





New White Alloy for 18K Gold 


A new white alloy for 18K gold, which 
its: producers claim will help to fill the 
gap caused by the platinum shortage, is 
now being marketed by the Niash Re- 
fining Co. of New York City. 

According to Irving Oldak of the 
Niash Refining Co., the problems of 
brittleness, porousness, and poor color, 
sometimes encountered in 18K _ white 
gold, are elminated by this new product. 
When 18K white gold is made with this 
alloy, Niash claims that it may be cast, 
rolled, drawn into wire, or remelted 
several times without losing its quali- 
ties, and without the addition of new 
metal. Mr. Oldak also states that the 
metal takes a high polish with a beauti- 
ful white color. 

The alloy which has been under exten- 
sive laboratory tests already is being 
used in the manufacture of Niash prod- 
ucts, and is now available for sale to 
other manufacturers. 
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Record Coast to Coast Flight 
Clocked by Longines Timer 





When Col. William H. Councill of the 
United States Army arrived at La- 
Guardia Field on Saturday, Jan. 26, at 
4:58 P.M., a Longines split-second timer, 
the official timepiece of the National 
Aeronautic Association clocked him for 
a new world’s non-stop transcontinental 
flight record of four hours, 13 minutes 
and 26 seconds. Colonel Councill aver- 
aged 584.32 miles per hour in his flight 
from Long Beach, Calif., to New York. 
His plane was the new Lockhead P-§0 
jet propelled pursuit ship known as the 
Shooting Star. 

J. P. V. Heinmuller, president of the 
Longines-Wittnauer Watch Co., and 
chief timer of the National Aeronautic 
Association, was on hand to welcome the 
Colonel when he landed at LaGuardia 
Field. Shown in the photo are (left to 
right): Captain John S. Babel, Captain 
Martin L. Smith and Colonel Councill. 


























Swank Again Expands Sales Force 


Acting under their recently announced 
policy of dividing sales areas into dis- 
tricts to provide more intensive sales 
coverage, Swank, Inc., has announced 
the appointment of two more District 
managers. George Marienthal, with the 
company for many years, has been ap- 
pointed District Manager of a territory 
including Southern Illinois, Missouri, 
Iowa, North and South Dakota, Ne- 
braska, Kansas, Oklahoma and Colorado. 
He will make his office at 400 Ridge 
Building, Kansas City, Mo. 

Louis F. Pedrolie, who has been asso- 
ciated with Swank in Texas for the past 
three years, has been made District 
Manager of the Southern territory, which 
takes in Texas, Arkansas, Tennessee, 
Alabama, Mississippi, and Louisiana. He 
will continue to make his headquarters 
in Dallas. 

In addition, Earl R. Harrison, well 
known as a_ golf professional and 
aviator, has joined the Swank sales staff. 
He will have change of part of metro- 
politan Detroit and surrounding towns, 
assisting Mr. Ernest Lindahl. 




































Chicago Wholesaler Moves 


Stevan-Dani, formerly known as Mor- 
rey H. Feldman, will occupy new offices 
in the North American Building, 36 S. 
State St., Chicago 3, after March Ist. 

Charles Kahn will represent Steven- 
Dani in Metropolitan Chicago; D. D. 
Streeter in Minnesota, North Dakota, 
Iowa and upper Wisconsin; and Morrey 
H. Feldman in Illinois and Indiana. 
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Julian Klein Joins Tolchin 


Julian Klein, well known to Detroit 
jewelers, is the latest addition to the 
sales force of Tolchin Co., of Chicago 
and Los Angeles. The sales force now 
consists of 10 men and covers the entire 
country, except for the eastern seaboard 
states. 

Because it has been able to maintain 
a workable stock, the firm’s business has 
expanded rapidly during the past two 
years, the Tolchin Co. reports, making 
it necessarv to enlarge the Chicago quar- 
ters and increase the operating staff. 

The company also states that its posi- 
tion is very favorable for securing at an 
early date a substantial flow of mer- 
chandise from the manufacturers whose 
lines they have been selling the past few 
years. Deliveries on merchandise Tolchin 
Co. has on order at the various factories 
will be allotted to the company’s estab- 
lished trade. 


Big Advertising Program 
To Promote Clarion Radios 


Leading national magazines and other 
publications with a total circulation 
amounting to several millions will be 
employed in the forthcoming campaign 
of the Warwick Mfg. Corp., makers of 
Clarion radios and radio-phonographs. 

Copy theme to be used will be “pre- 
proved performance” with every adver- 
tisement featuring the “audibel rating,” 
a new method of measuring radio per- 
formance which has been developed by 
Clarion. 

The campaign which will run con- 
sistently with frequent insertions, it is 
estimated, will reach approximately 70 
per cent of all the potential prospects 
for new radios in every part of the 
United States and present plans are to 
step up the campaign still further during 
the second half of the year. 

A major feature of the drive in addi- 
tion to the national magazines will be a 
widespread use of local newspapers in 
which names of local distributors will te 
featured as soon as distribution reaches 
a point where adequate stocks are in 
dealers’ hands. 

To keep the dealers informed, a cam- 
paign will be carried on simultaneously 
in a list of business papers and an im- 
pressive array of merchandising aids for 
the retailer is promised, including both 
displays and printed literature. 





Edward L. Taylor Made Partner 
In Camfield Mfg. Company 


Edward L. Taylor has been elected to 
partnership in the Camfield Manufactur- 
ing Company, Grand Haven, Michigan, 
of which he is general sales manager, it 
has been anounced by Russell W. Cam- 
field, president. 

The Camfield Company manufactures 
the Camfield automatic electric toaster, 
a fluorescent light diffuser called the 
“Fluor-O-Shield,” the Camfield plywood 
serving trays, and also is continuing the 
manufacture of special items of formed 
laminated wood. 

The automatic toaster and Fluor-O- 


Shield are new products engineered dur- © 


ing the war and placed in production 
upon reconversion of war work. Two 
plants are operated by the company in 
Grand Haven and employment of 550 hy 
summer is anticipated. 





Field Co. Changes Ownership 


The John Field Company of Los 
Angeles has been purchased by David 
Erenberg, and will henceforth be kno 
as “Silvercraft of California.” The a 
pany will be managed by Jer ; 
ee ged by Jerry Fleish. 

In announcing future plans 
firm, Mr. Erenberg stated: me & 
mendous growth of California as 
jewelry manufacturing center, as vel 
as the strong national demand for Cajj. 
fornia made merchandise, have Created 
a definite need for this type of aggres- 
sive organization. Present manufac. 
tured lines of chain bracelets, identifies. 
tion bracelets, neck chains, key chain 
and chokers, will be augmented in the 
near future by many new members jp 
gold filled and sterling. Distribution 
will be through recognized wholesalers 

“All future plans for expansion wil 
be based upon the continuation of the 
fine craftsmanship and _ dependable 
quality which are responsible for the 
success of our creations. This policy of 
maintaining the highest standards jp 
workmanship and materials will be 
stressed at all times, thus assuring the 
dealers a profitable, fast moving line 
from Silvercraft of California.” 


Joins "Keepsake" Sales Dept. 


ROBERT O. BEADEL 





Robert O. Beadel has joined the staf 
of the A. H. Pond Co., Inc., makers of 
“Keepsake” diamond rings, for special 
work in the sales and merchandising de- 
partments, announces Robert A. Pond, 
president of the company. 

Mr. Beadel, formerly associated with 
Carbide & Carbon Chemicals Corp., is 
a first cousin of Robert and Roland 
Pond, and a nephew of C. Beadel, vice 
president and treasurer. 

Following his graduation from Dart 
mouth in 1929, Mr. Beadel traveled ex- 
tensively in South America. Later ke 
was associated with the Goodrich Rub 
ber Co., and then for a time was a mem- 
ber of the Carbide and Carbon fellow- 
ship at Mellon Institute of Industrial 
Research. 


Tyler Returns from Navy 
to National Silver Co. 


Harry Tyler has been appointed As- 
sistant Sales Manager in charge of 
chain store division of the Nationa 
Silver Company, Walter Jacobs, the 
firm’s Sales Manager, announces. 

Mr. Tyler was recently honorably dit 
charged from the U. S. Navy with the 
rank of Lieutenant Commander. P: 
to his military service, he held an exect 
tive sales position with National Silver 
for eight years. 
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Byrne Opens Denver Office 


J. P. Byrne & Sons, wholesale jewelers 
of Omaha, Nebr., announce the opening 
f new offices and showrooms in Denver, 
Onlo, at 1441 Welton St. A stock of 
watches, clocks, silverware, diamonds, 
iewelry and electrical appliances will be 
carried in Denver to serve the Rocky 

in area. 
on of J. P. Byrne & Sons was 
established in 1917 under the name of 
Byrne-Duff Jewelry Co. and on Feb. 1, 
1944 the firm was changed to its present 


i P. Byrne who is one of the 
founders of the business, and who has 
been associated with the jewelry in- 
dustry for the past 42 years, is the senior 
artner. John J. Byrne returned to the 
Cotas in November, 1945, after ser- 
vice with the U. S. Marine Corps, while 
Charles F. Byrne, who will be in charge 





of the Denver office, completed service 
with the Merchant Marine in November, 
MThe firm has expanded its sales force. 
New representatives include: Harry M. 
Peterson who has been associated with 
the industry for 27 years; Bernard B. 
Witt who joined the concern last year 
after receiving an honorable discharge 
from the Paratroopers; and Richard K. 
Reed, John E. Kinkenon, and George F. 
Braig who have been added to the saies 
force after receiving honorable dis- 
charges from the Army, Navy, and Air 
Corps, respectively. 


Given Away Daily on Radio 


ROBERT GRAHAM 


Robert Graham, formerly Sales Agent 
for many large southern United States 
hosiery mills has joined Joseph H. Jacob- 
son & Sons in a sales administrative 
capacity. 

For the past 32 months Mr. Graham 
has been overseas in a responsible posi- 
tion with the Quartermaster Corps cf 
the Army, during which he aided in set- 
ting up supplies for the 5th and 7th 
Armies in preparation for their invasions 
of Sicily, Italy and southern France. 


Magary Rejoins Elgin 


Alan Magary has resumed his position 
as director of sales research for the 
Elgin National Watch Company follow- 
ing four years in service with the War 
Production Board and U. S. Marine 
Corps. 

Prior to joining the Marine Corps, 
Mr. Magary supervised development of 
Jewel bearing production for the War 
Production Board. His first year in the 
Marine Corps was spent as intelligence 
officer with Supreme Headquarters of 
the AEF in Europe, for his work in 
which he was awarded the Bronze Star. 
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Helbros Expands Radio Network 


Beginning April 7, the Sunday after- 
noon radio quiz program of the Helbros 
Watch Co. will be broadcast over the 
full Mutual Broadcasting System of 280 
stations. This, the company claims, will 
be the largest network ever purchased 
for any watch company. 

Helbros also states that the Coopera- 
tive Analysis of Broadcasting in a report 
dated December, 1945, cites “Quick «s 
a Flash” as being one of the two net- 
work programs having the largest num- 
ber of listeners for each set tuned to the 
broadcast, with an average of 2.9 per- 
sons. The only other program listed as 
having an equally high rating in this 
respect was the Jack Benny show. 





Features Peace-Time Version 
of Famous "Back Home for Keeps" 


A series of paintings of wedding 
scenes by the famous illustrator, Jon 
Whitcomb, and a new emotional story, 
highlight Community’s 1946 magazine 





campaign, “This is for Keeps.” Full- 
page advertisements in Life and eight 
other major magazines through the year, 
will carry these bride-stopping adver- 
tisements to millions of America’s bride- 
age girls. 

Like “Back Home for Keeps,” the 
Community series that made recent ad- 
vertising history, these advertisements 
feature warm emotional pictures, and 
tell a warm, emotional story. Through 
the war years Community advertising 
drew half a million fan letters. The 
postwar theme, “This is for Keeps,” is 
in the same spirit as this successful Com- 
munity campaign—but moves on to a 
subject close to the young girl’s heart 
today—His homecoming, Their wedding. 





Snyder Joins Chandler Sales Force 


John P. Snyder has been appointed 
sales representative for the H. S. Chand- 
ler Company, manufacturers of wedding 
bands and: wedding ring’ ensembles. A 
veteran of two world wars, and formerly 
mid-west representative for Louis A. 
Roselaar, Mr. Snyder’s current territory 
will embrace all states outside of the 
Eastern Seaboard. 





Weinschenk Back on Road 


Edward A. Weinschenk, travelling 
representative for Morris Kaplan & 
Sons, 21 west 46th St., New York City, 
reports that he will soon be out working 
again after recovery from an accident. 
He anticipates leaving New York for 
the road by the early part of March. 








Watches Linked to Fashion 
In Harman Promotion 





Are watches “fashion”? Yes! says A. 
Harman, of the Harman Watch Co. And, 
to prove this theory, this house has em- 
barked on a “fashion timed” promotional 
program for its line of jeweled clip, lapel 
and pin watches. 

Believing that the function of a time- 
piece can be combined with the high- 
fashion of distinctive costume jewelry, 
the company has gone to leading dress 
and suit designers for inspiration, and 
today’s Harman costume watches are be- 
ing designed to complement the creations 
of America’s top couturiers. 

The advertising for this fashion series 
is outstanding for its simplicity. The 
high fashion—the watch—the fashion 
designer and the Harman slogan: “The 
Master Hand in Timing Fashion For 
Over 40 Years,” combined with a dra- 
matic illustration comprise the entire ad. 

Reprints and blow-ups of the ads are 
sent to Harman dealers throughout the 
country and special tie-ups are made 
available to stores featuring the Har- 
man costume watch. 

Chernow Co., Inc., New York, is the 
agency handling this promotion. 





"Lady Crosby" Engagement Ring 
Given Away Daily on Radio 





Hyman J. Cohen, Treasurer and Sales 
Director of A. Cohen & Sons Corp., 27 
West 23rd St., New York, presents one 
of his firm’s “Lady Crosby” diamond 
engagement rings to a lucky engaged 
couple on NBC’s new program, “Honey- 
moon In New York.” Durward Kirby, 
master of ceremonies, and Joy Hodges, 
singing bridesmaid, look on approvingly. 
One “Lady Crosby” ring is given away 
daily on this coast-to-coast tie-up, which 
was arranged for A. Cohen & Sons by 
Timely Associates, New York, their 
radio advertising agency. 
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LET'S GO! 


THE FINAL FIGURES on jewelry tax collections for 
1945 confirm what every jeweler already knew—that 
sales of jewelry merchandise during the past year set 
another new highwater mark. 

The total tax paid during the twelve calendar months 
was $198,944,988, from which it can be estimated that 
the business done by jewelry stores (allowing for non- 
taxable sales and for sales of taxable items by depart- 
ment stores and others), was in the neighborhood of 
$1,200,000,000. 

Now the question is, what are jewelers going to do 
to hold their place in the sun? A cooperative sales 
building program for the benefit of every jeweler has 
already been created and is waiting only for the neces- 
sary financial support to put it into effect. We refer of 
course, to the plan of the Jewelry Industry Publicity 
Board which has met with such enthusiastic approval. 

Now it’s time to fish or cut bait. Are we going to give 
the program only lip service, or are we going to endorse 
it in the only way that counts—by backing it up with 
our money? 

If you haven’t yet sent in your pledge, do it right 
now. The address is 366 Fifth Ave., New York, and the 
amount is one tenth of one per cent of your sales. Let’s 
quit talking and get started! 


A CHALLENGE AND AN OPPORTUNITY 


JEWELRY WHOLESALERS, despite their recent assurance 
by a self-proclaimed “authority” that they will still 
have the “majority of the watch business,” naturally 
are seriously concerned over the fact that hereafter two 
of the three makes of watches that they formerly dis- 
tributed will be sold direct. 

But the loss of that potential volume doesn’t mean 
that the wholesaler is licked or that his days are num- 
bered. Far from it! Admittedly, the wholesaler is not 
going to find it easy to make up for the loss of a large 
part of his watch business, but if he meets the situation 
with the same energy and resourcefulness which he dis- 
played in overcoming the problems of war-time short- 
ages, he will still play a large and important part in the 
scheme of distribution. 

The key, it seems to us, is for the wholesaler to do an 
even better than ever job on his other goods. The market 
for many of his lines has never been developed to its 
fullest possibilities—high grade plated silverware, for 
example, which is distributed almost entirely through 
wholesalers. 

The possibilities for expansion of this business are 
tremendous, and if the wholesaler by aggressive, well 
directed sales effort can place the goods in more stores, 
and stimulate more retailers to step out and sell more 
silverware to more consumers he will have gone a long 
way toward solving his problem. 
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The same thing is true of many other things, and we 
have no doubt that enterprising wholesale houses yilj 
rise to the occasion in a manner that will leave no doubt 
of their usefulness in post-war distribution. 


RELAX 

ANY JEWELERS who may have been worrying about 
the competitive situation they might encounter as the 
Army and Navy dispose of their surplus goods, may 
now relax. 

For, while it is true that the total inventory to be 
sold runs into billions of dollars, only a small fraction 
of it consists of consumer goods (including cars, trucks 
and tractors), and of even that small share of consumer 
goods, only about 1/1400th part is made up of items in 
the jeweler’s category. 

All the facts are set forth in the quarterly “progress. 
report” by the Surplus Property Administration which 
has just been issued for the last three months of 1945, 
As of November 30, surplus property on hand totaled 
slightly over ten billion dollars, but of that impressive 
total only $336,000 consisted of watches, clocks and 
parts, and $203,000 of silverware. 

That’s about one tenth of one per cent—or less—of 
the current annual volume in each of those two lines, 
Further comment seems superfluous. We trust the alarm- 
ists will now quit seeing things under the bed. 


IT HITS US ALL 


PeRHAPS YOU THINK that because your own employees 
and those of your suppliers are staying on the job, that 
the present strike situation doesn’t affect you. 

Well, let’s look into it a bit. Let’s take the automobile 
workers’ strike, for instance. As of this writing these 
men have been out for fourteen weeks. Their average 
wage is $45 a week and with 175,000 men involved, 
this means a loss in wages, and therefore in consumer 
income, of $110,000,000. And, this doesn’t take into ac- 
count the additional millions lost to the men who make 
the parts, who sell and service the cars, and so on. 

Yet the auto strike, although the biggest and most 
spectacular, is only one out of hundreds that are going 
on all over the country. Put them all together and the 
net result in shrinkage of spendable income is some 
thing that can’t be laughed off by any retailer whether 
he sells groceries or shoes or jewelry. 

Yes, you do have a stake in the labor situation, and 
it’s up to you to make your voice felt in Washington 
and wherever else it will help. 


net Vo Gb. 


Editor 
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SHOWROOM:—HOTEL McALPIN, ROOM 303, NEW YORK CITY. 


EXECUTIVE OFFICES AND FACTORY:—235 PEARL STREET, BROOKLYN !, NEW YORK. 
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It's Guaranteed 


ts OWMilber 
Realy Lo Porfection 


A popular priced, imported watch for men and women, so well 


constructed that we can unqualifiedly guarantee they are free 
of factory defects. If in.rare cases, they should develop, we will 


repair the watches without charge. 


MILBER Watches are still scarce; we cannot promise quick de- 
liveries or solicit new accounts. But we sincerely ask that you 


get in touch with us now to discuss plans for the days to come. 


BERMAN WATCH CO. 


SH mporters 
31 West 47%» St, New York 19, N. Y. 


Arnold Blumenfeld—sales representative—209 S. State St., Chicago, Ill.—3581 Bentley Ave., Los Angeles, Cal. 
Hyman Isenberg—New England agency—333 Washington St., Boston, Mass. 











THE JEWELERS’ CIRCULAR-KEYSTONE 





PERRY NOVELTY COMPANY 


100 STEWART STeaee ° PROVIDENCE P 
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kor true DISTINCTION in fine watches— 





oa, a class by them- 


selves not only as depend- 
able timekeepers, but as 
distinguished jewelry creations! Here 
are but two of a glowing collection of 
rare and expensive DOXA bracelet watches — 
some set with fine diamonds, some combining 
‘ diamonds and genuine colored stones. Out of the 
ordinary bracelet watches that lend prestige to any and 








every store that features them . 


BRIDGE WATCH COMPANY. ine. 


Emil Leichter, Pres. 
SOA S7ARALG UT OR Ss FOR THE Us $A 
$51 FIFTH AVENUE eo NEW YORK 17 
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NATIONALLY ADVERTISED MONTHLY TO AN AUDIENCE OF MILLIONS 


MORE MONEY FOR YOU IN THE “NEW” 


with the EXCLUSIVE GUARANTEE 
IN EACH BILLFOLD 


Here is the new billfold line that’s destined to set new selling 
records for retailers everywhere. It is backed by a Guarantee 
Bond that unconditionally insures each “Loyal” billfold for a full 
year after date of consumer purchase (repaired or replaced if 
necessary)...New styles, in every type of leather, with every 
new and desirable service feature...FASHION RIGHT styling 
that makes “Loyal” billfolds a smart accessory for well dressed 
men and women. o 3 


FR OR ee 


SALES HELPS...mats, displays 


Animal Kingdom’ booklets and a 
wonderful new 
SILENT SALESMEN DISPLAY 


“SELECTION” UNIT 
that will make sales for you without Write for the 1946 Spring brochure and 5-fold Billfold Plan 


elon ond kep right on piling vp U.S.LUGGAGE & LEATHER PRODUCTS CO. 


your billfold sales and profits 


29 West 34th Street + New York 1,N.Y. 
Luggage, billfolds, briefcases and other leather goods 
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| FIEILGER 
RINGS 


SINCE 1880 





Leeland’ Fine 14K Rings, set with 





Precious and Semi-Precious Stones, 


ornamented with Diamonds. Star 





Sapphires, Star Rubies, Catseyes, 


Oriental Sapphires, Rubies, Emer- 


alds, Tourmalines, Aquamarines, 





Topaz-Quartz, Amethyst, Garnet. 











IFFFD 


Reg. Trade Mark 


F. & IF. FIELGIER, INC. 


Manufacturing Jewelers 


480 Washington Street - Newark 2, N. J. 
New York Office: 608 Fifth Avenue 











Correspondence should be addrezsed to Newark, New Jersey 
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erase 


W000 
FABRICs 


a 
grit Arrow appreciates the many inquiries 


which come in daily regarding boxes and displays. As soon 
as material and labor become more plentiful, we will CARDBOARD 


be ready to undertake new commit- 


META) 


ments—to create more boxes 


and displays that stem 





from Arrow’s ability to 


work with a varied 





range of materials! 





O/771() he AND DISPLAYS 


ARROW MANUFACTURING COMPANY, INC. + FIFTEENTH AND HUDSON STREETS, HOBOKEN, NEW JERSEY 





You can depend on your wholesaler for sound, 
constructive, impartial advice as to the jewelry that 


will sell fastest in today’s increasingly competitive market. 


Representing many different manufacturers, he has no reason 
to “overload” you on any particular line. On the contrary, 
he has every reason to help you put in a well-balanced stock 
of saleable merchandise . . . because your success is his 


success . . . building your business is his business. 





e 
Aeme Ring Mfg. Ce., uc. 
of NEWARK, N. J. 
Manufacturers of 10 and 14 Karat Gold Rings 





DISTRIBUTED THROUGH LEADING WHOLESALERS 








os 
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For almost a century and a half, the 
Blancpain family has treasured their 


talents for the creation of precisely de- 
eur yamaha” .. handing down 


; Fe a are lanawsied: to 





the unique Blancpain Retailing Prog: 


Distributed in America by 


PAUL H. SAMUELS CO. ) 


25 EAST WASHINGTON ST., CHICAGO 2 pe 


: E. V. Hutten, 220 West Fifth Street, tos An 13 
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North, Easi, South, West.... wherever 
there’s a Campus there are CAMPUS 
personal jewelry accessories for men. 
College men know what is smart, 
know that CAMPUS Tie Holders, Key 
Chains and Cuff Links are smart and 
proper. They click with men who 
know. 


Because CAMPUS personal accesso- 
ries appeal to men everywhere, they 
are your key to bigger volume, better 
profits. Ask your wholesaler for these 
CAMPUS accessories in Gold Filled 
and 10K Gold. If he hasn’t them in 
stock we'll ship direct and bill 
through him. 





TIE HOLDERS 
KEY CHAINS 
\ CUFF LINKS 
; TS A , IN 10K GOLD 
qe Ain and GOLD-FILLED 





SMART PERSONAL ACCESSORIES FOR MEN 


Manufactured and Marketed Exclusively Through the Wholesale Jeweler 


CAMPUS JEWELRY PRODUCTS, INC. 


121 DYER STREET, PROVIDENCE 3, RHODE ISLAND 


Midwest and Pacific Coast Representative: LEWY & GOODMAN CO., 29 E. MADISON ST., CHICAGO 
Eastern Representative: HARRY HERMAN, 562 FIFTH AVE., NEW YORK CITY 
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Once a BELMONT Jeweler— 
Always a BELMONT Booster! 


BELMONT WATCHES... 
Sentinels of Sime 


0... TpA Mee Lilolit-mololoUimi-Mulelbmelttilameloholiliele [13 


ro) MM ikelalelilite Melle Mi-tolitialite ME Sial dlule |b aria ai-1° Mimo (-) o\-tulelelel i 
BELMONT watches . . . how easily and profitably 

they sell and stay sold. The supply is still 

limited, but more and more BELMONTS 


are on the way. 


BELMONT WATCH COMPANY 


551 Fifth Avenue, New York 17, N. Y. 
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“AMERICA'S Finest -GOLOeEERUDEOD JYEWELRY’ 


VAN DELL CORPORATION * PROVIDENCE * R + | + Through the Wholesaler only 
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ERAWATCH Ct 


RUEFLI-FLURY &. CO.: 
ARTHUR BAUER CO., U. S. Representative 
48 West 48th Street, New York, 19, N. Y. 
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FROM BETTMANN ARCHIVE 


Even tough, battle-hardened Caesar proved vulnerable to the wiles of 
Egypt’s fascinating queen. So, what chance did Mark Antony have. 
When he set out to punish Cleopatra for offending the Roman triumvirs, 
poor Mark soon found himself captivated by the Egyptian’s alluring 
beauty. 


It may be that some of Cleopatra’s charm lay in her choice of jewelry. 
Could a Roman general gaze at the beauteous queen’s exquisite gold 
jewelry, and not be captivated? 


So, too, will your customers be charmed by the beauty of CHEEVER, 
TWEEDY fine, gold-filled jewelry. 


* * * 


In fairness to all our customers we are still following the allotment plan 
of distribution. Rest assured, you will be advised immediately, once 
we return to normal, peacetime production. 


Dishibuied through a Selected list of Wholesalers 


CHEEVER, TWEEDY & CO.., INC. 


ESTABLISHED 1880 





NORTH ATTLEBORO, MASSACHUSETTS 
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illustrated: CHECKERS in glam- 

orouvs SOLID GOLD, both 

bracelet and case, 17-jewel xt 
Rima movement, 18K raised 

gold indicators on dial ¥ 





Since being launched, Rima has charted a course sigkted always on the star of 
fidelity—fidelity to the principles of fairness in relations with the trade... 
fidelity to the practices of uncompromising quality... fidelity to superlative 
standards of design, value and workmanship! 


This faithfulness of purpose in a changing world has ever attracted the finer 
jeweler. This consistency of policy has ever been a firm foundation on which 
to build for a successful future. 


Secure in Rima’s integrity, progressive jewelers everywhere have achieved 
an impressive reputation for trustworthiness in their communities, resulting in 
added prestige and increased store volume. 
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DESIGN PATENTED 


in 1/20-12Kt. Gold Filled 


A few Selections from our Extensive New Line of 


PINS . EARRINGS . BRACELETS 


Meticulously Designed, Expertly Fashioned 


by Skilled Jewelry Craftsmen and Moderately Priced 


+1 ©) i © ie => 4 OF an Oh 9 Ad a Ee THROUGH YOUR WHOLESALER 
Le ee ee oe ens FINE GOLD JEWELRY 
SS nt ° a2:3,. ee 
attr® 4Us, 
‘NCORPORATE? TTs 


NEW YORK OFFICE. CE SS Se ee ee ee eee 2 ee 2 ee ee 
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Canterbury Executive, 17 jewel, 8% ligne, génts’ 
wristwatch, Rhinestone dial, 14 kt. gold case, mesh 
bracelet. 

Canterbury Regina, ladies’ wristwatch, 17 jewel, 5 
ligne, 14 kt. solid’ gold case. ~ 


Other fine watches also “available. 
Send for latest illustrated catalog. 
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PENT-UP DEMAND-- Wore PROFITS 


Today a Mason Masterpiece dealership is more profitable 
than ever before! During the war years literally millions of 





customers have been unable to buy this quality product — 


baby shoes “with every precious scuff and wrinkle pre- 


%9 






served forever in gold, silver, or bronze.” Mason is ready 





How WE HELP 
you po IT! 


ly 
To our dealers We Pe 


rtising ane «i. 
adve song © ders, illus 


to supply that enormous pent-up demand NOW. 
Apply for your dealership now—and tap these three new 






sources of income. 






@ Customers already waiting—parents, relatives, 
and friends of the 14,300,000 babies born during 
the war years—are prospects for enormous immedi- 
ate sales. 

@ A continuing and expanding new list of prospects. 
Every day children are taking their “first steps” — 
parents are eager for some suitable memento of 
this thrilling moment. The Mason Masterpieces 
you can sell them are the perfect answer. 


@ New customers for other lines will be attracted to 
the store which carries this quality product—help 
your sales in other departments. 










rent 
there’s 4 dealersmP 


y our loc ality ° 






MASON 









NOTICE 


ed Within 
Receipt- 


ders Shipp 


All Or Weeks © 


Two 





be 


Ld E. MASON COMPANY « HYDE PARK 36; MASSACHUSETT: : 
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NOTHING COMPARES WITH A COMMANDO... 








Distribution thru whole- 
sale jewelers exclusively 








*Trade Marks registered 


MARVEL JEWELRY MANUFACTURING CO., PROVIDENCE 
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THESE ARE YOUR STAR SALESWEN! 


* 


Thy i 
o a 
i 


Beauty of form and 


workmanship are the qualities that 


WC fealol seit mil Uktigeli-veMl(olgel Imm iilelimelaitlel 
el d-Ye}-MaTo] (:5- Mo] ) 0l-fo] ME Kole) mE io) 


size to show fine details of workmanship. 


a. us for rings and watches of distinction. 


Illustrated folder of watches and rings on request. 


(\MmOALALA ‘e ame de EAST 52nd St, N.Y. 22 
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PROVIDENCE 3, RHODE ISLAND 
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upreme 


& 
WEDDING RINGS 
ALL SEAMLESS DESIGN 


, are 


wit. 
LQ 
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The same characteristics of quality, styling and craftsmanship thi 
always distinguished Supreme Seamless Wedding Rings in g 










now evident in the Supreme models fashioned of Platinum... & 
or in Platinum these wedding bands retail at prices that mak 
stand-out values. Obtainable individually or in matched sets . 


IMPORTANT — We will design and produce Supreme Seamless Rin 
individual specifications for size and weight. Inquire through your wh 





WEDDING RING CORPORATION 


CGoreme— Plant: 50 Columbia Street * Newark, New Jersey 
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Costume Jewelry 
of Rare Distinction 


New visions of beauty . . charming 
.. lovely . . to thrill the woman with 
gleam of gold and flash of color. 
Jewelry styled by artists and 
brought to perfection by skilled 
craftsmen to whom each detail is 
of utmost importance. This com- 

' plete line of costume jewelry will 
truly bring the glamour of Fifth 
Avenue to your counters and 
displays. 





In 10 Karat Gold and 
1/20 12K Gold Filled 


ATLANTIC NOVELTY JEWELRY CO. 


387 Charles Street * Providence 4, R. I. 
New York * Chicago * Los Angeles 
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ARE YOU 
A DIAMOND EXPERT? 


IF SO, you will immediately recognize the exceptional | 


quality of “PURITY” diamonds, their scrupulous grading 
to conform with our high standards, their brilliance. “PURITY” 
diamonds are clean stones of fine make and good color. They are . 
exquisitely designed and styled —set in mountings befitting their 
elegance. If you are not a diamond expert, place your reliance im 
“PURITY”, the diamonds experts appreciate. You are safe in their repu- 


tation for high quality and value. 


“Their PURITY is your 
Security” 


- Solitaires wr 
« Wedding Rings 4S & 
« Matched Sets WN 
$50 to $5000 retail AN a 


Exclusive franchise may 
still be available for your — 
community. Write us. 





REFLECTING QUALITY and DESIGN 
IN LOVELY JEWELRY CREATIONS 


1/20-12 Kt. Gold-Filled Jewelry 


150 CHESTNUT ST. COMPANY PROVIDENCE, R. I. 


SOLD EXCLUSIVELY THRU YOUR WHOLESALER 
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No. 541. 10K or 14K Yellow 
Gold Men's Ring set with Synthetic 

or H. M. Ruby in Faceted, Cabochon or 
Buff Top. Also available in Birthstone Colors. 





LEADING WHOLESALERS FEATURE 


~ Ont. 


612 ROOT BUILDING, BUFFALO 2, N. Y. 

















THIS TRADEMARK MEANS QUALITY 
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tM09 05, 
A RARE COLLECTION OF BLAZING ZIRCONS AND CARVED MOUNTINGS 


For color, cutting, brilliance, and clarity, as well as for size, the selected and exclusive blue and white 
zircon-set rings shown here represent a “coup” in gem buying and a triumph of ring artistry and 
craftsmanship. Distinguished styling and uncompromising quality combined with unequalled but 
popular pricing give these rings a top-selling value for every progressive jeweler from coast to eoast 
... Your opportunity for sales-building is here! Observe the exquisite fiery zircons, the classic fineness 


of the 10K two-tone gold mountings. Order these precious, lovely zircon rings today. Keystone pricing. 


< Handsomely styled man’s ring. Shield-carved sides 

with fine milgraining lead to a flashing 34 ct. white 
zircon. Méirror-polished 10K yellow gold mounting. 
€924-$27.00 Keystone. 


A tailored setting, heavily milgrained and carved at the 
sides adds distinction to the sparkle of the 1% ct. white zir- 
con. 10K yellow gold mounting. C919-$30.00 Keystone. 


A radiant % ct. white zircon is set in the center of a 
raised table flanked by carved and pierced side de- > 
signs. A perfect fashion in rings for men. Satin finished, 
milgrained 10K yellow gold mounting. C927-$33.00 
Keystone. 





Brightly polished, tailored design and the heavily carved 
side treatment style this man’s ring. Fiery 1 ct. white zir- 
con. 10K yellow gold mounting. €906-$35.00 Keystone. 





< pa pe carved, scored, and satin-finished 10K yellow 
gold mounting enhances the brilliant 1 ct. white zir- 
con of this trim man’s ring. C928-$33.00 Keystone. 


The broad, carved lines of the mounting enhances the 
sparkling 1 ct. white zircon. 10K yellow gold mounting, 
nely milgrained. €926-$35.00 Keystone. 


An impressive ring for a man. Gleaming 144 ct. white 
zircon and an attractively lined, satin-finished 10K > 
yellow gold mounting are richly combined in this style. 
€907-$35.00 Keystone. 


Milgrained lines add masculine distinction to this ring 
and lend dimension to the flashing 5% ct. white zircon 
and mirror-polished 10K yellow gold mounting. 
C913-$25.50 Keystone. 





< A truly lovely ring for a lady. A brilliant blue or 
white 2 ct. zircon is prong-set in a specially carved 

tal mounting, whose pierced fasteners permit maximum 
Fght dispersion. Highly finished yellow gold 14K mount- 
ing. C825-$55.00 Keystone. 


A lady’s ring blazing with an especially fine 2 ct. blue or 
white zircon, set in a daintily carved 14K yellow gold 
mounting. Note the trim pierced and petalled setting. 
C€827-$60.00 Keystone. 


An outstanding ring that will be a pleasure to own. > 
Set in 14K gold. Blue or white zircon. €801-$35.00 
Keystone. 


A beautifully tailored lady’s ring, 14K yellow gold mount- 
ing, finely milgrained. Blue and white zircon cluster. 


C812-$60.00 Keystone. 
ill, 
J (e 
. 


NOT INC. 











29 EAST MADISON STREET * STATE 3876 * CHICAGO 2, ILLINOIS 
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..about $7.50 
about $2.00 


% 


OUR: WHOLESALER 


Manufacturers of Fine Costume laweeue 
511 Westminster Street ¢ Providence, R. I. 
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Weve Quletinell and Miss America 


FASHION LEADERS OF THEIR TIMES... 


Smart young brides of today make Alsan hand carved 


wedding rings their choice...Classic designs that endure... gnc Sold Thru 
‘ . Wholesalers 
craftsmanship, style and finish make Alsan Hand Carved Wed- 


ding Rings a compliment to women who discriminate. 


62 West 47th St., New York 19, N. » 


Western office: 220 West 5th St., Los Angeles, Calif. 
Mr. Albert B. Cohan, representative 
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BETTER VALUES | 


N-831, New all metal 
Choker. Yellow or White 
$1.75 each 


B-221, Bracelet 


to match 88c. each 


All pieces shown 
slightly less than 


actual size 


B-207 Gold-Filled on Sterling Lover'sKnot Bracelet, boxed. . $6.75 ea. 


E-536 Earrings to match... $1.75 pair 


1-607/A Sterling Silver heavy weight Ident. Bracelet, boxed . $2.50 ea. 


L-700 3-Tone G. F. on Sterling Locket and Chain, boxed . $2.25 ea. 
E-530 3-Tone G. F. on Sterling Earrings to match L-700 . . $1.50 pair 


N-835 Very popular New snake design Choker 


eee 


185 EDDY STREET © PROVIDENCE © RHODE ISLAND 
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Established Over A Quarter Century 


The consistent perfection of every LB Lovely 

Bride ring is tangible proof that quality is 

more than a word . .. it’s an LB pdlicy! That's () 

why so many people look for the LB Lovely é 
Or quast* 


Bride trademark when they buy a ring. Many 


* 
of the illustrated ring sets are available in MANUFACTURERS AND ORIGINATORS OF QUALITY RINGS 
14K white and yellow combinations, also all 


white ond cll yellow gold. _ 2 WEST 47 STREET © NEW YORK 19, N. Y. 


FoR MARCH, 1946 127 





ORIGINAL CREATIONS 








SSare *ontees = - . 
ToLES BuOSs.S LEWIS 


a ET OS Deni nities BIGGARD & COMPANY, Inc. 
é sie ois ; PITTSBURGH 22, PA. 
BR OWN, GOLD COM = ae . ; F * « 


: * 7. PA, 
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MANUFACTURING COMPANY 


oe ee ee ae O F FIN E COSTUME JEWELRY 


44 FRANKLIN STREET—PROVIDENCE \ a oe 
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10 KT. GOLD FRIENDSHIP RINGS 


Beauty and quality combine to make 
these Friendship Rings real promotion items 
at $21.00 per doz. Hand chased 

in different designs, these exquisite 


10 kt. seamless gold rings are 


priced to sell on sight. 
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SENSATIONAL MEW MUM 
BY AL Ce 


DIAMOND COLORSCOPE 


Satisfied users throughout the country are acclaiming the new DIAMOND COLORSCOPE for its 


unfailing perception of TRUE COLOR of diamonds. Eliminates indecision, guesswork and eyestrain. 


The TRUE COLOR of any diamond appears immediately with the use of the indis- *f | 
* 


pensable pocket size Diamond Colorscope. Send for your Diamond Colorscope today. 


HAYDEE 


STREET ® PROVIDENCE, R. ! 


16 DORRANCE 
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Moss platinum diamond 


ring mountings are distin- 
guished for their beauty and 
symmetry. All settings are de- 
signed to enhance the size and 
brilliance of each diamond, 
and are made to the exacting 
standards which characterize 
all Marlin jewelry. 


It is significant that the finest 
jewelers feature Marlin, for 
they appreciate those price- 
less ingredients--dependable 
quality,expert craftsmanship, 
Original design and unex- 
celled value. Look to Marlin 
for rings that build prestige 


~<MARLIN=< 


ect Sal and customer good will. 


Division of PERKEL & KNAPP, Inc. 
10 West 47th Street * New York 19, N.Y 


CHICAGO: Louis E. Sherman, 29 E. Madison St 
SAN FRANCISCO: Harold L. Levene, 210 Post St 
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is THIS ... It’s profitable... 
very profitable. 


Yes, sell customers jewelry that 
brings out the smiles and you bring 
in the customers ... more and more 
customers ... fast. 

Jewelers have been doing this for 
years with Gold Filled jewelry. For 
the value of Gold Filled jewelry 
certainly pleases customers. 

You see, Gold Filled is made in 
a way that gives value and beauty 


and keeps down costs. Layers of 
karat gold are bonded to a base and 
then precision-rolled under tons of 
pressure. This gives the gold sur- 
faces a dense, longer-wearing qual- 
ity without affecting the natural 
beauty of the gold. 

Gold Filled is easily identified by 
markings such as 1/20K G. F., ete. 


=<" 
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Research Division of 
GOLD FILLED & ROLLED GOLD PLATE Mfrs. 
PROVIDENCE, RHODE ISLAND 
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Love Sind Diamond Ringe 
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Quality merchandise, competently merchandised, is the surest, soundest “secret” 
of retail success. In the long view, the kind of quality that leads to 
confidence, the kind of value that leads to repeat sales is the only way to build a lasting diamond business, 


Leading jewelers everywhere recognize that these attributes are indivisibly a part of the Love Bird 
operation. They have always been in the past, they will always be in the future. 


Every sparkling Love Bird diamond has been critically inspected, carefully “loupe tested”, 

for surpassing excellence of color cut and clarity. Their settings have been selected for distinguished style 
and masterful craftsmanship. Together they represent a unity of sales-compelling 

quality and customer-convincing value that make for a bigger, 

better diamond business for your store! 
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630 FIFTH AVENUE, NEW YORK 20, N. Y. « *Pat. app. for 


IN FULL COLOR IN MARCH JUNIOR BAZAAR 


Food for thought... 
your vitamins jeweled and garden-gay 
...to wear all ways... and always. 
Hand enameled on sterling silver . . . matching earrings. . . 


ot better stores everywhere. 


inc. creation 


377 FIFTH AVENUE 
NEW YORK 16, N.Y. 


Designs Patented 
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Jewelers 
New York 10, N. Y. 


Manufacturing 


ROTHMAN & 


5333333 

$333 $35333233 

so et 
ast ssetesiits 


FOR MARCH, 1946 














SUNBURST—Duplicate of 
an exquisite jewelry piece. 
Rhinestone studded center, 
rhinestone accented rays. 
Sterling—heavy gold plate. 


SUNSPRAY—Cleverly de- 
signed pin and earring set. 
Cut to radiate brilliance in 
all directions. Sterling — 
heavy gold plate. 


JOY AND SORROW — 
Beautifully crafted, eyes 
of imitation colored 
stones, teeth of glittering 
rhinestones, Sterling— 
heavy gold plate. 


.. . HARLEQUIN AND 
COLUMBINE — Dainty, 
dancing lapel set with beau- 
tiful rhinestones, charmingly 
designed. Sterling — heavy 


gold plate. New costume jewelry crea- 


tions as fresh and radiant 
as the first day of spring. 
VTi mm ce lMmliliclauleliteliMelate 
prices. 


COURT JESTERS— 
Lapel set designed in 
the royal manner, 
studded with imita- 


Sede” — WV SUILESINGER JEWELRY co, 


58O FIFTH AVENUE, NEW YORK 19 
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FULLY PROTECTED BY PATENTS 
PATENT PENDING U. S. PAT. OFFICE 


Four sales aces for retailers who seek the new and the different 
in timely jewelry .. . These Tally-ho Chatelaines are crafted with 
consummate skill in Gold-Plated on Sterling Silver, smartly 
enamelled in playing card colors and embellished with Rhine- 
stones and colored stones. Earrings to match available, Choice of 
metal finishes: Rhodium, Pink or Yellow. Sold through whole- 


salers. Write for name of wholesaler in your community. 
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* * 
BY APPOINTMENT * * TO HIS MAJESTY 
MANUFACTURING JEWELERS THE AVERAGE CITIZEN 
i ag AINE 
ei ee 
regi Reg UE 


® On the Broadways and Main Streets 





of the nation, in hundreds of jewelry 
alo) om A All ol-1ae MMRea-1o] flo) Maron Z-¥m ol-1-18 


pleasing the eye and the purse of the 








great mass of jewelry buyers. You want 


HEARTS AND FLOWERS 


them in your shop because they SELL! 
25-diamond combination; 11-dia- 


They MOVE! mond ring and 14-diamond wedding 


[Neo Ma lohy am come Mme] Mlalcolduilehilolamme] oeleLi ring. In platinum or gold. 
al -xx-Mm alle Lal Amul -laaatelale tye] ol(-M olgotel lle No. 3817-3818 
tions, Wilberg Diamond Rings and 
Watches, Ladies’ Zircon Gold Mount- 
Tale yam Ole laslolale mm AA-1elollale ME diate  Mmel ale 
OyTeTastelalem tale lol Mt \-1f Sm @1-smlal-Mfelanwelale| 
figures on our offerings over a wide 
price range, and see for yourself why 
Wilberg has been pleasing the jewelry 
trade since 1918. 


Other Diamond Ring Sets 


Matched combinations, with mount- 
ings cleverly engraved to enhance 
the sparkle of the gems. From $30. 
Set illustrated has 3 diamonds in 
each ring. 





Mats furnished for newspaper advertising! 


WILBERG JEWELRY CORP. 


31 WEST 41TH STREET, NEW YORK 19, W. Y. 
223 W. FLAGLER STREET, MIAMI, FLA. @ §5& S. WABASH, CHICAGO, ILL. 


REPRESENTATIVES 
Herman Berg * Michael Berg * Cy Berg . Arthur Laubheim . Louis H. Geier 
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CONSTRUCTION: -- 
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® Years of customer-records prove that fewer than 
25 out of 1000 Flex-Let Bands have ever needed 
service attention of any kind! And every Flex-Let 
is slim, sleek, silkenly flexible. That’s construction 
perfection that reduces repair headaches for you, 
turns casual customers into boosters, increases 
your profit! 


Each Flex-Let guaranteed for one year! 


Advertised every month in Esquire, and frequently 
in additional magazines. 


Available in gold filled (pink or yellow) to. retail 
at $11.50 and in non-corrosive stainless steel to 
retail at $8.95. 


SOLD EXCLUSIVELY THRU RETAIL JEWELERS 


*Patent Pending 






































ANTIQUE STYLE JEWELRY SHOWN Is MaApE IN .14KtT. GoLp 
Button Earrings “A” Brooch “C” ... $120.00 Bracelet 
Drop - Ring ... 25.00 Necklace 


All Prices Keystone List L » F R A N kK F U R T & Cc ak _ Sold Thru Jobbers only 
82 Bowery Jewelry Manufacturers New York 13, N. Y. 
Also: Complete line of Signet Rings (Men’s—Boys’—Babies)—Chokers—Bracelets—Mezuzah’s. 
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out OF THAT 
MERCHANDISE 















YY CAN'T AFFORD 


TO LOSE SALES 
AND FUTURE 














| WONT PUT 
OFF THAT VISIT 
ANY LONGER >~_ 
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CUSTOMERS COMING 
In... BUT WALKING 
OUT WITHOUT BUYING 


HAS HIM GOING 
AROUND IN CIRCLES — 
THE PROBLEM IS 
QUITE TRYING. 


THE TIME CALLS FOR 
ACTION...A QUICK 
TRIP IS THE THING 


TO THE U. S. JEWELRY 
COMPANY — WHERE HE 
LEAVES — WITH GOOD 
REASON TO SING! 





WHOLESALERS 


7 BALTIMORE-1, MD. 


EASTON WATCH IMPORTERS 
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Aa additions} Sale 
for every wide awake 


MARCH 
Wamarina 


foras little as $10.09. 


a 


SEPTEMBER - 


Sapphire 
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Jones: “It will be everything I have dreamed of — everything | 
have worked for and planned for ever since I went into the jewelry 
business twenty years ago. Yes sir, it’s going to be the last word in 
modern jewelry stores . . . right down to the window platforms, 
displays and showcase layouts designed and built especially for us 
by Wolfsheim & Sachs. ee 


Architect: “If there’s one thing experience has taught me it’s 
thatthe best designed store lacks that certain something if the 
platforms, showcase layouts and displays aren’t in harmony with 
the design of the store. I am glad you took my advice and called 
in Wolfsheim & Sachs. They certainly have display know-how. 
over a half-century of it.” 


i] U1) | f. LY ei vn é 


20 
WEST 475) STREEY 


Sachs, 1, “ 


NEW y 
Factory. ORK ee} N. 4 


: Butfaly Ny 





SINCE 1888...THE GREATEST NAME IN THE JEWELRY BOX & DISPLAY INDUSTRY 
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; = you Seen our SUNPIISE ‘Ene 7 


Unicorn originals in costume jewelry created 
for timely, easy selling . . . distinctively designed 
with that “quality look”’ to please your most dis- 





criminating customers. 


If you haven’t seen them yet, make a memo to 


do so soon. 





* Featuring — distinctively designed 
cuff bracelets in pink and yellow gold 
plate and silver plate—smart accents 


to the Spring Wardrobe. 


UNICORN PRODUCTS COMPANY 


Sales Representative: Arthur J. Michaels 





Factory and main office: . Showrooms: 

1548 Southern Blvd. 366 Fifth Avenue 
Bronx 60, N. Y. New York 1, N. Y. 
DAyton 9-7090 Wisconsin 7-6476 









MEMBERS OF THE JEWELERS BOARD OF TRADE 
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Jewelry with the master designer’s touch... ° 


so like “Fifth, Avenue” creations 
a ° 


Big things are coming your way SCEPTRON-wise during 1946, Mr. Jeweler. 
Big things in the form of fast-selling, highly profitable jewelry creations 


that are second to none for superb styling, maximum appeal. And 


they'll be yours alone—yours to handle, feature and sell exclusively, 


without competition trom department or specialty stores. 1946 is 


definitely a SCEPTRON jewelry year. Make the most of it! . 


CONSULT YOUR WHOLESALER 


SCEPTRON JEWELRY CREATIONS «+ 7 E. 42nd Street, New York 17 
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A complete and varied ling of 
costume jewelry, ‘pin and ear- 
ring’ sets and popular watch 


1 
S attachments in sterling silve, 
S AC and other metals. Also lockets, 
rosaries, lighters, crosses, com- 
NG pacts, sun glasses, leather 900ds, 
IRVI music boxes. Jobbers! Distrib. 
utors! Quantity users! Write us 
your requirements. Complete 
\ q price list mailed on request, 
\\y \ i yTH 
Qu 
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No. 1373 — Money 
Clip. Stainless steel 
with real U. S. Mint 
silver dollar. Space for 
engraving. A wonder- 
ful gift. ~ 




















' No. 1398—Crown Set. 
3 beautifully gradu- 
| ated crowns with ear- 
' rings #0 metch. 


















No. 1362—Pearl ear- 
rings in unusual daisy 
setting. 








No, 1354—Hand- 
made, gold-finish ster- 
ling silver pin and ear: 







No. 1337— Owl in 


goldifinish. Eyes of as- 
sorted colored stones. 










No. 1230 — Sterling 
silver gold-finish pin. 


No. 1421—Sword Fish No. 1424 — Horse's & y 
Head in sterling silver. 1393. Lustrous, grad- 


in sterling silver. 
vated. poarl earrings. No. 1472—Group of 





¥ 


3 angels in relief with 
‘hand-wrought' effect. 
Earrings to match. 


IRVING SAC KS, Titer Sterling silver. - 


Member Jewelers Board of Trade oa ———_ e 
: and earring set. Pea i 
MANUFACTURERS +- IMPORTERS + EXPORTERS ‘ p of high lustre com- 


MU Hill 4-8261 bined with popular 
rray Hi colored stones. Gold 


264 Fifth Avenue, New York 1, N. Y. finish. 
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Tomorrows Wallflower ? 


Mi you thought the experts were kidding when 
they predicted a postwar market for 414 million 
toasters. 


Today, you know that, if anything, they underesti- 
mated! Eager customers are swarming in to buy toasters, 
broilers, irons—any old thing at all. 


But after the party’s over—what then? Will the appli-— 


ances you sell today win you another date with your 
public? Or will you be a lonesome wallflower? 


The answer is up to you. If you want loyal, quality- 
conscious customers, Manning-Bowman can get them for 
you. For Manning-Bowman makes a famous line of qual- 
ity appliances—like the popular Toaster-with-the-Tester 
above. Since 1857, Americans have known Manning- 


Bowman means best. 


To dealers Manning-Bowman also means more busi- 
ness. Good to keep in mind when you plan your stocks 


for the future. 


Mannino- Bowman Means Best 


MERIDEN, CONNECTICUT 


d~ 





Long-Last 
Percolator 


Smokeless 
Table Broiler 








Twin-O-Matic 
its-Tail Waffle Baker 


lron-that-Wags- 


THE LINE THAT'S ALWAYS IN DEMAND 
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She has Rolls Royce tastes, and a bus pocketbook. 
She adores real rubies and pearls. 
But she settles for the next best thing... 


heeding pisudlay ly Gamer 


‘See the complete collection at 389 Fifth Avenue, New York 16, New York 
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In QUALITY Kings — 
the Swing’ am BLO) 4 5) oe 


But definitely — for DOVER rings are not only fine 

quality rings, but rings that reflect in every way the newest 

trends of modern ringeraft! The 14 kt. gold settings are superlative 
from the standpoint of style and design, the colored stones and 
diamonds genuine. Our collections are wide and varied-enough 

to furnish the basis for any jewelry store’s complete ring 


department. And prices insure utmost value-giving! 





arat Gold J ewelry : 


Distinctive Designs 
es 4 5 








302 
BRACELET 
FROM 1107 
p LINK ve 


701 
UNIVERSAL 
CLIP BROOCH 


JEFFERSON AND CLIFFORD STREETS 
NEWARK 5, N. J. 
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Big Sales Features! 


Multi-Strength Control — makes coffee “mild” or “strong” 


: Universal Coffeematic combines all the auto- 


matic features for the perfect cup of coffee—makes of any point in between. 
Automatic Redi-lite eliminates guesswork — signals when 
coffee is brewed. . 


cup after cup to suit the taste. Plan now to feature 


Coffeematic, first among automatic coffeemakers,— Beautiful, durable chrome assures freedom from breakage 
—easy-to-clean. 


‘the last word in design and craftsmanship. No table fuss—makes coffee right at the table—no parts to 
remove—simply pick it up and pour. 


ThTh74.07." 


Universal Electrical Appliances distributed in Canada exclusively by Northern Electric Company, ud. 
LANDERS, FRARY & CLARK + NEW BRITAIN, CONN. oe . 


LEADERSHIP THAT BUILDS YOUR DEALERSHIP! 
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af ll that glitters is gold in these 


24 Kt.-gold-plated beauties! Their exquisite desig 


dust-proof inner doors, fine details are usually 


found only in the highest-priced compacts! 


By 
The romantic Heart shape retails about 7 Y/, 


The scalloped Oblong, with hand-paintec 


reXers(-) Milelge] Maoh Z-lame(-t1[ aMmelale Mil -elere(-oit 


oe - 


i D ‘ 
embossed back, is about 7”, at retail 


307 FIFTH AVENUE e NEW YORK 16, N.Y: 
CHICAGO: MR. LOU REISMAN, MORRISON HOTEL 
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ALL HAND 


Volt iY 


FRIENDSHIP 


CHASED 
Silver 


RINGS 


Today's biggest dollar jewelry value that 


‘brings ‘em into the store’’. 


Twelve 


desians, all sure-fire, year round sellers, 


eelitialile Malsl-MealelileMel-tcellllile MES -te lui) 


construction. All stock sizes. 


Order by style no. $ 
or Asst. No. 3700. 


SENSATIONAL 


ely 
| ‘, 


A... 
ai ze 


No. 5/27 Sterling silver with 
dangling engravable hearts. 


$6.75 doz. 
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DOLLAR VALUES! 


No. 5/30. Sterling silver 
band set with crystal. stones. 


$6.75 doz. 


chose? 


50 aot 
dot- 


$13 
$33.00 
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IT PAYS TO 
HAVE THE POST 
PAVE THE WAY 

















LARGE SELECTION 
AVAILABLE 


Also Gold Plate 
on Sterling - 





Thru Your Wholesaler 


(7 Vi lifls The Mark of 
; | 7 bh” fn Quality Jewelry 
714 Sansom Street + Philadelphia 6, Pa. eo 


Chicago Office: 10 South Wabash Avenue * Harry W. Sherrill 


4 


156 THE JEWELERS’ CIRCULAR-KEYSTONE 











REORDERS & 


ae 
oe 





for new and salesworthy jewelry is to 
investigate M & P Presentations . . . Get 


the counsel of M & P merchandising 


experts who know the ‘‘angles’’ that 


assure success in sales and volume- 


building promotions in post-war jewelry. 


tT} t) 
TG feonicow & RUA, INC. 


WHOLESALE JEWELERS 


UNION PLANTERS BANK BUILDING...MEMPHIS, TENNESSEE 
New York Office: 580 Fifth Avenue 
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The master WINEY craftsmen 


present a new extra wide 


FRIENDSHIP RING in a wed- 
ding band inspired design. 





These beautiful Friendship 
Rings are crafted in hand- 
PN rolat-Yo MSL i-ta late MESTINZ-LOMmlTe Lal by 
polished, and are offered as 


an attractive staple item, 





suitable for any jewelry de- 
partment. 
The plain style—#684H—is 


AU ite] o)(-Mcolme-lilelaoh alate p 


$12 a Dozen 





INEY 


TRADE MARK 


He. WEINREICH 


1321 Arch Street, Philadelphia 2%, Pa 
; 347 FIFTH AVENUE, NEW YORK. 
MEAS, FLAL © DALLAS, TE8S = PITT! 
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In the creation of every Leo Glass design, the jeweler’s 
standards have been foremost in our minds. Your en- 
thusiastic reaction to our 1946 collection has been grati- 
fying evidence that we have in some measure succeeded 
in giving American jewelers their kind of jewelry, out- 
standing in design, workmanship and fine quality. Per- 
fection in “jeweler’s jewelry” is the goal for which we 
will constantly strive. 


Beautiful pins, earrings, bracelets and chokers by Leo Glass are 
finished in a lasting gold on sterling, specially treated for durability. 


LEO GLASS AND CO.+ 389 FIFTH AVENUE>N.Y. 16 
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The Modern Set loves Cleopatra Pearls 


Pearls were one of Cleopatta’s principal sources of adornment. But the chances are that she 
didn’t dote on them nearly as much as the modern Miss and Mrs. dote on CLEOPATRA PEARLS. 

This consumer acceptance, based on the truly lustrous beauty of these artistically simulated 
pearls and upon the confidence-creating CLEOPATRA CERTIFICATE gives you ample assur- 
ance of rapid and profitable sales. 


Styles and types to meet every conceivable popular demand at popular prices— 
Single, double and triple strand of fine graduation or uniform popular size pearls. 
Also chokers . . . The dog-collar type in double and triple strand with ribbon of 
gros-grain or velvet... All types are hand-knotted if preferred . . . CLEOPATRA 
PEARLS are noted for their fine clasps. 
Your jobber, wholesaler or distributor probably carries 
CLEOPATRA PEARLS. If not, write or wire us his name and 
address and your order will be promptly filled. 
Profit from the widespread demand for CLEOPATRA 
PEARLS by featuring them prominently in your stock. 
Write for Price List to Dept. JK. 
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FEV OS MON ale 
ye INTERNATIONALE 
ik: MARINE 


NAPLES 


ESTABLISHED AT COPENHAGEN, 
1740. WINNER OF 32 DISTIN- 
GUISHED INTERNATIONAL AWARDS 


ROCKEFELLER CENTER 
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ROYAL ORDER OF DANEBROG 


AND 
OF THE “LEGION D’HONNEUR” 


630 FIFTH AVE., N.Y.C 20 





CREATORS OF 
FINE JEWELRY 


Skilled craftsmanship . . in- 
genious designing . . unusual 
value make Superior the buy- 
word for profits and high vol- 
ume selling. Illustrated are 
examples of the beautiful styl- 
ing and fine quality that turns 
to fast profits. 


2728N 
Necklace. St 
culous 

Fine 18” 


$120 

Sterling Silver“Re 

ling Silver Bead 

designed. $3: 
With col 





~.2726 
Child's Greg 


0. ‘Dozen Boxed 
: Without Cross 


Child’s Cross of 1/20 12K="¢ 
filled on Sterling. 13” chain. ~ 
$12. Dozen Boxed” 


filled: on. Sterling.» 18" 
» $21. Dozen Boxed 


SUPERIOR JEWELRY CO. 
740 SANSOM STREET © PHILADELPHIA 6, PA. 
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Gold and Silver plated Compacts exquisitely 


molded, delicately etched. Available 


now in many beautiful rich-toned patterns. 











| 
COMPACTS and CIGARETTE CASES 


Karneeé Products * 330 South Wells * Chicago 6, Illinois 
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NEW HERMES PRESENTS 


The New Model “‘G" Portable Engraving Machine 
THE SPEEDIEST ENGRAVING DEVICE EVER DEVELOPED 


© So simple that ANYONE can do perfect engraving. 


© /t produces beautiful work comparable with hand engraving 


on all metals and plastics 


¢ A new Universal Work-Holder (Patent Applied For) 
automatically centers and clamps the item to be 


engraved. 


© New Hermes portable engraving machines 
are a proved success in jewelry stores and 
department stores in every part of the 


J. Soe, ne 2 

MR.JEROME G.ROBERTS 

NOTE... The engraving time marked * oo print Pa 

next to the samples includes com- = pa 
position of type, clamping and 

engraving . . . the complete 


job! 


Write for catalog and 
new alphabet 


folder 


7 





Manufacturers of 


Patent Nos. 
aeSsae NEW HERMES, Inc. "2 
A ° ing Machines 


Other Patents Pending 


Made in U.S.A. 
alge es 13-19 UNIVERSITY PLACE » NEW YORK 3° N.Y. 
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NEW DESIGN 


The post-war Zippo Windproof Lighter is offered in 
the silver-like finish, each edge and corner more 
rounded than ever. They have many improvements in 
beauty and design. They will fit snugger in pocket or 
purse, and you can’t mistake a new Zippo—it’s beyond 
imitation. 


NO INCREASE IN PRICE 


This new post-war model, while it looks like a five 
dollar number, remains priced at $2.50. Facsimile 
signature or monogram (three initials) inlaid in your 
favorite color is $1 extra. 


WATCH YOUR STOCK 


The quality of the Zippo line—the beauty—the doilar 
and cents turnover value—will be so apparent (and 
we are not exaggerating, you will agree) are so sell- 
able, so much in demand that we suggest you unload 
as quickly as possible those other brands that you 


RETAIL 
with initials 
$3.50 


thought were made by Zippo but were flimsy imita- 
tions that capitalized on Zippo’s record at your expense. 


ADVERTISING 


In the near future every account handling Zippo 
lighters will receive periodically a schedule of Zippo 
advertising which will call for more space in national 
magazines than Zippo has ever used before, plus in- 
creased space in newspapers, as well as radio broad- 
casts throughout the country. We are now having 
designed most attractive displays to be used in point 
of sale. They will help make Zippo one of the most 
profitable items you have ever handled. 


LIFETIME GUARANTEE 


The Zippo unconditional guarantee, for many, many 
years known as the fairest of its kind, is your assurance 
that Zippo backs you up in every sale. No one ever 
paid a cent to repair a Zippo. 


Make Your Stock Order Now 


ZIPPO MFG. CO. BRADFORD, PA. 







LIGHTER 





> Liners 






FLUI 


Attach to letterhead and mail. 
ZIPPO: 


Please send price list of post-war ZIPPO Windproof 
LIGHTERS. 


{} Stock order attached. 





‘) Signed 








al 
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tivo Somes 
Con Eving Sei 


sterling silver 






sold plated | 





BROOCH 2046 
EARRINGS 2123 










Brooch 2043 & Earrings 2044 


..chighly polished gold plate 
«. NO stones. 





| si 257 Fourth Ave. New York City 10, N.Y. 


FACETED STONES ARE AVAILABLE 
IN ASSORTED COLORS ALL PIN AND EARRING SETS ARE GIFT BOXED 
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WHERE VISION COUNTS... with "SIR APEX" 





yi I, 4, 


nT, 












WHERE PROFIT COUNTS ... IT'S APEX! 


It's APEX for value ... APEX for quick sales . . . and APEX for 
volume! Mass orders from the Armed Forces resulted in produc- 
tion economies. That's why APEX'S sun glasses can be sold at 
amazingly low prices without sacrificing quality. Increase your 
sun glass sales by selling APEX, the Outstanding Sun Glass Value. 


APEX SUN GLASSES MP 
with GLARE-BAR LENSES Re-use utility case, ideal for 


home and office use. This beau- 
tiful transparent-plastic topped 
simulated leather gift box is 
free with each pair of APEX 
deluxe sun glasses. (RETAILING 
at $3.95 and up.) 





EACH PAIR IS COMPLETE WITH 
iil e iil 
Flight Leader “Bermuda CARRYING CASE AND SPECIALLY 


Ever-popular Aviation Sun Glass, 95 ies’ i 
Glamourous Ladies’ model with metal 3 
Rhodium Plated, RETAILING AT. ' $4 inner core paddle temples, RE- $395 TREATED LENS CLEANING CLOTH 


b rr Plated Luxury Model RE- $595 TAILING AT ........ eee eeeeee 
we aT Write for catalogue of Complete Sun Glass Line. Retailing from $1.50-$9.98 


Apex Specialties Company * 38 West 33rd St., New York 1, N.Y. 


COPYRIGHT 1046, APEX SPECIALTIES CO., NEW YORK 
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FY) proudly you'll a ae 


This high fashion trio... created by artisans 
and presented by Tom Frank to capture the 
favor of your most quality -appreciative 


clientele. Visit our showrooms when in Chicago. 


Tein Frank 


Exclusive Manufacturer's Representative 
36 SOUTH STATE STREET = OPPOSITE PALMER HOUSE 
CHICAGO 3, ILL. 


Los Angeles Office: 950 S. Broadway 
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AT LEADING JEWELERS : 
AND DEPARTMENT STORES 


NATIONAL ROTOGRAVURE 


YOUR LOCAL PAPER : 


S. 


STORE DISPLAY: 








THROUGH 
YOUR 


WHOLESALER 
ONLY 








Gorgeous 0K gold rings set with rich 


polished stones attractively priced. 
Adding dainty elegance to the hands of "small fry". 


Irresistible adornments for America's royalty, His and 
Her Majesty, the baby. 





y 





$i, 


a 





A.M. EISFELDER 
7O7 SOUTH HILL ST. LOS ANGELES, CAL. 
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: 9 MAIDEN LANE, N.Y. 
Sacific Coast Representative Chicago Repre 


servelative 


PERCY G. MARSHAL 
31 NORTH STATE ST. CHICAGO, ILL: 
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B plastic watch shaps 















win wtde acclaim! 
is ‘Stores throughout * the United 2 : | 


—_ are » featuring ae sling 


= ‘x 










oss nee with the ‘ ‘smooth as satin” | 

ae ae moe EXTRUDED PLASTIC 

_ texture and lustre, that embodies WATCH = 's 

t ; oe : f : : ee a 
b good looks with fine wearing | 


qualities plus resistance to mil- 





--. dew, perspiration and scuffing. ——— 


"ASTRON straps are available é 














fa in W and %4"’ sizes in turf tan, 





"ae and transparent, also steel 
grey to match waterproof steel 


watches. All are perforated for 








maximum comfort and can be | COLORFAST 
WILL NOT CRACK OR CHIP IN HOT OR COLD WEATHER 


MADEINU SA + PLASTER STRAP CO., NEW YORK CITY 


easily adjusted for solid lug 






Smart 3-color display cards 


watches by opening rivets. 
: 2 peni g sent 3 } each order. 


SOLD THROUGH JOBBERS AND 
WHOLESALERS ONLY. 


PLASTEX STRAP COMPANY 
50 WEST 17th STREET, NEW YORK 11, NEW YORK 


CHELSEA 2-7090 
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| 
J ewelry, 

is in 
Tremendous Demand 


A 176/1 Ames Lighter. The Famous Ames Lighter, mir- 

ror finish block aluminum with emblem $1.50 ea. plain 
$1.00 ea. 

137/803 10K Gold Ring, massive appearance, highly 
polished $10.00 ea. 

137/804 10K Gold Ring, massive appearance, highly 
polished $10.00 ea. 

225/6172a Service Style Ring with military motif on 
both sides of shank emblem set off by sunray back- 
ground, 10K gold $10.00 ea., I4K gold $12.50 ea. 
501/6172 Sterling Identification Bracelet, emblem on 
side of plate permits ample space for engraving. 
$4.00 ea. 

6172/P Watch Chain Charm, rose finish with polished 
highlights, 10K gold $2.00 ea. 

B35/6172a 10K Gold Watch Charm, black onyx back- 
ground $6.00 ea. 

6120 Gold Star Pin, black and white enamel, raised 
gold star, 10K gold $2.50 ea. 

31 Tie Chain with discharge emblem, heavily gold 
plated $1.00 each boxed. 

1723/6050a Gold Star Pin and Guard, black and 
white —— with raised gold star 10K gold Combina- 
tion $4.50, pin only $3.00 ea. Guards available for 
all branches of the Services. 

4 6172/6115 Discharge Emblem Pin and Guard 10K 
lgold. Guards available for all branches of service 
$4.00, pin only $2.50 (available only to holder of 
Government license AG905) 

L 226/6172 Discharge Emblem Ring, substantial weight, 
polished highlights, Sterling $2.50, ea. 10K gold 
$13.50 ea., 14K gold $17.00 ea. 

M 348 The New Identification Style Ring, bright finish 
plate and links, contrasting finished emblem. Sterling 
$1.50 ea., gold filled $2.25 ea., I0K gold $5.00 ea. 

N 223 Heavy 10K Gold Discharge Emblem incorporated 
in military motif on both shanks, simulated ruby, 
available for Army, Navy, Marines, and Air Corps. 
10K gold $18.00 ea., 14K gold $22.50 ea. 


Prices are net to retailers, 
F.O.B. Chicago 


Jobbers' quotations on request 


A pn © ee ~/aa| Py oN Ga. 


WMauuacturing Yewelers Stace 1900 
eet WEST! MADISON STREET CHICAGO 6, ILLINOIS 


CO. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











ANNOUNCING THE MILTON REYNOLDS 


$33,500.00 


window display contest 
Featuring the REYNOLDS PEN 


Guaranteed to Write at Least 2 Years Without Refilling 








-; cordially invite every dealer handling Reynolds International Pens 
to enter this great Cash Prize Window Display Contest. In our experience 
of the past few months we have seen hundreds of thousands of Reynolds 
Pens sold through forceful window displays. And now Reynolds offers 
this extra incentive of cash prizes and gift pens to help you build extra 
sales and profits. | hope you will join us in this great contest.” 

Milton Reynolds, Chairman of Board 

Reynolds International Pen Co. 


ERE’S an opportunity to win big cash prizes—bring 
hundreds of new customers into your store. It’s a 
nation-wide contest open to every retail store in America— 
large or small—selling Reynolds International Pens. Dem- 
onstrate your skill at building an attractive window display 
around the Reynolds Pen—the famous pen that’s guaranteed 
to write two years without refilling. 

Display managers all over the country already know the 
tremendous pulling power of the Reynolds Pen. Over a 
million-and-a-half Reynolds Pens have been sold in three 
months... it’s the pen everybody talks about and wants 
to see. But with a spectacular window display of the 
Reynolds Pen, sales possibilities are multiplied. 


790 CASH AWARDS 


First Award: $10,000 in cash 1, 000 neous for 
the 10 best windows. . . $10,000 


Second Award: $5,000 in cash (9500 each) 


for the next 10 winning windows . 5,000 
Third Award: $1, 000 in cash ($100 nee for 

the next 10 winning windows . ‘ 1,000 
Honorable Mention: $7,500 paren 

each) to 750 “Honorable Mention” windows 7,500 
Distributors’ Salesmen Special 

Award: $10,000 in cash($1,000 each) to the 

distributors’ salesmen sending in greatest 

number of — blanks for Window Contest 

entry . . 10,000 


GRAND TOTAL. .... . . . $33,500 
In the event of a tie, duplicate prizes will ro awarded! 
EVERY ENTRY WINS A REYNOLDS PEN 


Every dealer who enters this contest, winner or not, will receive a 
$12.50 Reynolds International Pen with the compliments of Milton 
Reynolds. All you have to do is send us a photograph of your 
Reynolds Window Display and your pen will be on the way to you. 


eeteemmiannmant 





RULES ARE SIMPLE—HERE’S ALL YOU DO 


Here are rules of contest: 


1. Dates—March 1, 1946 to April 1, 1946. Your 
contest-display window must appear some- 
time between these dates. 

2. Obtain entry blank from your local Reynolds 
Pen Distributor. 

3. Dealer mails entry blank to the Reynolds 
International Pen Co., 1550 North Fre- 
mont Street, Chicago 22, Illinois. 


4. Entry blank will give information on amount 
of space to be devoted to display. 





eEE——— 
——_ 


Covered by U.S. Patents Nos. 2,192,479 and D-143,5 
Other Patents applied for, Copr. Reynolds ize. Pen Company, 1946 


REYNOLDS 
PEN 


$ 50 No Luxury Tax 4 
Including desk stand and modern stream- - 


lined gift package. FAIR TRADE PRICE. 
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5. Dealer will photograph window and submit 
directly tothe Reynolds International PenCo., 
1550 North Fremont St., Chicago 22, Illinois. 


6. Photograph of window must be in office of 
Reynolds International Pen Company not 
later than April 1, 1946. 


7. Committee of five judges will decide awards 
on or before April 15, 1946. 


Judges of Contest: Five nationally known 
merchandising experts will act as judges. Names 
to be announced later. 

















i 

} Reynolds International Pen Co., Dept. JCK-3 ; 
; 1550 North Fremont Street, Chicago 22, Illinois 
: Gentlemen: I’d like to enter the Milton : 
1 Reynolds $33,500 Window Display Contest. 1 
1 Please have your representative call on me with ! 
: entry blank and display material. ; 
rl I 
1 Name + ons 
! 
| Address os 
i I 
| City ___State 


> Reynolds International Pen Co., 1550 N. Fremont St., Chicago 22, Ill. 
S- Canadian Plant: Oshawa, Ontario, Canada 
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FITS ANY MAN’S WATCH 


FITS ANY MAN’S WRIST 








lex-craft 


EXPANSION WATCH BAND 









At last! A flexible, expanding watch band that really stays 







flexible forever! An amazing invention that combines stream- 
lined beauty with remarkable durability. Guaranteed in every 


respect. 


The Band that ii Creating o Cenactiow! 
Cot in touch with, yu Jobber wow | 


| SEIPP and LYNN, INC. @ 5 NORTH WABASH AVE. e CHICAGO 2, ILL. 


Creators e Manufacturers e Distributors 
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SAMPLES WILL BE SENT ON REQUEST 


1 Pliers 








2 Double Keys 

3 Washing Machine 
4 Hula Girl 

5 Chariot 

6 Oxcart 

7 Step Ladder 

8 Pencil Sharpener 
9 Baby Cup 

10 Coo-Coo Clock 

11 Rocking Chair 


12 Double Hollow 
Heart 


13 Baby Shoes 


14 Small St. 
Christopher 
15 
15 Baby Scales 


movable charms 
.-- by Silgo 








16 Grand Piano 
17 Pad and Pencil 


18 Large Cloisonne 
Heart 


19 Pocket Knife 
— Bring new customers into your store by taking 
21 Roller Skate advantage of the popular demand for charm bracelets. 


22 Mail-Box Establish future sales with a representative selection 


23 Grinder 
24 Rickshaw 


of Silgo movable charms. Original design and skillful 


craftsmanship characterize each of the many 
25 Faith, Hope, 


Charity varied patterns. Besides their individual distinction, 


26 Baby Buggy « these sterling silver movable charms have that 
27 High Chair 


28 Dust-Pan 


all-important asset— sales appeal. 


























29 Folding Ironing 
Board 


8 Wiig Wel sold exclusively through your jobber 


31 Trailer 
32 | Love You 

33 Concertina g 
34 Kiddie Kar 
35 Swivel Chair JEWEL R Y 
siesshieeiiaaae , MANUFACTURING CO. 


209 POST STREET SAN FRANCISCO 8, CALIFORNIA NEW YORK OFFICE: ADOLPH KATZENSTEIN 389 FIFTH AVENUE NEW YORK 16, NEW YORK 
abe 
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HIGH STYLING 





“KANT-SPILL” FEATURE 









WALES SCOTCHFOLDS 





f 






THERE’S A REASON FOR LE 






Quality the public kn@y 


Columbia Walescraf 






national magazines t 








customers about ScotchiaaeyOnl\ 


genuine Scotchfolds have the 





**Kant-Spill'’ feature, the superior 







workmanship, the smart styling. 






That's why, far and away, more 






people buy Wales Scotchfolds than 


any other Scotch-type purse! 













See Your Wholesaler 






Columbia Walescraft, Ltd. 
Creators of Wales Billfolds 
22 West 32nd Street * New York 1, N.Y. 
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YOUR LIGHT FOR LIFE! 





Fine the lever and there’s your flame! 
Release the lever . . . it’s out! 

Precision made of quality metals for long, 
reliable service . . . and a smart 


piece of jewelry, too. 


Yellow Finish 


$3.00 Net Cleverly curved to fit your hand, 
Black Finish with a windguard for an outdoor light. 
$1.85 Net 


BROWN, GOLD COMPANY 


110 South 8th Street . Philadelphia 7, Pa. 








a 
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Charlie McCarthy the heart- 
breaker ... the incorrigible 
darling and master of repartee is now a sensa- 
tion as a movable charm. You can take advan- 
biol (Moh Mmall Miileohal-MlileMaclol(oMi- li we Lilo Mod mol 1g 
nation-wide publicity and advertising. Join the 
Charlie McCarthy bandwagon now! The movable 
charm in Sterling Silver or 14 karat Gold is just 
like Charlie in every detail... complete to top 
Toh MMcolilMmurlolileld(- Malo lel icolalil(-ta-Molale Maile h ae 
able head! Colorful display cards and striking 
newspaper mats for every dealer. Write us for 
name of your nearest jobber. 


A MOVABLE CHARM 


Sold Through 
Jobbers Only 


Copyright by 
Edgar Bergen 


Manufactured under license of Edgar Bergen by 
Car=VeL sewers ¢ 
Sewelry Co. 
1151 South Broadway - Los Angeles 15, California 


‘ 
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The Jewelry Store with Gye 








———e 


turns passers-by into customers 


Modernize now — 
increase store traffic— 
boost sales 


TRIM, modern store front, a 
bright, smart interior, will 
draw more customers into your 
jewelry store, sell more goods, 
make more money for you. 
Many jewelers—and other retail 
merchants all over the country— 


i 
% 
i 
| : 


have built a new, more attractive 
sales personality into their store 
fronts and interiors with Pitts- 
burgh Glass and Pittco Store 
Front Metal. By modernizing—in- 
side and out—they have turned 
“lookers” into buyers, have wid- 
ened their trading areas, increased 
their sales and their profits. 

Now is the time to modernize 
your jewelry store, inside and out, 
with Pittsburgh Glass Products. 
See your architect to assure a well- 
planned, economical design. Our 
staff of experts will be glad to co- 


“PITTSBURGH” 
STORE FRONTS and INTERIORS 





PIiTlTes ee = G H 
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operate with you and with him. 
And, if desired, convenient terms 
can be arranged through the Pitts- 
burgh Time Payment Plan. 

In the meantime, send the con- 
venient coupon for a FREE copy 
of our NEW booklet, which con- 
tains data and photographs of 
actual installations of Pittsburgh 
Glass and Pittco Store Front 
Metal. You will find—in this book- 
let—a collection of very practical 
aids to your remodeling plans. 


Pittsburgh Plate Glass Company 
2127-6 Grant Building, Pittsburgh 19, Pa. 


trated booklet on store modernization, 


Please send me, without obligation, your illus- 


‘pirrseurGH’ stench for Duality Glass amd rina 
Stas $ 


“How Eye- 
Appeal—Inside and Out—Increases Retail Sales % 


NOD iain attientunn 


Address--_-__------ 


COMPANY 








bean Ge G= an es er an ee ee 








No. ao : 
r doz 
- $18.00 pe 
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|ORD OXFORD 


the V®, draft lighter... 


Qo Q 2) 
aA 


nal ag 
as, 


DESIGNED ON AN 
ENTIRELY NEW PRINCIPLE, 
IT LIGHTS— ALWAYS! 


Lord Oxford is the only lighter that 

works with an “up-draft’’—like a lamp with a 
chimney. A flick of the wheel and it lights. . . 
always. . . even in a wind. Other exclusive 
features are Lord Oxford's automatic flint 
adjustment (with spare flints in a concealed 
compartment) and an ingenious two-stop 

top that flips upright for cigarettes, all 

the way back for pipes. Sleek and handsome 

in gleaming non-tarnishable metal, Lord Oxford 
has proved its ability to sell practically on sight! 


$32.40 PER DOZEN 


RETAIL PRICE $4.50 No FEDERAL TAX 


(Price fixed, pursuant to Fair Trade laws) 


Packed individually in display cartons, 
holding 1 dozen lighters. 


..».now nationally advertised! 





Featured by these leading New York stores: 


Lambert Brothers 
Lord & Taylor 
Alice Marks 
McCutcheon's 


B. Altman & Co. 
Bergdorf Goodmaa 
Bloomingdale's 
Bonwit Teller 


Brooks Brothers E. B. Meyrowitz 


Cartier Peck & Peck 
Arnold Constable Saks Fifth Ave. 
Mark Cross Saks 34th St. 
De Pinna Stern Brothers 
Hammacher Schlemmer F. R. Tripler 


Hitchcock Pharmacy Tailored Woman 


Georg Jensen John Wanamaker 


Available also in Fine Stores in Other Cities 


Throughout 1946, striking advertisements for Lord Oxford 


will appear regularly in: 


SATURDAY EVENING POST - VOGUE 
HARPER’S BAZAAR + ESQUIRE 
NEW YORKER + CUE 
N. Y¥. TIMES SUNDAY MAGAZINE 


OXFORD-PYKE, INC. 


551 FIFTH AVENUE, NEW YORK, 17 
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T’S HERE! 


THE 


CRYSTAL CLEAR 


LUCITE 


WATCH BAND 


THE Clipper fits every size of men's wrist watch, 
whether it has solid or removable lugs. 


The Clipper is practical—easily snapped on and off 
the wrist. 


The Clipper is packed individually, each in its own 
clear plastic box for attractive display. Smart, two 
color, illustrated folders to stimulate sales. 


Deliveries start March 25th. 


ei aa Hard Chrome Plated $39  xersrone 
WILL NOT SOIL WRIST OR LINEN Gold Plated $350 
KEEPS METAL AWAY FROM WRIST 

DEFINITELY NON-IRRITATING 


KEYSTONE 


JOBBERS: We sell Jobbers exclusively; write for details. 


RETAILERS: Order thru your Jobber only, or send us 
his name and address. 


oe, FINELINE COMPANY 


Ps. 
Merle Exclusive Distributors 
of ky 


90 of ae 303 - 5th Ave., New York 16, N. Y. 
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JEWELERS’ FINDINGS and SOLDERS 
METAL PRESENTATION BOXES 
TROPHIES *« MEDALS - BALL CHARMS 


= on a 'rearre Fad een ee ee ee 








FROM THE J.R. WOOD & SONS 
CO) BH Os BO) RO) yw Ot ae 
WEDDING RINGS 


Ring of Mary, Queen of Scots 


(G@itasemcemactmulcelcat jem @ltrccrel oh mala am ctate 
husband, Lord Darnley, whom she was 
later accused of having assassinated. Ring 
was found long afterwards among the 
raUhh ele) and ole ot oltd bio Mert a (ci let. della el telc 
had been imprisoned. 











JI, R. WOOD & SONS, INC. 


216 East 45th Street, New York City 17, N.Y. \ 
r ~ P y ‘ - , \ j ¥ 
Members of Gemological Institute of America. \) A CORPORATION, 


J.R. WOOD PRODUCTS 
a subsidiary 
elthe slesaam Coltiamlovcalammtelelttica me atleltlalamsiertce Mmmm \ Pa of J. R. WOOD & SONS, INC. 
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Keeping €ver abreast of the times, J. R. Woo 
their Output of diamond engagement tings, Th 
1890, Period show @ striking @ssortment of 
Making them then 


» 4S Now, one of the leadin 


d Sons increased 


eir Catalogues of the 


fashionable designs, 
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CURVEX GLAMOUR 
—heme for wealth el 


The patented Gruen Curvex is the only watch of its kind in the world. It enjoys a 
degree of prestige and acceptance equalled by few! This Spring, the story of Gruen 
Curvex will be presented against a background of fashion and glamour to an audience 
of over 30 million men and women in April 22 LIFE, May ESQUIRE and May FORTUNE. 


Powerful sales support for every Gruen jeweler! 


Three ways to make 
Gruen Curvex advertising 
work for you! 


1. Display Gruen Curvex 
in your windows. 


2. Schedule Gruen Curvex 
tie-in ads on the dates listed 
above, taking advantage of 
Gruen’s 50/50 Coopera- 
tive Newspaper Advertis- 

ing Plan. 


3. Tie in with Gruen 
Curvex radio announce- 
ments by using free 
Gruen radio helps. 


GRUEN 


CURVEX 
9 COMPARY. PRECISION WAY 


wate 
CANCINNAT! 6 onto. 
TORONTO 


rH} 


rus causn w* 


. CH &§ 
Time MILL. | ONTARIO. z 
in CARADAY * 


o sarte Bag. 0.8 Pos OF 


ONLY GRUEN MAKES THE CURVEX 
. +» ONLY GRUEN JEWELERS SELL IT 





ee 


THE GRUEN WATCH COMPANY, TIME HILL, CINCINNATI 6, OHIO, U.S.A. IN CANADA: TORONTO, ONTARIO 


Copyright 1946, The Gruen Watch Company 
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© 1946, THE CONDE NAST PUBLICATIONS INC. 


Profile of a Glamour Career Councillor... 


Betty S. Titterington teaches kindergarten in Kansas City, has a 
small daughter who keeps her in practice at home. Betty is from Missouri... 
can show us what midwestern career girls want to buy. She attends 
Glamour’s Career Council in her city, answers Glamour’s questionnaires. 
When Betty and our other Councillors voted for Glamour’s 
“10 New-to-Wear-Fashions”, we knew that our 2,300,000 alert young 
readers would like them, too. This on-the-spot checking shows Glamour 


what girls-with-paychecks want . . . shows you what they’ll buy. 





‘Glamour Career Councillor Series. 
Councils in 33 important cities keep 

. ws informed on the buying needs of 

- the girl-with-a-job; serve as a research 

source for Glamour. surveys. 
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HAVE YOU READ THESE BOOKS? 





These authoritative and interestingly 
written books on a wide range of subjects 
about your business will be a great help 


to you. 


Just put a circle around the books you want 
on the coupon below, write in your name 


For the Gem Expert, Connoisseur and Student 
of Gemology 


1. GEMS AND GEM MATERIALS 
Drs. Kraus & Slawson $3.00 


2, GETTING ACQUAINTED WITH MINERALS 
George L. English 


3. HANDBOOK FOR THE AMATEUR LAPIDARY 








J. H. Howard 
4. STORY OF THE GEMS H. P. Whitleck $4.00 
5. STORY OF DIAMONDS $1.25 
5A. FAMOUS DIAMONDS OF THE WORLD $1.00 
5B. INTRODUCTORY GEMOLOGY 

Robert Webster $2.75 


On Silver for the Jeweler, Collector and Anti- 
quarian 





6. THE STERLING FLATWARE PATTERN INDEX 
Without Binder $10.00 
7, ENGLISH SILVER (1675-1825) 


Stephen G. C. Enske and Edward Wenham $2.50 
8 OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN 'S. B. Wyler $3.00 
9. HALLMARKS AND DATE LETTERS 
Arthar Tremayne $1.00 
10. NAVAJO AND PUEBLO SILVERSMITHS 
John Adair $4.00 


For the Skilled Watch and Clock Maker, the 
Apprentice and Student 








11. PRACTICAL COURSE IN HOROLOGY 
Harold C. Kelly $2.75 
12, WATCH AND CLOCKMAKERS’ HANDBOOK, 
DICTIONARY AND GUIDE 


F. J. Britten $6.00 
13. KNOW THE ESCAPEMENT (New Edition) 

Barkus Watchmakers $5.00 
14. SCIENCE OF CLOCKS AND WATCHES 

A. L. Rawlings $3.50 


and address, attach your check, and send 
it to us. We will send them postage pre- 
paid anywhere in the United States. Re- 
mittance must accompany all orders. No 
books sent on approval. Prices subject to 
change without notice. 


15. CURIOUS HISTORY OF MUSIC BOXES 


Roy Mosoriak $5.00 
16. SIX QUAKER CLOCKMAKERS 

Edward E. Chandlee $10.00 
17. TIME AND TIMEKEEPERS VB. 1. Milham $1.98 
18. MODERN METHODS IN HOROLOGY 

Grant Hood $2.50 
19. PRACTICAL BALANCE AND HAIRSPRING 

WORK VP. J. Kleintein $3.50 

20. RULES & PRACTICE FOR ADJUSTING WATCHES 

W. J. Kleinlein $3.50 


21. PRACTICAL BENCHWORK FOR uct 


Louis and Samuel Levin q 
22. IT’S ABOUT TIME Pasi M. Chamberlain $10.00 
23. KEYSTONE WATCH REPAIR RECORD BOOK $2.50 


24. WITH THE WATCHMAKER AT THE BENCH 
Donald De Carle 


For the Jewelry Repairer, Engraver, Plater and 
Enameler 





25. JEWELRY REPAIRERS’ HANDBOOK 


J. G. Keplinger ; $1.25 
26. JEWELRY, GEM CUTTING AND METALCRAFT 
W.T. Boxter $2.75 
27. JEWELRY AND ENAMELING 
G. Pack $2.75 
28. REFINING PRECIOUS METAL WASTES 
C. M. Hoke $5.00 
29. ART MONOGRAMS AND LETTERING 
J. M. Bergling $4.00 
30. METALCRAFT AND JEWELRY 
Emil F. Kronquist $2.75 
31. A B C OF MODERN ENGRAVING 
William Kassel $1.00 
32. TESTING PRECIOUS METALS BY THE 
TOUCHSTONE C. M. Hoke $2.00 
33. RINGS THROUGH THE AGES 
James R. McCarthy $2.50 
34. TRADEMARKS OF JEWELRY AND 
KINDRED TRADES $7.50 


THE JEWELERS' CIRCULAR-KEYSTONE 


Please send the following books: 


FOR MARcH, 1946 
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Check or money order must accompany all orders. Do not send cash. 


100 E. 42ND ST., NEW YORK 17, N. Y. 
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WHY 
WISE WATCHMAKERS 
WILL CHOOSE 


PEERLESS... 
Automatic Reversing Operation 


The Automatic Reversing Operation is controlled by a 
heavy duty Universal motor, wound for both forward and 
reverse operation. (If desired, however, this can be 
changed to one way operation by a control switch pro- 
vided and mounted on the panel.) This automatic reversing 
operation runs approximately 7 seconds in forward opera- 
tion and then 7 seconds in reverse, regardless of speed of 
basket. This, together with the square jars, prevents a 
vortex from forming in the solution and creates complete 
agitation of solution over and through the basket at 
all times. 


OPEN TURNTABLE WITH 
MECHANISM KEEPS JAR 
OR HEATING CHAMBER 
ALWAYS IN FRONT 


Four Square Jars 


Jars rest on an open turntable which is easily cleaned. Jars are held 
rigidly so there is no rattling while the machine is operating. They 
are extra high to permit the lower half for solution and the upper 
half for throw-off. Jar covers are of pressed bakelite. 


Forced Warm Air 
Drying Chamber 


Drying Chamber has warm air entering at the side, instead of the 
eld from-the-bottom which left some watch parts superheated while 
others were still damp from the solution. The air is warmed by 
an electrical heating unit and forced by a motor driven rotary fan 
across the basket, warming all parts equally. The drier shuts off 
automatically. 


Machine has compact pentagon-shaped base of cast aluminum. All 
other parts except stainless steel or Monel metal parts are of steel, 
nickel plated, or black wrinkled enamel. 





& €E. 


WRITE FOR i 
DETAILS 
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New. - - - Ymproved 
PEERLESS 


Watch Cleaning Machine 
With Automatic Reversing Operation 


\ 


DOES COMPLETE AND THOROUGH JOB---QUICKLY 






¢ Heavy Duty 








Universal 
Motor 


¢ Stainless Steel 
Basket 


¢ Positive 
Finger 
Touch 
Control 
At Any 
Height. 
No Screws 
Or Knobs 
To Turn 
To Lock 
In Position 


Cantrol Panel 
Easily Removed 


Control Panel is in front. It has 3 switches and a rheostat 
which control the entire operation of motors and drier. 
All electrical parts except the basket motor are mounted 
in a drawer behind the control panel. The entire con- 
trol unit can be removed by loosening four screws. No 
need to turn the machine upside down to get to the 
electrical controls. . 








The Basket 


The Basket features more improvements. Made of stain- 
less steel or Monel metal, it is so constructed that the 
various sections fit together in one frame. Thus the solu- 
tion passes straight to the parts to be cleaned—through 
only one thickness of mesh. The various sections of the 
basket are held in a new type of frame that can be re 
moved or attached to the basket holder instantly. There 
is an automatic locking device with POSITIVE FINGER 
TOUCH CONTROL AT ANY HEIGHT. No screws or 
knobs are needed to turn or lock basket in position. 





SPECIFY PEERLESS CLEANING SOLUTION 
AND PEERLESS RINSING SOLUTION FOR 
THE GUARANTEED CLEANING JOB 








MARSHALL CO. 
BOX 7737, CHICAGO 80 





WRITE FOR 
DETAILS 
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Crushed © 

Morocco 
X-TRAFOLD 
2 Bilifolds in One 





No. 754 
Retail 
& 4 $7.50 


j /(Black and Tan) 





TE AR 
Lineup 
"cami Retail $3.50 
With Zipper rs po ne 
_ No. 770 “ $10.00 
Retail $7.50 ” “$12.50 
(Black & Brown) - $1 5.00 















ttt LEATHERWARE 
: British Brown — 
Morocco 
X-TRAFOLD | 


2 Billfolds in One 
Can be used separately 
It’s a secret pocket 


-.. No..1218-16 — 
| Retail $12.50. 








“TERRY MAID” 
Real Goat 











643 South Olive Street 


\\ LOS ANGELES 14, CALIF. Yy 
ANS Distributor For TERRY Wallets Yh 
ARAN) YW ‘ 


‘ oe =, 
IN : _— Zo ‘ 
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PUZZLED BY TRADE-MARKS? 


Then You Should Have a Copy of This Authoritative Book 
Trade-Marks of the Jewelry and Kindred Trades 








TRADE-MARKS 
of the Jewelry 
and Kindred Trades 
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Over 300 Pages of Vital Information— 
Thousands of Trade-Marks and Trade s 4 
Names in This Fifth Edition. 

Get your copy NOW! 








The only book published containing 
Trade-Marks and Trade Names used 
by Manufacturers, Importers and 
Wholesalers of Jewelry, Rings, 
Watches, Clocks, Silverware, Sup- 
| plies, Materials and Tools, Leather 
Goods, Pens, Pencils, China and 


Glassware, Gifts, etc. Also lists 






The Jewelers’ Circular-Keystone 
100 East 42nd Street, New York 17 









Please send me 














ane ine nee nate copies of "Trade-Marks of the Jewelry and 
Kindred Trades", Fifth edition, for which check is enclosed. 


assnes of Watches asod by _ NAME..... . peobneteneeetoesseeeas oveewes 
panies; lists Sterling and Plated Flat- 

STREET (iGebeshndbens sees ees 
ware Pattern Names; and data on 
Commercial Standards and Federal ~~ vaciestaiedlll a 


and State Stamping Laws. 
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the perfect 


plastic wateh strap for men 









SMART...MODERN... PROFITABLE! 
The ONLY strap with ALL heie desirable selling features: 


PLIANT, FLEXIBLE .. . feels pleasantly soft and supple to the touch . 
needs no breaking i in or shaping to fit—-adjusts to wrist movements 
without binding—is not affected by heat or cold. 


PERSPIRATION-PROOF ... impervious to acids, grease, moisture — 
readily cleaned with a damp cloth. 


NON-IRRITATING . . . 


Protexo’s special composition cannot irritate 
or discolor the most sensitive skin. 


DURABLE ... will outlast any strap made. 


FADE-PROOF ... 


popular modern colors — Burgundy, White, Blue, 


Gray, Brown, Ivory, Tan, Silver Gray, Tile Red, Black—to harmonize 


with any watch. 


DISTINCTIVE STYLING . . 


. rich, smooth, wafer-thin with smart buckles 


and trimmings-——to match the metal of the finest watch case. 


EASILY ATTACHED TO ANY WATCH... 


ATTRACTIVELY PRICED .. . 


i r 


This is the same famous strap you remember on 
some of the finest Swiss watches—not ‘‘just another” 


plastic, but an exclusive Polyvinyl Chloride Resin * 


strap representing a revolutionary advance in com- 
position and design. Prorexo is the first absolutely 
practical watch strap, incorporating many exclusive 
features and combining smart styling, rich colors 
and skilled workmanship—all adding up to a strap 
that your customers will buy—and buy again! 


PROTEXO WATCH STRAPS, inc., 604 Fitth avenue, New York 20, N. Y. 


* 
*trademark 


FOR Marcu, 1946 


. in 30 seconds! 


to retail at $2.00 (Keystone). 


i ¥ 


FIRST COME, FIRST SERVED! PROTEXO 
straps are attractively packed in convenient 
counter-display cartons each containing 36 straps 
in assorted colors and widths. Includes illustrated 
folders to stimulate ‘sales. But the supply of 
PROTEXO straps is limited—orders will 
be filled in order of receipt, commenc- 
ing early March. SEND 
YOUR ORDER TODAT! 














































The work of the Lapidary has always required 
the skill of experts. That’s why you should 
seek the services of an established and reliable 
firm, with a background of experience. 


For cutting, engraving, encrusting, 
drilling, or any special orders, consult 


NATHAR 
Lapidaries, Inc. 


71 Nassau Street e New York 7, N. Y. 











A COMPLETE LINE OF OPALS 
FOR THE 
MANUFACTURING JEWELER 


Manning Opal Corporation 


22 West 48th Street, New York 19, N. Y. 
Telephone BR 9-7199 














CENTRIFUGAL CASTING 
EQUIPMENT & SUPPLIES 


ae ge Metal Casting Machines 
(Kerr, Vaughn, Dee, & Ecco—Spring & Motor Driven) 


Centrifugal Wax Casting Machines 
(Spring & Motor Driven) 

Rubber Mold Holder for Wax Casting Machines 
Electric Vulcanizers & Wax Pots 
Two-Piece Frames for Rubber & Metal Molds 
Bismuth Alloy No. 200 for Metal Molds 


Machines for Injecting Wax into Metal Molds 
(Hydraulic Hand Pressure & Air Pressure) 


Wax Eliminator Ovens 
(Saunders, Baker, Hones, & Hoskins—Various Sizes) 
Melting Furnaces 
(Gas Fired & Induction—Various Sizes) 
Melting Crucibles 
(Dixon Sand & Graphite—Wesgo) 


Casting Crucibles 
(Sand, Mullite, Carbon, Carborundum & Graphite 
for All Types of Casting Machines) 


Vacuum Pump Units 
(Table, Pump, Metal & Rubber Plate, Glass Bell Jar) 


Steel Flaske—Carbon & Stainless—Rubber Sprue Bases 


Investments—(‘*Cristobalite”’ for Gold & Silver) 
(Saunders for Palladium) 


Waxes—(Kerr’s Precision & Modifying—Saunders) 
s Tongs for Crucibles & Flasks—All sizes 
Fiuxes—Asbestos Gloves & Mittens 


ALEXANDER SAUNDERS & CO. 


(Suec. to J. Goebel & Co.) Est. 1865 
95 BEDFORD STREET, NEW YORK 14, N. Y. 
Price List Sent Upon Request 


























Cutters of 


SYNTHETIC RUBIES 


and 


BLUE SPINELS 


Buff Top 
Faceted 
Cabochon 


PROMPT DELIVERIES 
EXPERIENCED WORKMANSHIP 
GUARANTEED SIZES 


METROPOLITAN LAPIDARY 


Importers & Cutters of Semi-Precious Stones 


12 John Street New York 7, N. Y. 
COrtlandt 7-0584 
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52 Insertions — 15 Magazines 


With Many Full-Page Advertisements 





LIFE 
ESQUIRE 


MADEMOISELLE 


GOOD HOUSEKEEPING 


LIBERTY 


Akron, O. 
Atlanta, Ga. 
Albany, N. Y. 
Allentown, Pa. 
Austin, Texas 
Baltimore, Md. 
Birmingham, Ala. 
Boston, Mass. 
Bridgeport, Conn. 
Buffalo, N. Y. 
Canton, O. 
Chattanooga, Tenn. 
Charlotte, N. C. 
Chicago, Ill. 
Cincinnati, O. 
Cleveland, O. 
Columbus, O. 
Dallas, Texas 
Dayton, O. 
Denver, Colo. 


Des Moines, la. 
Detroit, Mich. 
Duluth, Minn. 

El Paso, Texas 
Erie, Pa. 
Evansville, Ind. 
Flint, Mich. 

Fort Wayne, Ind. 
Fort Worth, Texas 
Grand Rapids, Mich. 
Hartford, Conn. 
Houston, Texas 
Indianapolis, tnd. 
Jacksonville, Fla. 
Kansas City, Kan. 
Kansas City, Mo. 
Knoxville, Tenn. 
Lawrence, Mass. 
Lincoln, Neb. 
Little Rock, Ark. 


A. H. 


SEVENTEEN 
CHARM 
GLAMOUR 
MOVIE STORY 
MOTION PICTURE 


400 Insertions in 


SCREENLAND 
SILVER SCREEN 
MOVIE SHOW 
SCREEN GUIDE 
JUNIOR BAZAAR 


100 of America’s Largest Citie 


Long Beach, Cal. 
Los Angeles, Cal. 
Louisville, Ky. 
Lowell, Mass. 

Lynn, Mass. 
Memphis, Tenn. 
Miami, Fla. 
Milwaukee, Wis. 
Minneapolis, Minn. 
Nashville, Tenn. 
Newark, N. J. 
New Bedford, Mass. 
New Haven, Conn. 
New Orleans, La. 
New York, N. Y. 
Norfolk, Va. 
Oakland, Cal. 


Oklahoma City, Okla. 


Omaha, Neb. 
Paterson, N. J. 


Peoria, Ill. 
Philadelphia, Pa. 
Pittsburgh, Pa. 
Portland, Ore. 
Providence, R. I. 
Reading, Pa. 
Richmond, Va. 
Rochester, N. Y. 
Rockford, Ill. 
Sacramento, Cal. 
Saginaw, Mich. 

St. Louis, Mo. 

St. Paul, Minn. 

Salt Lake City, Utah 
San Antonio, Texas 
San Diego, Cal. 
San Francisco, Cal. 
Savannah, Ga. 
Scranton, Pa. 
Seattle, Wash. 


Shreveport, La. 
Sioux City, la. 
South Bend, Ind. 
Spokane, Wash. 
Springfield, Mass. 
Syracuse, N. Y. 
Tacoma, Wash. 
Tampa, Fla. 
Toledo, O. 
Trenton, N. J. 
Tulsa, Okla. 
Utica, N. Y. 
Washington, D. C. 
Waterbury, Conn. 
Wichita, Kan. 
Wilkes-Barre, Pa. 
Wilmington, Del. 
Winston-Salem, N. C. 
Worcester, Mass. 
Youngstown, O. 


POND CO., Inc. syracuse 2, Nn. ¥. 
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